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Report outline

This report provides an in depth review of the office products market in Australia.

It is based on a survey program of 1,193 interviews:
 560 with businesses,
 511 with households,
 102 with office product dealers, and
 20 informal trade interviews.

After several years of above average growth the office products market is entering a period
of lower growth in 2008 and 2009. This will in our view lead to acceleration in competitive
pressures and consolidation, as players work harder for sales growth.
More than ever before suppliers will need to provide more value than just aggregation and
delivery.
Dealers able to efficiently manage the broadening and more complex product range –
particularly in relation to technology/electronic related products – will only do well.

This report comprises eight chapters, as described below:

Chapter 1 – Introduction. An outline of the report, such as products covered, research
methodology and sample profiles.

Chapter 2 – Key findings. Summarises the most important data from all chapters.

Chapter 3 – Market summary. Provides a macro view of the market, including a
diagrammatic summary of how it fits together, market size (by consumer segment, product,
region and dealer channel), market shares, assessment of conditions, drivers and trends.

Chapter 4 – Consumers. Includes extensive segmentation data. For each segment;
expenditure, growth, attractiveness, purchasing practices/behaviours, characteristics of high
spenders as well as statistics on the number of businesses and office workers.

Chapter 5 – Products. Each of the 52 core products has a two page section covering
market size ($ and units), growth, outlook, brand shares and detailed profile of purchasers
(ie age, gender, dealer used, method of purchase). Each non-core category (eg furniture)
includes a four page overview section (size, growth, key suppliers etc).
Additional product overview sections cover; trends, brands, ‘green’ products and most
popular products.

Chapter 6 – Office product dealers. Provides dealer market shares, customer ratings of
each major dealer - including detailed strength/weakness analysis. Also a ranking of the
key attributes consumers use when choosing where to buy, the most effective methods of
sales generation and our assessment of the most attractive product categories for growth.

Chapter 7 – Office product suppliers. Provides a table listing supplier sales and categories,
plus performance ratings of major suppliers - including a detailed strength/weakness
analysis. Also a ranking of the key attributes dealers use when choosing their suppliers.

Chapter 8 – Forecast and predictions to 2010. Our projections of market developments,
including growth by category and consumer segment, to 2010. Plus player predictions.
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List of products and categories covered

‘Core’ office products cover 10 primary categories, listed below. Within these there
are 52 individual products, for which we have detailed survey data.

Writing Instruments

Ballpoint Pens Felt Tip Writing Pens

Marker Pens Highlighters

Pencils

Paper

Copy / Printer Paper Recycled Copy / Printer Paper

Coloured Paper Photographic Paper

Other Specialty Paper

Pads and Books

Adhesive Notes (eg Post-It) Note Pads

Note Books Dairies / Personal Organisers

Labels and Envelopes

Computer/Mailing Labels CD / DVD Labels

Envelopes

Computer Consumables

Inkjet Cartridges Toner/Laser Cartridges

Blank CDs / DVDs Data Cartridges

Computer Accessories

USB Memory Sticks External Drives (For Backup etc)

VOIP Accessories Keyboards

CD / DVD Storage Cases / Stands / Wallets Screen Filters

Filing Products

Binders Manilla Folders

Suspension Files Sheet Protectors

Document Wallets Lateral Files

Repositionable Adhesive Tabs & Flags

Presentation Products

Binding Covers & Combs Whiteboards / Corkboards

Display Books Labelling Tapes

Laminating Pouches

General Office Supplies

Adhesive Office Tape Packaging Tape

Glue Sticks Correction Tapes/Rollers

Desk Accessories Staplers / Punches

Business Machines

Inkjet printers Black & white laser printers

Colour laser printers Binding machines

Laminating machines Labelling machines

Shredders

‘Non-Core’ office products. Each of these six categories have been included on an
overview basis, throughout the report. They are:

Other Categories

Office Furniture Kitchen/Canteen Supplies

Cleaning & Janitorial Printing & Copying Services

Promotional Products Art & Craft
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Research methodology

This report is based on four separate programs of interviews. These were completed at the
end of 2007 and subscribers provided feedback/suggestions on the content of the
questionnaires used.

1. Business survey (n=560)
We surveyed business purchasers of office products, using a structured set of questions.
Sample quotas were set specifying the breakdown of the sample, to replicate the overall
business population.

Business purchasers survey - respondent profile

Number % Share

Business size

Micro (< 5 workers) 203 36

Small (5-19 workers) 116 21

Medium (20-99 workers) 93 17

Large (100 + workers) 148 26

Government enterprises 71 13

State

NSW 187 33

ACT 10 2

VIC 147 26

TAS 10 2

QLD 100 18

SA / NT 52 9

WA 54 10

Total 560 100

2. Household survey (n=511)
We surveyed household purchasers of office products, using a structured set of questions.
Sample quotas were set specifying the breakdown of the sample, to replicate the overall
household population.

Household purchasers survey - respondent profile

Number % Share

Household type

Couple with Children 179 35

Couple no Children 134 26

Single Parent Family 70 14

Lone Person 111 22

Other 17 3

State

NSW 173 34

ACT 7 1

VIC 130 25

TAS 12 2

QLD 91 18

SA / NT 46 9

WA 52 10

Total 511 100
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3. Dealer survey (n=102)
We interviewed office product dealers using a structured set of questions. These surveys
were completed by telephone (CATI). Sample quotas were set specifying the breakdown of
the sample to ensure a representative base of respondents.

Office product dealers survey - respondent profile

Number % Share

Type of Dealer

Newsagent 10 10

Specialist office product retailer 38 37

Computer/electronics retailer 17 17

Commercial/contract dealers 37 36

State

NSW 38 37

ACT 1 1

VIC 17 17

TAS 2 2

QLD 23 23

SA 15 15

WA 6 6

Total 102 100

4. Face to face consultant interviews with market operators
We personally interviewed 20 industry operators - ranging from office product dealers,
wholesalers and suppliers.

These interviews were unstructured and were completed in November and December
2007. They have provided another layer of knowledge, complimentary to the survey data.

Additional Report – “Office Products Market Update Report, 2009”

Report to be released March 2009.

This concise update report is included as part of the subscription package and is intended
to provide operators with a summary of recent changes, to assist with yearly planning, in
2009.

It will provide an outline of the latest market conditions, trends, growth rates etc. The main
sections covered will be; market overview, consumer segment review, products (new
developments, trends and growth update), dealers market share update, competition
review (overview of key players), state of the market (industry conditions) and the market
outlook to 2010.
(There will be no brand or new product data in this report.)


