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As of March 31, 2013 we had 137 locations, 118 in North 
America and 19 in Europe, predominantly in the U.K.  In 2012 
we served more than 83,000 customers, up from 80,000 in 
2011.  These customers use our storage containers as a lower 
cost alternative to renting more warehouse or office space 
and are commonly used to securely store materials and 
equipment, retail and manufacturing inventory, documents 
and records, and other goods.  Due to the various sizes and 
features we offer, our units are highly versatile and may 
be utilized for a wide variety of applications in numerous 
industries.  Our steel and wooden offices, which represent 
approximately 18% of our fleet, are frequently used as golf 
course clubhouses, first aid units, guard/security units, sales 
offices and job site offices.

But our market leadership isn’t all about hard assets.  It’s 
also built on service, the kind that breeds a high degree 
of customer loyalty.  The most respected customer loyalty 
yardstick is what is called the “Net Promoter® Score” (NPS).  The 
NPS is derived by an independent third party that asks 1,200 of 
our customers each month whether they would recommend 
us to a friend or colleague.  In recent months our scores have 
been in the 80%-range, a level consistent with a world-class 
service company such as Amazon and Apple1.  With feedback 
this positive, it’s not surprising that nearly 65% of our leasing 
revenues come from repeat customers.

Effective use of technology is another differentiating 
factor.  We use Salesforce.com, which is integrated with 
our Enterprise Resource Planning (ERP) system, to help us 
identify new customer leads.  Our order processing system 
ensures that our customers get what they need, where 
they need it, when they need it.  We utilize an advanced 
transportation logistics system that helps our drivers select 
the optimal routes when delivering and picking up units, 
thereby saving time and fuel.      

Opportunities   
So how do we improve on a business that’s already 
delivering impressive results?  From my perspective,  
I am championing: 1) targeted sales efforts, 2) further 
improvement in operational effectiveness and  
3) geographic expansion.  

One of our top strategic priorities is the intensification of 
our sales efforts, a process we began in 2012 when we hired 
a new head of our National Sales Center (NSC) in Tempe, 
Arizona.  The NSC is a centralized communications center 

that coordinates follow-up actions on new customer leads 
and conducts outbound marketing campaigns.  We are in the 
process of hiring a SVP of Sales and Marketing, which is a new 
position at Mobile Mini.  This individual will be responsible 
for targeting our sales organization on industry verticals 
outside of the construction market.  Our new SVP of Sales and 
Marketing will direct the efforts of a more industry-focused 
sales force to address opportunities in verticals such as 

[1Source:  Sagemetrix]
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industrial, oil & gas services, retail, hotels, and schools among 
others.  We’re also working on further developing our national 
accounts platform for our large, multi-location customers.

We are also engaged in identifying operating efficiencies 
that can enhance the way we service our customers and 
complement our sales efforts as we strive to broaden 
our footprint in a number of underpenetrated verticals.  
Management makes all the difference in effectively 
executing the type of strong growth we are planning, which 
is why we recently recruited Executive Vice President of 
Operations, Phil Hobson, who has a long successful track 
record in the rental industry, having most recently served as 
SVP-Operations at RSC.

Since 2010, we’ve entered 17 new markets and we think 
we can pick-up the pace of opening new locations.  We’ve 
identified more than 50 potential markets in North America 
that we view as strong candidates.  We have a proven, 
repeatable, formula for bringing new branches and low cost 

operational yards online requiring minimal capex and start-up 
investment by repositioning existing idle fleet.  Using this 
model, a new location typically reaches breakeven within  
12 months.  

  
Expectations
As we execute on our strategies to expand into new markets 
and increase penetration of existing ones, utilization should 
climb with very little in the way of incremental capex in the 
short term. The confluence of growing utilization and the 
resulting increase in leasing revenues, combined with low 
capex requirements and the powerful operating leverage 
inherent in our business, should produce substantial growth 
expansion and free cash flow generation.

Given the attractive fleet of lease assets, solid business model 
and dedicated team of hardworking employees, I firmly 
believe that Mobile Mini is greatly positioned to deliver a 
strong performance and increasing value to our shareholders.  

Erik Olsson
President & Chief Executive Officer, June 2013
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