
WWW.IBISWORLD.COM The Retail Market for Stationery Products in the US  December 2018  1

IBISWorld Industry Report OD6113
The Retail Market for 
Stationery Products in the US
December 2018 Claire O’Connor

Paper thin: Demand for stationery products 
will decrease as online competition intensifies

2 About this Industry
2 Industry Definition

2 Main Activities

2 Similar Industries

2 Additional Resources

3 Industry at a Glance

4 Industry Performance
4 Executive Summary

4 Key External Drivers

6 Current Performance

8 Industry Outlook

10 Industry Life Cycle

12 Products & Markets
12 Supply Chain

12 Products & Services

13 Demand Determinants

14 Major Markets

15 International Trade

16 Business Locations

18 Competitive Landscape
18 Market Share Concentration

18 Key Success Factors

18 Cost Structure Benchmarks

21 Basis of Competition

21 Barriers to Entry

22 Industry Globalization

23 Major Companies
23 Staples Inc. 

24 Office Depot Inc. 

25 Schurman Retail Group

26 Operating Conditions
26 Capital Intensity

27 Technology & Systems

28 Revenue Volatility

28 Regulation & Policy

29 Industry Assistance

31 Key Statistics
31 Industry Data

31 Annual Change

31 Key Ratios

32 Jargon & Glossary

www.ibisworld.com  |  1-800-330-3772  |   info@ibisworld.com

This report was provided to
Emerald Expositions (2134005483)
by IBISWorld on 08 October 2019 in accordance with their license agreement with IBISWorld



WWW.IBISWORLD.COM The Retail Market for Stationery Products in the US  December 2018  2

Companies in this industry sell 
stationery products used for writing, 
drawing, filing and similar applications. 
Greeting cards and printer paper are 
excluded from this report. This report 

discusses the size of the retail market for 
stationery products and includes sales 
from all major retail channels, including 
specialty stores, general merchandisers 
and internet retailers.

The primary activities of this industry are

Selling office stationery

Selling social stationery

Selling envelopes

Selling invitations

Selling writing pads

Selling leaf paper

32223 Office Stationery Manufacturing in the US
Operators in this industry manufacture stationery products and distribute them to wholesalers and retailers.

42412 Office Stationery Wholesaling in the US
Operators in this industry wholesale stationery products to downstream retail markets.

44211 Furniture Stores in the US
Operators in this industry primarily sell household, outdoor and office furniture.

45321 Office Supply Stores in the US
Operators in this industry specialize in selling office supplies, including stationery.

Industry Definition

Main Activities 

Similar Industries

Additional Resources

About this Industry

For additional information on this industry

www.envelope.org 
Envelope Manufacturers Association

www.nopanet.org 
National Office Products Alliance

www.nrf.com 
National Retail Federation

The major products and services in this industry are

Envelopes

Invitations

Office stationery

Writing tablets and other supplies
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46.6%
Office stationery

23.3%
Envelopes

20.8%
Invitations

9.3%
Writing tablets 

and other supplies

SOURCE: WWW.IBISWORLD.COM

Key Statistics 
Snapshot

Industry at a Glance
The Retail Market for Stationery Products in 2018

Industry Structure Life Cycle Stage Decline

Revenue Volatility Low

Capital Intensity Low

Industry Assistance Low

Concentration Level Low

Regulation Level Light

Technology Change Medium

Barriers to Entry Low

Industry Globalization Low

Competition Level High

Revenue

$8.9bn
Profit

$425.7m
Wages

$935.4m
Businesses

40,678

Annual Growth 18–23

-1.4%
Annual Growth 13–18

-0.4%

Key External Drivers
Percentage of services 
conducted online
Number of adults 
aged 50 and older
Per capita disposable 
income
Corporate profit
Price of paper

Market Share
Staples Inc.   
18.2%

Office Depot Inc. 
 8.9%

p. 23

p. 4

FOR ADDITIONAL STATISTICS AND TIME SERIES SEE THE APPENDIX ON PAGE 31
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Key External Drivers Percentage of services conducted online
The percentage of services conducted online 
is indicative of consumers’ likelihood to 
purchase paper stationery products. As 
shoppers turn to electronic communication 
such as e-mail, social networking sites and 
electronic greeting cards, demand for paper 
stationery products declines. The percentage 
of services conducted online is expected to 
increase in 2018, posing a potential threat to 
the market.

Number of adults aged 50 and older
Adults aged 50 and older, and especially 
those 55 and older, comprise the largest 
market segment for stationery products. 
Consumers in this demographic typically 
have higher levels of disposable income and 
prefer to communicate via paper stationery 
products rather than electronic means. 
Therefore, the size of this market is crucial 
to demand for paper stationery products. 
The number of adults aged 50 and older is 

Executive 
Summary

The Retail Market for Stationery 
Products comprises physical and online 
retailers that sell writing materials, 
envelopes and related products. The 
decline of stationery product sales was 
ushered in by the digitalization of the 
economy and the rise of electronic 
communication forms such e-mail and 
electronic invitation websites, which have 
drained demand for traditional paper 
products. With electronic communication 
quickly becoming the most popular 
medium for interaction, the industry’s 
stationery products are increasingly 
becoming obsolete.

Nonetheless, the remaining demand for 
these products is largely driven by 
consumers’ and businesses’ purchasing 
power. Over the five years to 2018, per 
capita disposable income has recovered, 
enabling shoppers to increase discretionary 
purchases like stationery products, to the 
benefit of the retail market. Likewise, rising 
corporate profit and business sentiment 
have enabled businesses to better afford 
stationery products. Although improving 
economic conditions are expected to slow 
revenue decline to 1.1% in 2018, the past 
five years have been overwhelmingly 

negative for the sale of stationery products. 
Over the five years to 2018, retail sales are 
expected to decline at an annualized rate of 
0.4% to $8.9 billion.

Rising external competition from 
electronic communication and changing 
consumer preferences have altered the 
way in which stationery products are 
sold. While traditional stationery product 
retailers, such as office supply stores and 
department stores, have exited the 
industry, more discount retailers and 
online operators have entered the 
industry. With profitability constrained 
by rising paper prices and plummeting 
demand, traditional retailers such as 
Staples Inc. and Office Depot Inc. have 
rapidly consolidated. The decline in the 
number of industry operators, which has 
been slow over the past five years, is 
expected to accelerate moving forward.

Over the five years to 2023, stationery 
product retailers will contend with 
intensifying competition from substitute 
forms of communication. Indicative of 
this trend, the percentage of services 
conducted online is anticipated to expand 
steadily, pulling consumers and 
businesses away from traditional paper 
correspondence and subduing industry 
demand. Despite the expected growth of 
the economy, revenue from stationery 
sales is projected to contract further, 
falling at an annualized rate of 1.4% to 
$8.3 billion over the five years to 2023.

Industry Performance
Executive Summary  |  Key External Drivers  |  Current Performance 
Industry Outlook  |  Life Cycle Stage

  Demand will decline as competition from 
substitute forms of communication intensifies
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Industry Performance

Key External Drivers
continued

expected to grow in 2018, representing a 
potential opportunity for the market.

Per capita disposable income
Per capita disposable income determines 
the amount of money consumers are able 
to spend on discretionary stationery 
purchases. When disposable income 
increases, consumers’ ability to purchase 
industry products increases. During 
difficult economic times, consumers’ 
budgets tightened due to climbing 
unemployment and falling incomes, 
causing the Retail Market for Stationery 
Products to decline rapidly. However, per 
capita disposable income is expected to 
grow substantially in 2018.

Corporate profit
Demand for stationery supplies 
depends on business activity and 

spending levels. Business activity and 
expenditure are typically greater during 
times of high corporate profit. 
Conversely, businesses cut back or 
delay purchases during times of low 
profit, causing demand for industry 
products to decline. Corporate profit is 
expected to increase in 2018.

Price of paper
Paper is a key input into stationery 
products and is an important 
determinant of operators’ revenue and 
profit margins. When the price of paper 
increases, industry participants pay 
higher purchasing costs. If companies 
cannot pass on rising costs to consumers, 
industry revenue increases if consumers 
purchase industry products in the same 
volume. The price of paper is expected to 
increase in 2018.
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Industry Performance

The Retail Market for Stationery 
Products comprises both physical and 
online retailers that sell a variety of 
stationery products, including letter 
paper, file folders, envelopes, invitations, 
writing pads, notebooks and cards. Over 
the five years to 2018, stationery products 
sales have contracted steadily, with 
revenue falling at an annualized rate of 
0.4% to $8.9 billion in 2018.

The industry’s decline has been 
ushered by the digitalization of the 
economy, which has changed the way 
information is consumed and 
disseminated, resulting in a permanent 
decline for all of the industry’s core 
product segments. Electronic 
communication, such as email, social 
networking sites and electronic greeting 
cards, has drained demand for paper 
stationery products. Additionally, the sale 
of stationery products has continued to 
decline, even as per capita disposable 
income has increased and consumer and 
business confidence levels have risen. 

Due to the discretionary nature of 
stationery products, sales increased when 
unemployment declined as the economy 
grew, increasing many shoppers’ 
discretionary budgets. Even as the 
recovery slowed the decline of stationery 
product sales, industry revenue is 
expected to continue falling, dropping an 
estimated 1.1% in 2018.

Current 
Performance
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Paper stationery products are rapidly 
being phased out by the digitalization of 
the economy, with electronic 
communication quickly becoming the 
most popular medium for communication. 
Electronic options are typically free and 
provide users with easily accessible and 
immediate forms of communication. In 
addition to email, various websites 
provide online correspondence options 
that are presented in aesthetically pleasing 

formats. The percentage of services 
conducted online, representative of 
shoppers’ shifting preference to electronic 
communication, is expected to increase an 
annualized 12.8% over the five years to 
2018. Electronic substitutes have 
ultimately undermined the viability of the 
Retail Market for Stationery Products, 
leading to revenue declines in the 
last three years of the five-year period 
to 2018. 

Obsolescence of 
paper products

The profitability of stationery products is 
driven by several factors, including rising 
disposable income and corporate profit. 
During positive economic conditions, 
consumers and businesses typically increase 
spending on stationery, as their budget 
expands to discretionary goods. However, 

these less-expensive products also carry 
lower margins; as a result, further growth in 
profit margins was mitigated.

Despite the rising price of paper, which 
is expected to increase at an annualized 
rate of 0.4% over the five years to 2018, 
industry profit has increased from 3.9% to 

Increasing 
profitability
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Industry Performance

Industry landscape The multibillion-dollar Retail Market for 
Stationery Products is composed of 
thousands of physical and online 
retailers, with the greatest revenue 
derived from Warehouse Clubs and 
Supercenters (IBISWorld report 45291); 
Dollar and Variety Stores (IBISWorld 
report 45299); Office Supply Stores 
(IBISWorld report 45321); Supermarkets 
and Grocery Stores (IBISWorld report 
44511); E-Commerce and Online 
Auctions (IBISWorld report 45411a); 
Pharmacies and Drug Stores (IBISWorld 
report 44611); and Department Stores 
(IBISWorld report 45211). Over the past 
five years, the number of establishments 
that sell stationery products has 
increased slightly, despite falling 
revenue. Although the rapid expansion 
of e-commerce has threatened industry 
revenue, the shift toward online 
shopping has encouraged numerous new 
players to enter the industry. Online 
stores are the fastest growing retailers of 
stationery products, especially with 
custom invitations and personal 
stationery. Consequently, IBISWorld 
expects the number of establishments 
active in the Retail Market for Stationery 
Products to increase at an annualized 
rate of 1.9% to 96,961 during the five-
year period. Employment across 
establishments selling stationery 

products is also expected to increase at 
an annualized rate of 1.2% to 2.6 
million workers.

While the industry is highly 
fragmented, Staples Inc. and Office Depot 
Inc. each control a sizable share of total 
stationery sales through their brick-and-
mortar and online stores. Nonetheless, 
sales of industry products have declined 
in both retail chains as a result of shifting 
consumer preferences and rising 
competition from big-box retailers and 
online operators. In turn, many industry 
operators have turned to new avenues to 
garner sales. Retailers are increasingly 
stocking their shelves with hand-crafted, 
luxury products to attract customers. 
These items typically carry a price 
premium and are preferred by shoppers 
looking to purchase stationery that 
stands out. Some stationery suppliers 
and retailers have looked to provide more 
customization options to shoppers, 
including monogrammed initials or 
self-addressed envelopes.

4.8%. Paper is a key input cost for this 
industry, with purchases accounting for an 
estimated 56.4% of industry revenue in 
2018. Furthermore, downstream demand 
has declined as consumers and businesses 

embrace electronic alternatives. However, 
rising disposable income, consumer 
spending and corporate profit have 
outweighed these negative trends, 
enabling profit margins to grow.

Increasing 
profitability 
continued

  The shift toward online 
shopping has encouraged 
numerous new players to 
enter the industry
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Industry Performance

Competition External competition is expected to continue 
to threaten the viability of the Retail Market 
for Stationery Products over the next five 
years, ultimately undermining its growth. 
Increasingly, consumers are expected to 
turn to internet communication instead of 
traditional paper correspondence to save 
time and money, undermining demand for 
the industry’s key products. Over the five 
years to 2023, the percentage of services 
conducted online, which serves as a proxy 
for consumers’ propensity to engage in 
electronic communication using e-mail, 
social networking sites and electronic 
greeting cards, is expected to increase at an 
annualized rate of 4.8%. With 
unemployment projected to remain low and 
free time expected to diminish, electronic 
communication will become even more 
ingrained as consumers’ preferred mode of 
communication, posing a strong competitive 
threat to stationery retailers.

In addition to rising competition from 
alternative forms of communication, the 
Retail Market for Stationery Products will 
be plagued by high internal competition. 
Due to the saturated operating 
environment of this industry, many 
traditional retailers, such as those in the 
Office Supply Stores (IBISWorld report 
45321) and Department Stores (IBISWorld 
Report 45211) industries, are expected to 

exit. Instead, sales will shift to big-box 
retailers such as Walmart Inc. and Costco 
Wholesale Corporation (IBISWorld Report 
45291, Warehouse Clubs & Supercenters) 
because of their ability to pass down lower 
prices to consumers on a range of 
merchandise, including stationery 
products. Stationery sales will also continue 
to move online, as consumers’ propensity 
to shop online increases and operators look 
to realize cost savings.

Consequently, unprofitable retailers 
will be pushed out of the market. Over 
the five years to 2023, the number of 
active enterprises is expected to increase 
slightly at an annualized rate of 0.3% to 
41,224 operators. With the consolidation 
and closure of some of the industry’s 
largest retailers, including Staples Inc. 
and Office Depot Inc., employment 
among retailers that sell stationery 
products is expected to fall at an 
annualized rate of 0.7% to 2.5 million 
people over the next five years.

Industry 
Outlook

Despite the expanding economy, the 
Retail Market for Stationery Products is 
expected to continue its decline over the 
five years to 2023. The digitalization of the 
economy will continue unabated as 
consumers increasingly turn to electronic 
forms of communication, eroding demand 
for stationery products. However, industry 
operators will benefit from economic 
growth, which will enable consumers 
armed with higher disposable income 
levels to purchase customized stationery 
products that typically carry higher profit 
margins. Similarly, rising corporate profit 

will enable businesses to purchase higher-
end stationery products. Increasingly, 
industry retailers will target the digital 
age’s last holdouts: older consumers who 
tend to use more traditional means of 
communication. Nonetheless, even as 
consumers’ budgets and business profits 
continue to expand, sales of stationery 
products will continue to decline. Over the 
five years to 2023, IBISWorld expects 
revenue for the Retail Market for 
Stationery Products to contract at an 
annualized rate of 1.4% to $8.3 billion. In 
2019, revenue is projected to decline 1.9%.

  Market saturation 
and increased online 
correspondence will 
continue posing a threat
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Industry Performance

Low profitability With competition intensifying, stationery 
retailers will contend with constrained 
profit. Price competition among players 
will mount, causing retailers to absorb 
rising costs and offer promotional deals 
to stimulate purchases. Given the lack of 
differentiation among most stationery 
products, retailers that offer value-added 
products and services like handmade 
cards or personalization will be better 
positioned to generate higher profit. 
Nonetheless, industry profitability is 
expected to suffer due to many factors. 
As a result, industry profit is anticipated 
to decrease from 4.8% in 2018 to 4.5% in 
2023. In addition to rising external 
competition, stationery product retailers 

will be strained by growing 
environmental consciousness among 
consumers, which will steer many 
Americans away from paper products 
altogether. With paper prices anticipated 
to increase at an annualized rate of 0.6% 
during the five-year period, profit for 
stationery products will continue 
to tumble.

Marketing toward 
receptive 
demographics

The largest market for the Retail Market 
for Stationery Products is households. 
Within this market, the largest segment 
is consumers aged 55 and older, who are 
expected to generate an estimated 29.5% 
of industry revenue in 2018. Older 
consumers tend to favor tangible forms 
of communications, such as letter 
writing, mailing bills and sending formal 
invitations, more than younger 
consumers. Stationery product retailers 
will target this market, which is expected 
to grow considerably over the next five 
years as the population ages. The number 
of adults aged 50 and older is expected to 
increase an annualized 1.3% over the next 
five years, as the last of the baby boomers 
move into this age bracket. Emblematic 

of this trend, the number of adults aged 
65 and older is expected to grow an 
annualized 3.2% during the period, 
expanding the size of the stationery 
products’ primary market.

However, to withstand the 
digitalization of the economy and 
changing consumer preferences, 
stationery product retailers will have to 
attract younger shoppers, particularly 
those aged 34 and younger. Retailers will 
have to shift focus toward younger 
shoppers to remain in business and offer 
products that appeal to this age group. 
Given the rising incomes of younger 
consumers and their penchant to spend, 
retailers that can successfully target this 
market are likely to flourish.

  With competition 
intensifying, stationery 
retailers will contend with 
constrained profit
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Industry Performance
The industry’s contribution to the economy is declining, 
indicating its diminishing overall contribution

The digitalization of the economy, especially 
electronic communication, has drastically reduced 
demand for paper stationery products

The industry’s product segments are well defined 
and experience only cosmetic changes

Life Cycle Stage
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Industry Performance

Industry Life Cycle The Retail Market for Stationery 
Products is declining. Over the 10 years 
to 2023, industry value added (IVA), 
which measures the market’s 
contribution to the overall economy, is 
forecast to increase at an annualized rate 
of 0.3%. Comparatively, US GDP is 
expected to grow at an annualized rate of 
2.2% during the same period. Among the 
most pertinent factors for the market’s 
decline is the digitalization of the 
economy, which has drastically reduced 
demand for paper stationery products as 
consumers increasingly turn to electronic 
communication such as e-mail, social 
networking sites and electronic greeting 
cards. Moreover, stationery products are 
discretionary, so their performance is 
more volatile than the staple goods that 
are included in GDP. As a result, the 
Retail Market for Stationery Products 
declined rapidly as the US economy 
contracted during the recession.

Product development is also 
insignificant within stationery products. 
Product segments are well established 
and exhibit only slight, cosmetic changes 
periodically. Competition from electronic 
communication methods has also limited 
innovation in this space, leading to the 

decline in revenue across all of the 
industry’s products. This lack of product 
change is another key indicator of a 
mature market.

While the number of establishments 
that sell stationery products is 
anticipated to increase slightly due to an 
influx of e-tailers, the exit of traditional 
stationery products retailers in the Office 
Supply Stores (IBISWorld report 45321) 
and Department Stores (IBISWorld 
Report 45211) industries is expected to 
accelerate over the ten-year period. 
During the five-year period to 2023, the 
number of industry establishments is 
anticipated to increase at an annualized 
rate of just 0.2%. Although retailers in 
the Warehouse Clubs and Supercenters 
industry (IBISWorld Report 45291), as 
well as online outlets like those in the 
E-Commerce and Online Auctions 
industry (IBISWorld Report 45411a) are 
opening new locations, large retailers 
like Staples Inc. and Office Depot Inc. are 
shuttering locations. Small, unprofitable 
retailers are also exiting the industry. 
This indicates that the market is at its 
saturation point, not welcoming new 
players and pushing out 
unsuccessful ones.

 This industry is 
in  Decline 
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Products & Services

Office stationery
Office stationery accounts for 46.6% of 
the Retail Market for Stationery Products 
in 2018, making it the largest segment of 
all stationery sales. Office stationery 
products include file folders, notebooks 
and letter paper, among a variety of other 
products. While the segment has 
remained relatively steady during the 
current five-year period, over the five 
years to 2023, the office stationery 
segment will likely experience a 
significant slowdown in sales, as many 
business industries continue to transition 
to paperless work. The slow decline of 
this product segment is largely a 
continuation of a longtime trend brought 

on by increased internet use, a trend that 
IBISWorld expects to continue over the 
five years to 2023.

Envelopes
Envelopes, which are manufactured 
business and personal letters, direct mail 
and packages, account for an estimated 
23.3% of the Retail Market for Stationery 
Products in 2018. Although 
developments in online shopping and 
paper advertising increased demand for 
shipping and direct-mail envelope 
production during the early part of the 
previous decade, commercial and 
personal letter envelope use has declined 
because of the growing use of electronic 

 Products & Markets
Supply Chain  |  Products & Services  |  Demand Determinants 
Major Markets  |  International Trade  |  Business Locations

KEY BUYING INDUSTRIES

32223 Office Stationery Manufacturing in the US 
Operators in this industry make office stationery supplies that are sold in the retail market.

42412 Office Stationery Wholesaling in the US 
Operators in this industry buy office stationery from manufacturers and sell them to retailers 
for resale to consumers.

KEY SELLING INDUSTRIES

9901 Consumers in the US 
Consumers are the end users of social and office stationery products sold by the players in the 
retail market.

Supply Chain

Products and services segmentation (2018)

Total $8.9bn

46.6%
Office stationery

23.3%
Envelopes

20.8%
Invitations

9.3%
Writing tablets 

and other supplies

SOURCE: WWW.IBISWORLD.COM
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Products & Markets

Demand 
Determinants

Consumer and business variables
Several divergent trends influence the size 
of the Retail Market for Stationery 
Products from year to year. Stationery 
products are discretionary items. Because 
discretionary spending increases in line 
with higher disposable income, a central 
determinant of demand is the level of 
disposable income in the economy. As the 
economy grows, consumers are better able 
to purchase greater quantities of products 
such as invitations and letter-writing 
paper. Disposable income is expected to in 
consecutive years over the five years to 
2018, benefiting demand for stationery 
products, especially higher-margin items.

The level of business activity influences 
demand for stationery products. An 
increase in employment and private 
investment will typically raise demand 
for industry goods, as businesses increase 

spending to accommodate the needs of a 
larger workforce. As employment 
increases, businesses often have to 
purchase more industry products for 
official statements, such as offer letters, 
paychecks or any other forms.

Paper prices
Meanwhile, demand for stationery 
products is also affected by input prices, 
chiefly the price of paper. As the price of 
paper rises, operators are forced to raise 
the price of key products, negatively 
affecting demand. Moreover, if retailers 
cannot pass on the rising input costs to 
consumers, then they must absorb them, 
diminishing profit margins. The price of 
paper has increased over the past five 
years and is expected to continue growing 
during the outlook period, negatively 
affecting stationery product sales.

Products & Services
continued

communication. Consequently, the 
envelopes segment will likely decline over 
the five years to 2023.

Personal stationery and invitations
Personal stationery and invitations are 
among the highest margins items in 
the Retail Market for Stationery 
Products, accounting for an estimated 
20.8% of industry revenue in 2018. 
However, revenue from invitations has 
declined over the past five years, 
contributing to their declining share of 
industry revenue. This decline in 
revenue share has been spurred by a 
decrease in the number of weddings 
due to a falling marriage rate and 
other special events that necessitate 
the sending of formal and casual 
invitations. Furthermore, the 
proliferation of the online greeting 
cards industry (IBISWorld Report 
OD5449) has siphoned customers 
away from traditional invitations and 

stationery by offering them an easier, 
less expensive option. The overall 
decline of this segment is expected to 
continue in the coming years, however, 
as the digitalization of the economy 
will continue to drive consumers to 
relay invitations online.

Writing tablets and other supplies
The writing tablets and other supplies 
segment accounts for an estimated 9.3% 
of revenue in 2018 of all stationery sales. 
This segment includes bond paper, 
school and art supplies, loose-leaf fillers, 
notebooks, paper pads and writing 
tablets. As with all other segments of the 
Retail Market for Stationery Products, 
demand for this segment has been 
undercut the changing nature of 
information dissemination and 
communication. Perhaps most 
importantly, e-mail communication has 
limited demand for e-mail for stationery 
products in this segment.
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Products & Markets

Major Markets

Consumers aged 34 and younger
Consumers aged 34 and younger are less 
inclined to write letters and send 
invitations, given their inclination toward 
online communication. However, 
consumers in this age range still make up 
a sizable segment of the market, 
purchasing school supplies provided 
stationery product retailers. For example, 
as school-aged children ready themselves 
for the new school year, key purchases 
include lined notebooks, which fall under 
the Retail Market for Stationery 
Products. Further increasing this 
segment’s share of the industry is the 
crafting market, which has borne in 
young adults a renewed interest in 
sending and receiving social stationery. 
In 2018, consumers aged 34 and younger 
are expected to account for an estimated 
14.7% of revenue for all stationery sales.

Consumers aged 35 to 54
Consumers aged 35 to 54 tend to be 
engaged in well-established social 
structures of family, friends and 
coworkers, which in turn leads to much 
formal and casual written 
communications, such as writing letters 
and sending invitations and 
announcements. Many consumers in this 
age range have full-time jobs or live in 
households with higher incomes, 
enabling them to purchase discretionary 
stationery products. Even more 
importantly, consumers in this segment 
are less likely to use online 
communication than younger consumers, 
necessitating their purchase of stationery 
products. In 2018, consumers aged 35 to 
54 are expected to account for an 
estimated 27.3% of revenue for all 
stationery sales.

Demand 
Determinants
continued

Digital communication
However, demand for stationery products 
has ultimately been undermined by the 
digitalization of the economy and the 
changing nature of communication. The 
percent of services conducted online, a 
proxy for consumers’ preference for 

online communication, has increased 
significantly over the past five years and 
is expected to continue unabated during 
the next five-year period. As shoppers 
turn to electronic communication such as 
e-mail, demand for paper stationery 
products is expected to decline further.

Major market segmentation (2018)

Total $8.9bn

29.5%
Consumers aged 55 and older

28.5%
Businesses and government 

27.3%
Consumers aged 35 to 54

14.7%
Consumers aged 34 and younger

SOURCE: WWW.IBISWORLD.COM
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Products & Markets

International Trade This report covers the US retail market 
for stationery products. For trade 
information, refer to the upstream 

industry, Office Stationery 
Wholesaling (IBISWorld 
report 42412).

Major Markets
continued

Consumers aged 55 and older
Consumers aged 55 and over are least 
affected by one of the central factors 
behind the industry’s demise: online 
communication. Older consumers tend to 
stick with tangible means of 
communications such as letter-writing, 
mailing bills to companies, and sending 
formal invitations for parties. Therefore, 
consumers aged 55 and older make up 
the largest market segment of stationery 
products sales, accounting for an 
estimated 29.5% of revenue in 2018.

Businesses and government
Businesses are also a significant market 
for the Retail Market for Stationery 
Products. They purchase an assortment of 
stationery goods needed in workplaces. In 
particular, small businesses make up a 
considerable portion of the market, since 

they generally do not have the purchasing 
capacity to buy goods directly from office 
supply wholesalers. As a result, many 
small businesses have also turned to 
supercenters and online retailers for 
industry products. Conversely, large 
businesses account for a lower share of the 
market, as they are able to cut costs by 
purchasing in bulk, directly from 
distributors. The share of revenue from 
businesses has declined over the past five 
years; businesses of all sizes are expected 
to represent 28.5% of total revenue in 
2018. Governments account for a small 
segment of the retail market. Similar to 
large businesses, governmental agencies 
typically purchase in large volumes 
through wholesalers rather than stores. 
The share of industry revenue generated 
from governments has remained relatively 
constant over the past five years.
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 Products & Markets

Business Locations 2018
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 Products & Markets

Business Locations The geographic distribution of the Retail 
Market for Stationery Products largely 
follows the US population spread; a 
denser population contributes to stronger 
demand in any given area. The greatest 
concentration of establishments is in the 
Southeast with 25.8% of establishments, 
followed by the West with 17.7% of 
locations. The Mid-Atlantic region has the 
next-highest concentration of stationery 
retailers with 14.6% of the total. These 
regions correspond with the highest 
population concentrations in the United 
States. States with the highest proportion 
of stationery retailers include California 
(11.8%), Texas (7.7%), New York (5.6%), 
Florida (4.9%) and Ohio (4.5%). The 
distribution of wages and employees also 
closely follows that of establishments, 
indicating little variation between regions.

%

30

0

10

20

So
ut

hw
es

t

W
es

t

G
re

at
 L

ak
es

M
id

-A
tla

nt
ic

N
ew

 E
ng

la
nd

Pl
ai

ns

Ro
ck

y 
M

ou
nt

ai
ns

So
ut

he
as

t

Establishments 
Population

Distribution of establishments  vs. population

SOURCE: WWW.IBISWORLD.COM

Provided to: Emerald Expositions (2134005483) | 08 October 2019



WWW.IBISWORLD.COM The Retail Market for Stationery Products in the US  December 2018  18

Cost Structure 
Benchmarks

Cost structures for individual participants 
in the Retail Market for Stationery 
Products can vary widely, depending on 
the type of operation, the range of 
products offered and the location of retail 
establishments. For example, online-
based stationery retailers have very low 
rent costs because they do not need to 
maintain a storefront. Conversely, 

employment costs for physical 
establishments tend to be higher than 
those for internet retailers due to the 
higher degree of customer service offered 
at brick-and-mortar stores.

Profit
Average returns (measured as earnings 
before interest and tax) for the Retail 

Key Success Factors Proximity to key markets
As with any retail business, stationery 
retailers will find success with stores in 
high-traffic, highly visible locations.

Production of goods currently 
favored by the market
Successful stationery retailers will have a 
keen eye for current design trends to 
meet customers’ changing demands and 
to maximize sales.

Effective cost controls
The rising cost of one of the market’s key 
inputs, paper, can have a detrimental 
effect on retailers’ profit. Successful 
retailers will be able to cut costs 
elsewhere when input costs rise.

Attractive product presentation
Stationery stays alive due to its aesthetic 
value. Maximizing this intrinsic quality with 
attractive product presentation can lift sales.

Market Share 
Concentration

The Retail Market for Stationery 
Products is highly fragmented, with the 
top three market players accounting for 
less than 30.0% of industry revenue. 
Although Staples Inc. and Office Depot 
Inc. together account for an estimated 
27.1% of all stationery sales in 2018 
through their brick-and-mortar and 
online operations, the remained of the 
market is highly fragmented. Active 
operators include discount retailers, 
department stores, and single-location 
stores both with and without hired 
employees. In 2018, an estimated 40,678 
operators are expected to compete for 
more than $8.9 billion in stationery 
product sales through 96,961 physical 
and online locations.

Industry concentration has been on 
the rise over the five years to 2018. 
Discount stores, warehouse clubs, 
supercenters and e-commerce websites 
have had an increasing presence in this 

retail market by providing convenient 
shopping experiences as well as low 
prices. This trend has caused more 
traditional, underperforming brick-and-
mortar operators to consolidate or exit 
the industry. Nonetheless, with the 
retail sale of stationery products spread 
across a variety of retail industries, the 
number of active establishments that 
sell stationery has increased slightly at 
an annualized rate of 1.9%, largely due 
to numerous e-tailers joining the 
industry. However, as traditional outlets 
in the Office Supply Stores (IBISWorld 
report 45321) and Book Stores 
(IBISWorld report 45121) industries exit 
at a faster rate over the next five years, 
the number of establishments selling 
stationery products is expected increase 
at a much slower rate. In the five years 
to 2023, the number of establishments 
is expected to increase at a slight 
annualized rate of 0.2%.

Competitive Landscape
Market Share Concentration  |  Key Success Factors  |  Cost Structure Benchmarks 
Basis of Competition  |  Barriers to Entry  |  Industry Globalization

Level 
 Concentration in 
this industry is  Low 

 IBISWorld identifies 
250 Key Success 
Factors for a 
business. The most 
important for this 
industry are:
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Competitive Landscape

Cost Structure 
Benchmarks
continued

Market for Stationery Products are 
expected to comprise 4.8% of revenue in 
2018. Profit margins have increased from 
3.9% in 2013 as consumers’ disposable 
income increased, enabling them to 
increase spending on stationery products, 
which are discretionary items. The same 
has been true for businesses, which have 
increased spending on industry products 
de rising corporate profit throughout the 
period. However, over the next five years, 
profit margins are anticipated to shrink 
as consumers’ and businesses’ preference 
for online communication increases.

Retailers that sell stationery 
products have responded by trimming 
wages. While industry employment 
includes workers across several 
industries that sell many different 
products, traditional outlets like Office 
Supply Stores (IBISWorld Report 
45321) continue to account for a 
substantial portion of total stationery 

product sales. Staples and Office Depot 
Inc., the largest operators in this 
industry, have responded by shuttering 
underperforming locations and 
slashing wages. While employment 
reductions have helped buoy profit 
margins, growing input costs have 
limited opportunities for their 
expansion. In general, the profitability 
of stationery product sales is not very 
high because paper products are 
homogenous in nature and substitutes 
can be easily obtained.

Purchases
Purchases (measured as the cost of 
goods sold), account for an estimated 
56.4% of revenue in 2018. Items 
included in this category include cards, 
writing pads, notebooks and envelopes. 
Since most stationery products are 
composed of paper, the price of paper 
plays an important role in determining 

Sector vs. Industry Costs

n Profi t
n Wages
n Purchases
n Depreciation
n Marketing
n Rent & Utilities
n Other

Average Costs of 
all Industries in 
sector (2018)

Industry Costs 
(2018)

0

20

40

60

Pe
rc

en
ta

ge
 o

f r
ev

en
ue

80

100

SOURCE: WWW.IBISWORLD.COM

3.2 4.8

20.9

5.4
1.20.8

56.4

10.5

13.1
4.4
1.70.9

67.7

8.9

Provided to: Emerald Expositions (2134005483) | 08 October 2019



WWW.IBISWORLD.COM The Retail Market for Stationery Products in the US  December 2018  20

Competitive Landscape

Cost Structure 
Benchmarks
continued

the prices of these products. Although 
rising purchasing power is expected to 
better position stationery retailers to 
pass on input costs to shoppers, 
changing consumer preferences for 
online communication are likely to limit 
this effect.

Wages
Wages are another significant component 
of the average operator’s cost structure, 
accounting for 10.5% of industry revenue 
in 2018. This marks an increase from 
9.6% in 2013, as wage growth has 
outpaced revenue. Since most stationery 
products are sold through physical 
locations, customer service plays an 
important role in this industry. Due to 
the saturated nature of the market, 
operators vie to gain customers’ business 
by offering high-value services. However, 
the changing nature of the industry is 
redefining the role of labor in stationery 
product sales. Increasingly, stationery 
sales are moving from traditional 
locations like Office Supply Stores 
(IBISWorld Report 45321) to Warehouse 
Clubs and Supercenters (IBISWorld 
Report 45291), which are less reliant on 
labor. Moreover, consumers’ growing 
preference for purchasing products from 
online retailers in the E-Commerce and 
Online Auctions industry (IBISWorld 
Report 45411a) is further reducing the 
need for labor. Wages related to the sale 
of stationery products are expected to fall 
further over the next five years, although 
their share of revenue is expected to grow 
because revenue generated by stationery 
product sales is projected to fall at a 
faster rate.

Rent, utilities and depreciation
Rent and utilities are expected to account 
for a combined 5.4% of industry revenue. 
However, these costs vary across the 
retail market and are significantly higher 
for operators with physical locations. 
Rental costs leases paid on store 
premises for brick-and-mortar retailers, 
along with any additional expenditures 
for the use of rented equipment or 
machinery. Many of the larger operators 
lease and rent their stores, while 
nonemployer enterprises typically own 
individual stores. Online retailers incur 
lower rental costs, typically associated 
with the lease of warehouse space and 
associated equipment. However, rent and 
utilities has remained at a relatively 
constant share of industry revenue 
during the five-year period.

Depreciation is expected to account for 
just 0.8% of revenue in 2018. This 
portion has remained relatively steady 
over the past five years, even as retailers 
have invested in technology new 
technology, particularly with the entry of 
many online operators. This has 
stemmed from the closure of many of the 
industry’s underperforming stores, 
leading to a decline in overall investment 
across the industry.

Marketing and other costs
Marketing is expected to account for 1.2% of 
revenue in 2018. Operators have invested 
more heavily in marketing as competition 
has mounted and individual companies 
have had to set themselves apart. Other 
costs, estimated at 20.9% of revenue in 
2018, include a variety of general 
administrative costs and transportation.
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Competitive Landscape

Barriers to Entry Formal barriers
A substantial number of total industry 
retailers are nonemployers, which 
includes family-owned, individual 
proprietorships and partnerships. The 
high share of smaller companies 
within the industry indicates that the 
capital costs of establishing a retail 
outlet with a physical presence is not 
substantial relative to other retail 
industries. Furthermore, there are no 
licensing requirements to enter the 
industry. Consequently, there are few 
barriers to opening a stationery 
retail shop.

Informal barriers
Competition and market awareness, 
while not regarded as formal barriers to 

Basis of Competition Retailer size
The Retail Market for Stationery Products 
is highly competitive, and the level of 
competition is expected to increase over 
the next five years. Operators in this 
market compete among themselves to 
bring stationery products to customers. 
Price-based competition within this 
market is considerable, with larger players 
benefiting from economies of scale and 
brand awareness, advertising and 
purchasing power, enabling them to offer 
competitive prices and generate higher 
profit margins. Moreover, consumers 
typically prefer to shop at stationery 
outlets that provide a wide variety of 
supplies, generating fierce internal 
competition between larger general 
retailers and smaller, owner-operator 
stationery-specific stores. The growing of 
entry of big-box retailers that offer a wide 
range of products outside of the purview 
of the stationery retail market, as well as 
the growing importance of online 
shopping, has only heightened 
competition throughout the market.

Product range and service levels
Retailers also compete on product range, 
customer service and brand awareness. For 
brick-and-mortar retail locations, customer 

service levels are an important factor in 
attracting new business and ensuring 
customers return. As result, retailers need 
to ensure that their staff is helpful and that 
they have the relevant knowledge to assist 
customers. Stores that specialize in 
stationery goods as standalone products or 
in conjunctions with greeting cards also 
compete on the basis of location, quality, 
style and presentation.

Demand drivers
During the past five years, as disposable 
incomes improved and unemployment 
fell, more moneyed and working 
consumers have been better positioned to 
purchase stationery products. Similarly, 
rising corporate profit and improving 
business sentiment has better enabled 
businesses to purchase industry 
products. Further, as the crafting 
movement has expanded and more young 
consumers have been purchasing 
stationery products, enterprises have 
increasingly competed on quality. 
Nonetheless, these positive trends have 
been outweighed by the digitalization of 
the economy, which has increasingly 
diminished demand for industry 
products. These same trends are expected 
to continue over the next five years.

Level & Trend 
 Competition in 
this industry is 
 High  and the trend 
is  Increasing 

Level & Trend 
 Barriers to Entry 
in this industry are 
 Low  and  Steady 

Barriers to Entry checklist

Competition High
Concentration Low
Life Cycle Stage Decline
Capital Intensity Low
Technology Change Medium
Regulation and Policy Light
Industry Assistance Low

               
SOURCE: WWW.IBISWORLD.COM
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Competitive Landscape

Industry 
Globalization

The Retail Market for Stationery Products 
has a low level of globalization, as only 
domestic sales of stationery products are 
included in industry revenue. Moreover, 
there are no major foreign-controlled 
operators in the domestic market. Major 
office supply stores Staples and Office 
Depot Inc. do have operations outside of 

the United States, although they are 
increasingly consolidating their physical 
footprint internationally in line with 
falling demand for traditional stationery 
products. However, these stores, along 
with online retailers like Amazon and 
eBay, generate internet sales from 
international customers.

Barriers to Entry
continued

entry, can pose a threat to new potential 
entrants. Discount retailers, warehouse 
clubs, supercenters and e-commerce 
websites are price-competitive and often 
undercut smaller operators, making 

conditions difficult for new entrants and 
small businesses. Therefore, new 
entrants may find it especially difficult to 
remain profitable against these 
retail giants.

Level & Trend 
 Globalization in this 
industry is  Low  and 
the trend is  Steady 
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Player Performance Staples Inc. (Staples) is the world’s 
largest office supply company, servicing 
households and businesses from 1,147 
stores across 47 US states and 
Washington, DC. Since its inception in 
1986, Staples has evolved into a global 
company by constantly adding stores in 
new geographic markets, although 
declining international demand for many 
of its traditional products has forced the 
company to scale back its operational 
footprint in recent years. Nonetheless, 
the company employed an estimated 
77,000 workers globally during fiscal 
2018. During fiscal 2017, company 
revenue declined 2.8% to $18.2 billion 
(latest available data).

The company organizes its operations 
into three distinct segments: North 
American stores and online, which consist 
of business units that sell and deliver 
office products and services to customers 
and businesses through its retail stores or 

website; North American commercial, 
which comprises direct business sales; and 
international operations, which includes 
stores and businesses that deliver goods to 
international customers. Of these, only the 
in-store sales from the North American 
stores and online segment are relevant to 
this industry. IBISWorld counts Staples’ 
sales of stationery through the two North 
American segments.

In February 2015, Staples announced 
that it had reached an agreement to 
purchase Office Depot Inc. (Office 
Depot), the industry’s second-largest 
chain of office supply stores, for $6.3 
billion. If approved, Staples would 
acquire the company’s 1,745 office supply 
stores in North America under the Office 
Depot and Office Max brands, giving it an 
estimated market share of more than 
75.0% of total industry revenue. 
However, because of the anticompetitive 
effect a merger between the two largest 

 Major Companies
Staples Inc.  |  Office Depot Inc.  |  Other Companies

72.9%
Other

Staples Inc. 18.2%

Office Depot Inc. 8.9%

SOURCE: WWW.IBISWORLD.COM

Major Players
(Market Share)

Staples Inc. (US industry-specifi c segment) - fi nancial performance*

Year**
Revenue 

($ million) (% change)
Operating Income 

($ million) (% change)

2013-14 1,904.9 N/C 248.9 N/C

2014-15 1,884.2 -1.1 240.9 -3.2

2015-16 1,799.5 -4.5 591.5 145.5

2016-17 1,735.5 -3.6 -216.6 -136.6

2017-18 1,680.8 -3.1 195.5 190.2

2018-19 1,612.9 -4.0 181.1 -7.4

*Estimates; **Year-end February    
SOURCE: ANNUAL REPORT AND IBISWORLD

Staples Inc.  
 Market Share: 18.2%
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Major Companies

Player Performance Office Depot Inc. (Office Depot), a Boca 
Raton, FL-based company founded in 
1986, is the second-largest retailer of 
office supplies in the world and the 
largest in-store retailer in the United 
States. Similar to Staples, the company 
segments its business into three 
operations: North American retail, which 
includes 1,378 stores in the United States 
and Canada; North American business 
solutions, which represents the 
company’s direct catalog, phone and 
online businesses; and the CompuCom 
division, which consists of CompuCom 

Systems and specializes in information 
technology services and products. Only 
sales generated in the United States from 
the North American retail and the North 
American business solutions segments 
are relevant to this industry. In 2017, the 
company generated $10.2 billion.

Office Depot’s North American retail 
division sells an assortment of 
merchandise, including general office 
supplies, computer supplies, business 
machines and office furniture, from 
national brands and its own private brand. 
Most stores also include a Copy and Print 

Player Performance
continued

office supply stores could have on 
industry prices, the deal was struck down 
by the Federal Trade Commission (FTC) 
in May 2016. However, in September 
2017, Staples was acquired by Sycamore 
Partners Management, a New York-based 
private equity firm. As a result, Staples is 
now a privately owned company and no 
longer reports financial results.

Financial performance
Over the five years to fiscal 2019, Staples’ 
revenue from the sale of stationery 
products in the United States is 
anticipated to decrease at an annualized 
rate of 3.3% to $1.6 billion. As consumer 

and businesses increasingly go paperless, 
IBISWorld expects continued weak 
demand for paper stationery products to 
reduce the company’s industry-relevant 
revenue by 4.0% in fiscal 2019. Staples, 
along with other major retailers in the 
traditional Office Supply Stores industry 
(IBISWorld report 45321), has also been 
hurt by its slow transition to online retail 
mediums. Over the five years to fiscal 
2019, the company’s operating income 
for stationery products has declined at an 
annualized rate of 6.2% as a result of 
shrinking revenue, higher paper prices 
and heightened competition among 
industry participants.

Office Depot Inc.  
 Market Share: 8.9%

Offi ce Depot Inc. (US industry-specifi c segment) - fi nancial performance*

Year
Revenue 

($ million) (% change)
Operating Income 

($ million) (% change)

2013 716.7 N/C 13.6 N/C

2014 1,027.1 43.3 33.2 143.4

2015 888.6 -13.5 13.9 -58.2

2016 844.2 -5.0 40.7 193.3

2017 742.6 -12.0 24.7 -39.2

2018 792.9 6.8 19.9 -19.5

*Estimates    
SOURCE: ANNUAL REPORT AND IBISWORLD
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Major Companies

Other Company 
Performance

Founded in San Francisco in 1951, 
Schurman Retail Group (Schurman) 
operates under the American Greetings, 
Papyrus Franchise Corporation and 
Carlton Cards names, through which is 
sells a variety of stationery products, 
including invitations and other paper 
stationery products. As a purely retail 

business, Schurman operates more than 
300 stores in North America, many of 
them franchises. As a private company, 
Schurman does not disclose its financial 
standing. IBISWorld estimates that the 
company’s stationery product retail 
revenue, from all of its outlets, will reach 
$27.4 million in 2018.

Player Performance
continued

Depot, which offers reproduction, mailing, 
shipping and other printing-related 
services. In addition, the division 
maintains a nationwide PC-support and 
network installation service for in-home, 
in-office or in-store support. In recent 
years, Office Depot has moved away from 
the big-box storefront, reducing the size of 
its stores to cut down on underused spaces 
and their associated costs. The company 
has remodeled many of its stores and 
lowered their square footage to be within 
the 15,000- to 20,000-square-foot range 
(compared with its previous range of 
18,000- to 27,000-square-feet). Similarly, 
the company has reduced its workforce in 
recent years, dropping to 45,000 workers 
at the beginning of 2018. Additionally, in 
2016, the company decided to sell 
relatively all of the international 
operations outside of North America.

In November 2013, the company 
announced that it had completed its 
acquisition of OfficeMax, its next-largest 
competitor, in an effort to compete with 
Staples. Through the deal, Office Depot 
has been able to realize hundreds of 
millions of dollars in annual cost savings 
while closing hundreds of stores. 
Through the end of 2015, the company 
had closed 168 retail stores and has plans 
to close an additional 300 through 2018. 

In February 2015, the company 
announced that it had researched an 
agreement to merge with Staples. In 
2016, the $6.3 billion deal was struck 
down by the FTC due to antitrust issues. 
Furthermore, in November 2017, the 
company acquired CompuCom for an 
estimated $937.0 million. CompuCom 
assists businesses with the procurement, 
installation and management of 
hardware and software, as well as offers 
remote and on-site IT support services.

Financial performance
Digitalization has reduced demand for 
paper products while the prevalence of 
big-box stores and online shopping has 
reduced demand for the company’s in-store 
products. To mitigate decreased demand, 
the company has moved to consolidate 
some of its operations. This consolidation 
has ultimately yielded positive benefits for 
the company. As a result, over the five years 
to 2018, Office Depot’s overall and 
industry-specific revenue is estimated to 
increase at an annualized rate of 2.0% 
reaching $792.9 million. Furthermore, 
profit margins are estimated to have 
increased during the period. In 2013, 
industry-relevant profit margins were 1.9%, 
while in 2018, industry-relevant profit is 
expected to hit 2.5%.

Schurman Retail 
Group 
 Market Share: 0.3%
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Capital Intensity The Retail Market for Stationery Products 
has a low level of capital intensity. For 
every $1.00 spent on wages in 2018, 
industry operators invested an average of 
$0.08 on capital. Capital investments in 
this industry include point-of-sale systems 
and cash registers for operators with 
brick-and-mortar retail locations, as well 
as warehouse space and computer 
equipment for online operators. Due to the 
retail-oriented nature of establishments 
that sell stationery products, the industry 
is heavily dependent on labor. Workers are 
tasked with performing several roles, 
including inventory management, 
processing consumer transactions and 
customer service. In 2018, wages are 
expected to comprise an estimated 10.5% 
of industry revenue.

However, the importance of labor has 
declined as the sale of stationery products 
has moved away from traditional, labor-

 Operating Conditions
Capital Intensity  |  Technology & Systems  |  Revenue Volatility
Regulation & Policy  |  Industry Assistance
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Capital units per labor unit

The Retail Market 
for Stationery 

Products

Retail TradeEconomy

Level 
 The level of capital 
intensity is  Low 

Provided to: Emerald Expositions (2134005483) | 08 October 2019



WWW.IBISWORLD.COM The Retail Market for Stationery Products in the US  December 2018  27

Operating Conditions

Technology & Systems Although the stationery products have 
changed little in recent years, the 
digitalization of the economy has reduced 
consumer demand for stationery 
products and significantly altered the 
retail locations through which they are 
sold. Consequently, the Retail Market for 
Stationery Products is characterized by a 
medium level of technological change.

Product innovation
On the product side, several 
technological improvements have been 
made to ensure the accuracy and quality 
of stationery products. Computerized 
productions systems ensure accuracy 
and quality with tools such as advanced 
sensing and auto detection. These tools 
ensure that products have been made 
with accuracy and even extends the life 
of the machinery. Furthermore, other 
tools such as computerized guillotines 
reduce revenue lost from creating or 
replacing defective products.

Online retail
For retailers, the largest change has been 
the rise in e-commerce sales. With an 
increasing number of consumers 
preferring the ease and convenience of 
online shopping, the market has 
experienced much of its sales shift from 
brick-and-mortar stores to online stores. 

Furthermore, the development of 
internet speeds and technology, such as 
mobile and tablet devices, over recent 
years has increased the popularity of 
online shopping by increasing the ease 
and enabling consumers to make 
purchases from virtually any location.

Technology, however, has also 
provided a means for product 
substitution. The digitalization of the 
economy and a change in the way 
information is consumed and 
disseminated has led to declining 
demand for many stationery products. 
For example, the popularity of substitute 
online communication, such as e-mail 
and e-cards, has limited demand for 
stationery products.

Brick-and-mortar retail
Brick-and-mortar retailers have also 
made technological improvements to 
physical store locations. Automated 
checkout stations have enabled 
retailers to cut costs and provide a 
faster method for consumers to 
purchase items. Furthermore, 
improvements have been made to 
information systems and various 
technologies to track products and 
process transactions, increasing 
efficiency and minimizing losses due to 
theft or inaccurate financial reporting.

Capital Intensity
continued

intensive outlets like those in the Office 
Supply Stores (IBISWorld report 45321) 
and Department Stores (IBISWorld Report 
45211) industries to those in the 
Warehouse Clubs and Supercenters 
industry (IBISWorld Report 45291), as well 

as to online outlets like those in the 
E-Commerce and Online Auctions industry 
(IBISWorld Report 45411a). Still, wages’ 
share of revenue has held stable over the 
past five years, as some minimal level of 
labor is required throughout the industry.

Level 
 The level of 
technology change 
is  Medium 
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Operating Conditions

Regulation & Policy While no regulation directly applies to 
the Retail Market for Stationery 
Products, participants are subject to 
several federal and state regulations 
regarding employees and antitrust 
activities. Companies are subject to 
federal wage laws such as the fair labor 
standards act, which establishes a 
minimum wage, and the Americans 
with Disabilities Act of 1990, which 
protects those with disabilities from 
discrimination. Lastly, states have 
different antitrust laws, which are 
established to regulate quality, choice 
and price.

Monopoly regulation and 
industry merger activity
Regulations relevant to many of the 
industry’s retail outlets are generally 
covered by individual states. Congress 
and states enact trade regulations with 
the aim of maintaining a free and 
competitive economy. The Sherman Act, 
the Wilson Act, the Clayton Act and the 
Robinson-Patman Act form the basis for 
antitrust actions before the courts. These 
acts prohibit formation of monopolies, 
ban price discrimination and offer 
protection to independent business 
owners. This logic was used to justify the 

Revenue Volatility The Retail Market for Stationery 
Products declined steadily over the past 
five years, fueled by the digitalization of 
the economy. Consequently, revenue 
volatility has been low over the five 
years to 2018. Revenue is expected to 
fall in consecutive years during the 
latter half of the current five-year 
period, contracting as much as 3.3% in 
2016. However, in the beginning of the 
five-year period, industry revenue 
increase as much as 3.0% in 2015. 
While industry revenue once moved in 

line with fluctuations in employment 
and general economic activity, the 
industry has continued to decline due to 
continued digitalization of the economy, 
keeping volatility subdued. Digital 
products and online communication 
have reduced demand for stationery 
products as more consumers switch to 
less costly, more convenient online 
substitutes; the percentage of services 
conducted online has risen over the past 
five years, a trend that is expected to 
persist moving forward.

Level 
 The level of 
volatility is  Low 

Level & Trend 
 The level of 
Regulation is 
 Light  and the 
trend is  Steady 

Provided to: Emerald Expositions (2134005483) | 08 October 2019



WWW.IBISWORLD.COM The Retail Market for Stationery Products in the US  December 2018  29

Operating Conditions

Industry Assistance The Retail Market for Stationery 
Products does not benefit from any 
direct government assistance. However, 
operators that sell stationery products 
receive support from several trade 
associations that represent different 
aspects of the industry. The American 
Forest and Paper Association 
represents paper products, providing 
statistical research and governmental 
advocacy for its members. Retailers are 

represented by the National Retail 
Federation (NRF), which represents 
domestic companies and companies in 
45 other countries. The NRF provides 
public policy advocacy, purchasing 
guides, and other useful tools for 
retailers. Lastly, e-commerce retailers 
are represented by the Internet 
Merchants Association, founded in 
2006, which holds e-commerce 
conferences, provides forums and 

Regulation & Policy
continued

Federal Trade Commissions’ (FTC) 
decision to prevent the proposed merger 
of Staples and Office Depot in 1997, then 
the two largest players in the industry. 
However, because the industry landscape 
has changed considerably since that time, 
the FTC permitted the recent merger 
between Office Depot and OfficeMax. The 
FTC argued that this move would not 
result in anticompetitive price increases 
due to the higher level of competition the 
industry experiences from online sales as 
well as brick-and-mortar competitors like 
Walmart, Target and Costco.

With the proposed merger between 
Staples and Office Depot in February 2015, 
the importance of monopoly regulation has 
come to the forefront of the industry. The 
companies argue that Staples’ decision to 
buy Office Depot for $6.3 billion represents 
a necessary move in a rapidly changing 
landscape, where traditional office supply 
stores compete ferociously with online and 
big-box retailers. However, the previously 
proposed merger would leave the United 
States with just one chain of office supply 
superstores, down from three just a couple 
of years ago. Although the FTC permitted 
the merger of Office Depot and Office Max 
under the guide that prices are kept in check 
by strong competition between from other 
retailers, whether the government lets this 
latest merger to go through remains to be 
seen. In 2016, the FTC blocked the Staples 
and Office Depot transaction.

State regulation
States have enacted their own antitrust 
laws to ensure that the general public is 
provided with the best prices, quality and 
choice. Companies must comply with the 
Fair Labor Standards Act and various 
state laws governing matters such as 
minimum wage, overtime and other 
working conditions. Retail store owners 
must also comply with the provisions of 
the Americans with Disabilities Act of 
1990, as amended, which requires that 
stores be accessible to customers with 
disabilities. Laws that affect credit 
programs offered by retailers include the 
Consumer Credit Protection Act, which 
specifies written disclosure of 
information relating to financing. The 
Fair Credit Reporting Act specifies that 
certain disclosures to potential customers 
concerning credit information may be 
used to deny credit. Furthermore, the 
Equal Credit Opportunity Act prohibits 
discriminating against any credit 
applicants based on certain grounds, 
while the Fair Debt Collection Practices 
Act regulates how payments are collected 
on credit accounts. In addition, industry 
participants are subject to environmental 
regulations imposed by federal, state and 
local authorities in relation to the 
generation, handling, storage, 
transportation and disposal of waste and 
biohazardous materials, as well as the 
sale and distribution of products.

Level & Trend 
 The level of 
Industry Assistance 
is  Low  and the 
trend is  Steady 
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Operating Conditions

Industry Assistance
continued

information for its members and gives 
members direct contract with 
representatives from large ecommerce 
platforms, such as Amazon and eBay.
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 Key Statistics
Revenue 

($m)

Industry 
Value Added 

($m)
Establish-

ments Enterprises Employment Exports Imports
Wages 
($m)

Domestic 
Demand

Percentage of services 
conducted online 

(%)
2009 8,681.8 1,200.8 80,971 35,746 2,459,552 -- -- 905.6 N/A 5.7
2010 8,480.4 1,253.8 81,923 35,811 2,345,676 -- -- 863.7 N/A 6.4
2011 8,573.7 1,272.1 83,530 36,148 2,352,769 -- -- 852.0 N/A 7.0
2012 9,046.2 1,404.8 85,424 36,270 2,379,213 -- -- 875.6 N/A 7.9
2013 9,060.3 1,292.8 88,374 37,797 2,447,086 -- -- 871.4 N/A 9.6
2014 9,281.3 1,387.4 91,251 38,347 2,499,194 -- -- 900.2 N/A 11.0
2015 9,557.7 1,495.1 93,120 39,256 2,587,971 -- -- 945.6 N/A 12.7
2016 9,239.7 1,495.9 96,759 40,602 2,645,805 -- -- 959.9 N/A 14.2
2017 8,969.5 1,457.5 96,591 40,562 2,604,794 -- -- 939.6 N/A 15.9
2018 8,868.7 1,430.5 96,961 40,678 2,601,098 -- -- 935.4 N/A 17.5
2019 8,703.7 1,404.7 96,978 40,703 2,576,470 -- -- 923.1 N/A 19.0
2020 8,548.1 1,378.5 97,037 40,717 2,556,437 -- -- 912.4 N/A 20.4
2021 8,439.6 1,359.1 97,134 40,781 2,539,168 -- -- 904.0 N/A 21.9
2022 8,334.1 1,341.9 97,722 41,042 2,523,139 -- -- 896.0 N/A 23.4
2023 8,253.3 1,328.1 98,067 41,224 2,513,224 -- -- 890.6 N/A 24.8

IVA/Revenue 
(%)

Imports/
Demand 

(%)

Exports/
Revenue 

(%)

Revenue per 
Employee 

($’000)
Wages/Revenue 

(%)
Employees 

per Est.
Average Wage 

($)

Share of the 
Economy 

(%)
2009 13.83 N/A N/A 3.53 10.43 30.38 368.20 0.01
2010 14.78 N/A N/A 3.62 10.18 28.63 368.21 0.01
2011 14.84 N/A N/A 3.64 9.94 28.17 362.13 0.01
2012 15.53 N/A N/A 3.80 9.68 27.85 368.02 0.01
2013 14.27 N/A N/A 3.70 9.62 27.69 356.10 0.01
2014 14.95 N/A N/A 3.71 9.70 27.39 360.20 0.01
2015 15.64 N/A N/A 3.69 9.89 27.79 365.38 0.01
2016 16.19 N/A N/A 3.49 10.39 27.34 362.80 0.01
2017 16.25 N/A N/A 3.44 10.48 26.97 360.72 0.01
2018 16.13 N/A N/A 3.41 10.55 26.83 359.62 0.01
2019 16.14 N/A N/A 3.38 10.61 26.57 358.28 0.01
2020 16.13 N/A N/A 3.34 10.67 26.34 356.90 0.01
2021 16.10 N/A N/A 3.32 10.71 26.14 356.02 0.01
2022 16.10 N/A N/A 3.30 10.75 25.82 355.11 0.01
2023 16.09 N/A N/A 3.28 10.79 25.63 354.37 0.01

Figures are in inflation-adjusted 2018 dollars.

Revenue 
(%)

Industry 
Value Added 

(%)

Establish-
ments 

(%)
Enterprises 

(%)
Employment 

(%)
Exports 

(%)
Imports 

(%)
Wages 

(%)

Domestic 
Demand 

(%)

Percentage of cervices 
conducted online 

(%)
2010 -2.3 4.4 1.2 0.2 -4.6 N/A N/A -4.6 N/A 12.3
2011 1.1 1.5 2.0 0.9 0.3 N/A N/A -1.4 N/A 9.4
2012 5.5 10.4 2.3 0.3 1.1 N/A N/A 2.8 N/A 12.9
2013 0.2 -8.0 3.5 4.2 2.9 N/A N/A -0.5 N/A 21.5
2014 2.4 7.3 3.3 1.5 2.1 N/A N/A 3.3 N/A 14.6
2015 3.0 7.8 2.0 2.4 3.6 N/A N/A 5.0 N/A 15.5
2016 -3.3 0.1 3.9 3.4 2.2 N/A N/A 1.5 N/A 11.8
2017 -2.9 -2.6 -0.2 -0.1 -1.6 N/A N/A -2.1 N/A 12.0
2018 -1.1 -1.9 0.4 0.3 -0.1 N/A N/A -0.4 N/A 10.1
2019 -1.9 -1.8 0.0 0.1 -0.9 N/A N/A -1.3 N/A 8.6
2020 -1.8 -1.9 0.1 0.0 -0.8 N/A N/A -1.2 N/A 7.4
2021 -1.3 -1.4 0.1 0.2 -0.7 N/A N/A -0.9 N/A 7.4
2022 -1.3 -1.3 0.6 0.6 -0.6 N/A N/A -0.9 N/A 6.8
2023 -1.0 -1.0 0.4 0.4 -0.4 N/A N/A -0.6 N/A 6.0

Annual Change

Key Ratios

Industry Data

SOURCE: WWW.IBISWORLD.COM
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Jargon & Glossary

BARRIERS TO ENTRY  High barriers to entry mean that 
new companies struggle to enter an industry, while low 
barriers mean it is easy for new companies to enter an 
industry.

CAPITAL INTENSITY  Compares the amount of money 
spent on capital (plant, machinery and equipment) with 
that spent on labor. IBISWorld uses the ratio of 
depreciation to wages as a proxy for capital intensity. 
High capital intensity is more than $0.333 of capital to 
$1 of labor; medium is $0.125 to $0.333 of capital to $1 
of labor; low is less than $0.125 of capital for every $1 of 
labor.

CONSTANT PRICES  The dollar figures in the Key 
Statistics table, including forecasts, are adjusted for 
inflation using the current year (i.e. year published) as 
the base year. This removes the impact of changes in 
the purchasing power of the dollar, leaving only the 
“real” growth or decline in industry metrics. The inflation 
adjustments in IBISWorld’s reports are made using the 
US Bureau of Economic Analysis’ implicit GDP price 
deflator.

DOMESTIC DEMAND  Spending on industry goods and 
services within the United States, regardless of their 
country of origin. It is derived by adding imports to 
industry revenue, and then subtracting exports.

EMPLOYMENT  The number of permanent, part-time, 
temporary and seasonal employees, working proprietors, 
partners, managers and executives within the industry.

ENTERPRISE  A division that is separately managed and 
keeps management accounts. Each enterprise consists 
of one or more establishments that are under common 
ownership or control.

ESTABLISHMENT  The smallest type of accounting unit 
within an enterprise, an establishment is a single 
physical location where business is conducted or where 
services or industrial operations are performed. Multiple 
establishments under common control make up an 
enterprise.

EXPORTS  Total value of industry goods and services sold 
by US companies to customers abroad.

IMPORTS  Total value of industry goods and services 
brought in from foreign countries to be sold in the 
United States.

INDUSTRY CONCENTRATION  An indicator of the 
dominance of the top four players in an industry. 
Concentration is considered high if the top players 
account for more than 70% of industry revenue. 
Medium is 40% to 70% of industry revenue. Low is less 
than 40%.

INDUSTRY REVENUE  The total sales of industry goods 
and services (exclusive of excise and sales tax); subsidies 
on production; all other operating income from outside 
the firm (such as commission income, repair and service 
income, and rent, leasing and hiring income); and 
capital work done by rental or lease. Receipts from 
interest royalties, dividends and the sale of fixed 
tangible assets are excluded.

INDUSTRY VALUE ADDED (IVA)  The market value of 
goods and services produced by the industry minus the 
cost of goods and services used in production. IVA is 
also described as the industry’s contribution to GDP, or 
profit plus wages and depreciation.

INTERNATIONAL TRADE  The level of international 
trade is determined by ratios of exports to revenue and 
imports to domestic demand. For exports/revenue: low is 
less than 5%, medium is 5% to 20%, and high is more 
than 20%. Imports/domestic demand: low is less than 
5%, medium is 5% to 35%, and high is more than 
35%.

LIFE CYCLE  All industries go through periods of growth, 
maturity and decline. IBISWorld determines an 
industry’s life cycle by considering its growth rate 
(measured by IVA) compared with GDP; the growth rate 
of the number of establishments; the amount of change 
the industry’s products are undergoing; the rate of 
technological change; and the level of customer 
acceptance of industry products and services.

NONEMPLOYING ESTABLISHMENT  Businesses with 
no paid employment or payroll, also known as 
nonemployers. These are mostly set up by self-employed 
individuals.

PROFIT  IBISWorld uses earnings before interest and tax 
(EBIT) as an indicator of a company’s profitability. It is 
calculated as revenue minus expenses, excluding 
interest and tax.

Industry Jargon

IBISWorld Glossary

BRICK-AND-MORTAR  A store that has a physical 
presence and location, as opposed to an online retailer.

DIE CUT  A tool used to cut or shape material using a 
press.

E-TAILER  A retailer that primarily sells goods and 
services via the internet. Many of these companies do 
not have brick-and-mortar locations.

SOCIAL STATIONERY  Stationery used with the express 
purpose to convey a personalized message to a social 
contact, in contrast to a message conveyed to a 
business contact.
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Jargon & Glossary

VOLATILITY  The level of volatility is determined by 
averaging the absolute change in revenue in each of the 
past five years. Volatility levels: very high is more than 
±20%; high volatility is ±10% to ±20%; moderate 
volatility is ±3% to ±10%; and low volatility is less than 
±3%.

WAGES  The gross total wages and salaries of all 
employees in the industry. The cost of benefits is also 
included in this figure.

IBISWorld Glossary 
continued
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