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Figure 51: Purchases of greetings cards, by occasion, May 2017
Older consumers drive the greetings card market
Figure 52: Purchases of greetings cards, by occasion, by age, May 2017
Those in urban locations less likely to buy cards for majority of occasions
Figure 53: Purchases of greetings cards, by occasion, by location, May 2017
Affluent shoppers buy into spring greetings
Figure 54: Purchases of greetings cards, by occasion, by socio-economic status, May 2017
ATTITUDES TOWARDS SHOPPING FOR GREETINGS CARDS
Greetings cards suffer overpriced perceptions
Figure 55: Attitudes towards shopping for greetings cards, May 2017
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FACTORS INFLUENCING PERSONAL STATIONERY PURCHASING
Value for money driving force in purchasing
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Functionality important to affluent shoppers
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Paperchase’s trend-driven ranges resonate
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ATTITUDES TOWARDS PERSONAL STATIONERY
Necessity purchases drive stationery market
Figure 70: Attitudes towards personal stationery, pair one, May 2017
Brand loyalty is low
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Two in five usually shop at the same retailer
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Figure 73: Attitudes towards personal stationery, pair four, May 2017
Physical diaries resist the move to digital calendars
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The pleasure of sending physical post
Figure 75: Attitudes towards personal stationery, pair six, May 2017
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