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Staples and Office Depot:  Born in the 1980s 
And Struggling to Compete in the Digital Age
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Traditional Office Supplies: 
Disappearing Market

Traditional office supply 
sales declining

Staples and Office Depot 
share value declining
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4Source: DX02915; DX02918; DX01050

Decline in Demand and Increased Competition Forcing 
Staples and Office Depot to Close Retail Stores

June 25, 2015

Retail: … Secondly, the explosive growth of online commerce has resulted in 
substantial loss of in‐store sales to Amazon, which sells goods at lower prices.

April 1, 2015
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5Source: DX02914

All Customers Will Benefit From Merger
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6

FTC Customer Market: 
Most Powerful Companies on Earth

$337 billion

$212 billion

$207 billion

$186 billion

$160 billion

$127 billion

$64 billion

$30 billion

$146 billion

$55 billion
$56 billion
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Click to edit Master title style“[I]n‐store prices are 46% 
higher than the contract 
prices paid by Staples’ 

large customers.”

7Source: Feb. 15, 2016 Report of FTC’s Expert Shapiro (DX02591), p. 17

Megacompanies Pay Almost 
50% Less Than Retail Customers

– FTC’s Expert Dr. Carl Shapiro
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Megacompanies Use Many Tools 
to Secure Lowest Prices

• Request‐for‐proposal process
• Use of procurement consultants
• Reverse auctions
• Purchase or threaten to purchase 

some products direct from manufactures 
• Demand price adjustments 

during life of contracts
• Buy products off‐contract
• Cross‐category retaliation
• Comparison with online pricing
• Most‐favored‐nation clauses

Case 1:15-cv-02115-EGS   Document 314-1   Filed 03/26/16   Page 8 of 67



Click to edit Master title style

9Source: Feb. 15, 2016 Report of FTC’s Expert Shapiro (DX02591), p. 10 n. 32

FTC Concedes That Megacompanies Will 
Continue to Pay Substantially Less Post‐Merger

“[L]arge customers typically pay less 
than smaller business customers or 
retail customers for their consumable 
office supplies, and this will remain the 
case even if Staples significantly raises 
the price to large customers (but not 
smaller customers or retail customers) 
following the merger.”

– FTC’s Expert Dr. Carl Shapiro
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Only 6 of Fortune 100 companies expressed concern

10Source: PX03002 ¶ 40; PX03032  ¶ 19; PX03044 ¶ 14; PX03009 ¶ 24; PX03034 ¶ 21; PX03019 ¶ 21

Overwhelming Majority of Fortune 100 
Companies Not Opposed to Merger
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• 19 of 400,000 (0.005%) business customers 
Expressed Concern

• 1085 – Less than 2% of FTC customer market 
• Those few concerned‐‐Overwhelmingly Office Depot 
customers (disruption concerns)

11Source: DX00098

Business Customers Overwhelmingly 
Not Opposed to Merger 

On Tue, Sep 22, 2015 at 4:49 PM, Ara Arslanian
<aarslanian@corporateunited.com> wrote:

If this gets blocked they should make a statue in front of CU 
offices for me. My testimony was a work of art (mixed with BS).

Case 1:15-cv-02115-EGS   Document 314-1   Filed 03/26/16   Page 11 of 67



Click to edit Master title style

12Source: Feb. 15, 2016 Report of FTC’s Expert Shapiro (DX02591), p. 7; Feb 29, 2016 Report of Defendants’ Expert Orszag (DX DX02570), Exhibit A

FTC’s Gerrymandered Customer Market

Total Sales to Retail 
Customers

Total Sales to 
Business Customers

“FTC Market” Large 
Companies > than $500k

“FTC Market” 
Fortune 100 Companies

All Retail 
Customers
$16.6 billion

61.4%

$16.557 billion
(61.4%)

$10.4 billion 
(38.6%)

All 
Business 
Customers
$10.4 billion

38.6% 
$1.8 billion
(6.4%)

$380.8 million
(1.4%)

FTC Market:
The Fortune “81”
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All 
Other Sales 
to Business 
Customers

$8.6 billion 

Over 400,000 
customers

13Source: Feb. 15, 2016 Report of FTC’s Expert Shapiro (DX02591), p. 7

The Business Contract Market 
Is Much Broader Than the Fortune 100

FTC concedes its customer market is only 
.3% of business customers (1,085 out of 400,000 B2B customers)

FTC Market
$1.8 billion
1,085 customers

FTC cleaves out almost 
399,999 business customers. 

99%
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Government customers’ needs are similar 
to other large business customers: 

• customized catalogs

• often nationwide distribution

• next‐day or same day delivery

• order tracking and utilization reports

• IT support

14

FTC Also Cleaves Out All 
Government Customers
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15Source: DX02633 at 218:24‐219:6; DX2553 at 119:24‐120:12; DX04981 at 243:3‐18; DX04992 at 82:1‐18

Customers Opposed to Merger Admitted They 
Have Not Investigated Alternative Suppliers
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• No minimum purchase requirements 

• Not exclusive – customers can and do buy 
off‐contract

• Customers frequently seek price adjustments 
and price matching after contract is signed

16Source:  DX05142; DX05143; DX05141; DX00011

Large Business Customer Contracts 
Not Binding on Customer

Contracts ≠ Market Share
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17Source: Feb. 15, 2016 Report of FTC’s Expert Shapiro (DX02591), p. 4

FTC’s Gerrymandered
Product Market

Definition of 
“Consumable Office Supplies”
“Office supplies that customers 
use up, discard, and repurchase 

on a recurrent basis.”
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$1.210 billion 

(33% of all sales)

18Source: Feb. 29, 2016 Report of Defendants’ Expert Orszag (DX02570), Exhibit C

FTC’s Gerrymandered Product Market: Eliminates 1/3 of Traditional 
Office Supplies and More Than Half of Relevant Product Market

$1.6606 billion 
(45% of all sales)

$786.1 million
(21% of all sales)

Ink / Toner
BOSS

Pens / Pencils / Paper
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19Source: DX05046, pp. 10‐11; DX04342, p. 1

FTC Agreed Twice Before That 
Office Supply Market Includes Ink and Toner

2013

1997
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20Source: DX02988 at 40:5‐16, COMM‐PA‐0000064 

2016 FTC in Real Life: Consumable Office 
Supplies Include Ink and Toner

Q. And just to be clear, what are you 
including in the definition of consumable 
office supplies? . . .

A. Pens, paper, pencils, binders, Post‐Its, 
general office supplies.

Q. Does that include toner?
A. Yes.

Commonwealth of Pennsylvania: 
Office supplies includes ink and toner.

Case 1:15-cv-02115-EGS   Document 314-1   Filed 03/26/16   Page 20 of 67



Click to edit Master title style

21

The Office Products Market Has Been Redefined
Office supply companies’ response to a disappearing market: 
obtain greater share of customer wallet with Beyond Office 
Supply Solutions (“BOSS”) sales.
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22Source: Feb. 29, 2016 Report of Defendants’ Expert Orszag (DX02570), Exhibit C

“BOSS” Accounts for Increasing 
Revenue and Profit
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$762.2 million 
(25% of total sales)

$1.210 billion
(33% of total sales)
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23Source: Feb. 29, 2016 Report of Defendants’ Expert Orszag (DX02570), Exhibit C

Customers Define the Market:
Contracts Encompass BOSS Products

$1.210 billion 
(33% of all sales) $1.6606 billion 

(45% of all sales)

$786.1 million
(21% of all sales)

Ink / Toner
BOSS

Pens / Pencils / Paper
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• 98.8% of business 
customer requests for 
proposal are broader than 
the FTC’s product market

24Source: Feb. 29, 2016 Report of Defendants’ Expert Orszag (DX02570), p. 6

Large Business Customers Do Not Agree with 
FTC Definition of Product Market

Percent of Customer 
RFPs That Match FTC 
Product Market: 
1.2%

Percent of Customer 
RFPs That Are Broader 
than FTC Product 
Market: 
98.8%
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25Source: PX03009 ¶ 7; PX03002 ¶ 3; DX02553 at 218:9‐16; PX03013 ¶ 2

Business Customers – FTC Witnesses –
Reject FTC’s Market Definition
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26Source: DX02637 at 66:7‐23; DX02735 at 31:15‐22; PX03008 ¶ 4

Competitors Reject FTC 
Definition of Product Market 
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27Source: DX02553 at 46:10‐25; DX00198; DX04988 at 92:19‐93:4, 132:8‐23; DX04298 at 90:22‐91:12; DX02633 at 69:5‐10, 61:4‐11; DX00025

Office Products Are 
Low‐Impact Commodity Products

It doesn’t matter where the pen comes from, just that 
Best Buy has pens.

Office supplies is a commodity category

Fifth Third considers office supplies to be commodities

Fox’s contract with Staples is “nonstrategic” meaning it is 
“not relevant to [Fox’s] core business” 
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• Staples and Office Depot are intermediaries –
notmanufacturers

• No R&D, intellectual property, and no manufacturing 
facilities

• Office supplies are commodity products (widely available 
with no special storage or distribution requirements)

• Staples and Office Depot increasingly use third party 
carriers for delivery (U.S. Postal Service, UPS, and FedEx)

• National wholesalers provide 
nationwide distribution, product 
variety, warehousing and IT support

28

No Significant Barriers to Entry 
into Office Supply Market
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29Source:  DX05094

Market Analysts Agree Low Barriers to Entry
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30Source: DX01047; DX02898

Robust Competition in 
Business Customer Space

September 02, 2014

SPLS and ODP are not the price setters in their 
industry anymore, so combining will have an 
immaterial impact on pricing and convenience, 
and hence, it is not anticompetitive.
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31
Source: DX02424 ¶¶ 5, 7; DX04263 at 97:17‐100:2; DX02431 ¶ 14; DX04985 at 74:11‐20; DX02560 at 77:9‐13; DX02628 at 84:17 – 85:3,
85: 5‐12; 91, 9‐12; 92:10; DX02629 at 70:7‐71:2; 103:2‐24; DX02554 at 94:1‐9; DX02430 ¶¶ 6, 8; DX02431 ¶ 15; DX04988 at 65:21‐66:7

Companies Disaggregate Spend 
for Numbers of Products

Companies often purchase BOSS from 
multiple suppliers to get lower prices

Companies often purchase paper supplies, 
sharpies, etc., directly from manufacturers 

to get lower prices

Companies often purchase ink, paper, and 
toner through MPS vendors to get lower prices
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• W.B. Mason: rapidly expanding 
through organic growth and acquisitions

• Amazon Business and Grainger: 
world‐class national logistics 
operations, aggressively moving 
to become market leaders

• Wholesalers, like Essendant and 
S.P. Richards: enabling local and 
regional suppliers to compete nationally

• Consortia of independent dealers: 
actively competing for large business customers

• Manufacturers: increasingly selling 
directly to customers 

32

Large Business Customers Have Many Competitive 
Alternatives to Staples and Office Depot
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33Source:  DX04342 at 3; http://www.wsj.com/articles/staples‐agrees‐to‐buy‐office‐depot‐1423051654

FTC 2013: Staples Has Numerous Rivals for 
National Business Customers
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34Source: DX02695; DX02696; DX02697; DX02681

WB Mason Continues Its 
Rapid Expansion and Revenue Growth

Serves national customers through own infrastructure and its partnership with Essendant

“W.B. Mason has a work force of over 2,300 people, 
spread over 40 locations throughout the nation. We 
also have warehouses across the United States 
which allow us to serve customers in all 50 States.”

“W.B. Mason has a strategic partnership 
with United Stationers that allows us to 
ship over 30,000 items next day for 
national accounts.”

2015 Review: “500 new trucks, 
new warehouses . . . [a]dding new 
locations, product experts, and 
245 new sales people!”

“W.B. Mason is a national provider of office supplies.”

2012 2013 2014 20152011

Revenue grew 76% from 2010‐2014;
ALL business to business sales
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35Source: DX02695; DX02696; DX02697

WB Mason’s National Footprint
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28 Fortune 100

Serves Customers 
in all 50 States
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36Source: DX02637 at 23:24‐24:1

WB Mason Is Confident in Its Ability to 
Compete with Staples

Q. Is there anything that W.B. Mason 
does better than Staples?

A. Everything.
Feb. 19, 2016 Dep. of Leo Meehan, CEO of W. B. Mason
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37Source: DX04342 

FTC 2013: Business Customers 
Buy Direct From Manufacturers 

• Products offered by manufacturers 
are direct substitutes for Staples 
and Office Depot’s products

• This competition directly impacts 
Staples’ and Office Depot’s prices
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38Source: DX02938; DX02693

National Wholesalers 
Enable Nationwide Competition

National Wholesalers offer:
• A wide assortment of products –

more than Staples or Office Depot
• Next‐day delivery 
• Operating and IT platforms
• Promotional materials and 

marketing services
• Data analytics programs

Essendant has 
77 distribution 
centers 
nationwide.

SP Richards has 
40 distribution 
centers 
nationwide
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Buying Groups Offer:

• Customizable catalog

• Customized billing and 
financial reporting

• Guaranteed pricing

The newly created alliance between TriMega and 
Independent Stationers leverages $2 billion in purchasing 
power to offer their customers competitive prices

39

Independent Distributors and Buying Groups 
Compete to Serve National Customers
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40Source: DX04342 

FTC 2013: Cooperatives of Independent Office Supply 
Dealers Compete for Large Business Customers
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• Encourage large customers to “carve out” certain 
region or regions from a national contract

• Contract with wholesalers and cooperatives 
to fulfill national contracts

41Source:  DX03923; DX02570; DX04263 at 23:8‐13

Local and Regional Vendors Compete 
to Serve National Customers

“More and more we look to do and drive business towards diverse suppliers 
to support the communities where we are located in and sell to. So the 
regional suppliers are becoming more and more important to us.”

‐ Vito Giuliani, ADP (Jan. 28, 2016 Dep.)

September 3, 2015
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42Source: DX04342 

FTC 2013: Competitors in Adjacent Categories 
Compete for Large Business Customers
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• $10 billion in sales in 2014

• 75% of sales are to large business customers 
including Staples and Office Depot customers

• Serves all 50 states with national distribution 
network

• IT system interfaces directly with customers’ 
purchasing platforms

• Offers custom catalogs, usage reporting, and 
inventory‐management tools

• Added hundreds of sales representatives

43Source: DX02688

Grainger Is Growing as a Competitor
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44Source: DX01213; DX01725; DX01231

Grainger Is Growing as a Competitor

Case 1:15-cv-02115-EGS   Document 314-1   Filed 03/26/16   Page 44 of 67



Click to edit Master title style

• A number of diversity suppliers serve large 
business customers relying on Essendant or 
S.P. Richards for wholesale support

• APD
• Serves Walmart, a Fortune 100 retailer known globally as one 
of the most cost competitive and “lean” organizations. Walmart 
has over 4,000 stores and 1 million employees in the US

• Serves Northrop Grumman, one of the nation’s leading aerospace 
and defense companies with US locations from coast to coast

• Gonzalez Office Products 
• Serves Education Corp. of America which owns and operates 
private accredited colleges in dozens of locations across the US

45DX04487; http://www.americanproduct.com/index.php/recognition; http://www.rwgtcpn.com/

Diversity Suppliers Partner with Wholesalers 
to Compete for Large Business Customers
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• Staples and Office Depot are selling more than $550 million in customer 
contracts to a major national wholesaler, Essendant. 

• More than 25% of the $550 million revenue comes from Fortune 100 
companies, and approximately half comes from Fortune 500 companies. 

• Strengthens national wholesaler to support other independent vendors
• Essendant will enable diversity or “Tier One” suppliers to further 
compete with Staples and Office Depot

• Essendant’s capabilities include:
• Sourcing tens of thousands of different 
types of office products

• Nationwide delivery platform
• Next‐day order fulfillment 
• Digital and marketing support

46

Staples Divestiture of Assets Will Increase 
Competition for Large Business Customers
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47Source: PX04499

July 2013 
Fortune 100 Poster
(2012 Data)
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48Source: PX04499

1 Exxon Mobil Corporation 26 Wells Fargo & Company 51 Intel Corp. 76 United Continental Holdings

2 Wal‐Mart 27 Procter & Gamble Company 52 United Parcels Service, Inc. 77 Honeywell International Inc.

3 Chevron Corporation 28 Archer‐Daniels‐Midland Co. 53 Best Buy Co., Inc. 78 CHS Inc.

4 ConocoPhillips 29 AmerisourceBergen Corp. 54 Lowe’s Companies, Inc. 79 Humana Inc.

5 General Motors Company 30 INTL FCStone Inc. 55 Prudential Financial, Inc. 80 Goldman Sachs Group, Inc.

6 General Electric Company 31 Marathon Petroleum 56 Amazon.com, Inc. 81 Ingram Micro Inc.

7 Berkshire Hathaway Inc. 32 Walgreen Co. 57 Merck & Co., Inc. 82 Oracle Corporation

8 Federal National Mortgage 33 AIG, Inc. 58 Lockheed Martin Corp. 83 Delta Air Lines, Inc.

9 Ford Motor Company 34 MetLife, Inc. 59 The Coca‐Cola Company 84 Liberty Mutual Holding Co.

10 Hewlett‐Packard Company 35 The Home Depot. Inc. 60 Express Scripts, Inc. 85 World Fuel Services Corp.

11 AT&T Inc. 36 Medco Health Solutions, Inc. 61 Sunoco, Inc. 86 New York Life Ins. Company

12 Valero Energy Corp. 37 Microsoft Corp. 62 Enterprise Products Partners 87 Plains All American Pipeline

13 Bank Of America Corp. 38 Target Corp. 63 Safeway Inc. 88 Teachers Ins. & Annuity

14 McKesson Corp. 39 The Boeing Company 64 Cisco Systems, Inc. 89 Aetna Inc.

15 Verizon Comm., Inc. 40 Pfizer Inc. 65 Sears Holdings Corp. 90 Sprint Nextel Corporation

16 J.P. Morgan Chase & Co. 41 PepsiCo, Inc. 66 The Walt Disney Company 91 News Corporation

17 Apple Inc. 42 Johnson & Johnson 67 Johnson Controls, Inc. 92 General Dynamics Corp.

18 CVS Caremark Corp. 43 State Farm Mutual Auto Ins. 68 Morgan Stanley 93 The Allstate Corporation

19 IBM Corp. 44 Dell Inc. 69 Sysco Corp. 94 HCA Holding, Inc.

20 Citigroup Inc. 45 WellPoint, Inc. 70 FedEx Corp. 95 American Express Company

21 Cardinal Health, Inc. 46 Caterpillar Inc. 71 Abbott Laboratories 96 Tyson Foods, Inc.

22 UnitedHealth Group Inc. 47 Dow Chemical Company 72 E.I. du Pont de Nemours & Co. 97 Deere & Company

23 The Kroger Co. 48 United Technologies Corp. 73 Google Inc. 98 Murphy Oil Corporation

24 Costco Wholesale Corp. 49 Comcast Corp. 74 Hess Corporation 99 Philip Morris Int. Inc.
25 Federal Home Loan Mortgage 50 Kraft Foods Inc. 75 SUPERVALU Inc. 100 Nationwide Mutual Inc. Co.
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49Source: PX04499
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19 IBM Corp. 44 Dell Inc. 69 Sysco Corp. 94 HCA Holding, Inc.

45 WellPoint, Inc. 95 American Express Company

46 Caterpillar Inc. 71 Abbott Laboratories 96 Tyson Foods, Inc.

22 UnitedHealth Group Inc. 47 Dow Chemical Company 72 E.I. du Pont de Nemours & Co.
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1 Exxon Mobil Corporation

2 Wal‐Mart 77 Honeywell International Inc.

3 Chevron Corporation

4 ConocoPhillips 79 Humana Inc.

5 General Motors Company

57 Merck & Co., Inc.

58 Lockheed Martin Corp.

9 Ford Motor Company 59 The Coca‐Cola Company

60 Express Scripts, Inc.

11 AT&T Inc.

14 McKesson Corp. 39 The Boeing Company 89 Aetna Inc.

15 Verizon Comm., Inc. 40 Pfizer Inc.

41 PepsiCo, Inc.

42 Johnson & Johnson 67 Johnson Controls, Inc.

20 Citigroup Inc. 70 FedEx Corp.

21 Cardinal Health, Inc.

97 Deere & Company

23 The Kroger Co. 48 United Technologies Corp.

24 Costco Wholesale Corp. 49 Comcast Corp.
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50

26 Wells Fargo & Company 51 Intel Corp. 76 United Continental Holdings

27 Procter & Gamble Company 52 United Parcels Service, Inc.

28 Archer‐Daniels‐Midland Co. 53 Best Buy Co., Inc. 78 CHS Inc.

29 AmerisourceBergen Corp. 54 Lowe’s Companies, Inc.

30 INTL FCStone Inc. 55 Prudential Financial, Inc. 80 Goldman Sachs Group, Inc.

6 General Electric Company 31 Marathon Petroleum 56 Amazon.com, Inc. 81 Ingram Micro Inc.

7 Berkshire Hathaway Inc. 32 Walgreen Co. 82 Oracle Corporation

8 Federal National Mortgage 33 AIG, Inc. 83 Delta Air Lines, Inc.

34 MetLife, Inc. 84 Liberty Mutual Holding Co.

10 Hewlett‐Packard Company 35 The Home Depot. Inc. 85 World Fuel Services Corp.
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25 Federal Home Loan Mortgage 50 Kraft Foods Inc. 75 SUPERVALU Inc. 100 Nationwide Mutual Inc. Co.

Case 1:15-cv-02115-EGS   Document 314-1   Filed 03/26/16   Page 50 of 67



Click to edit Master title style

Diversity 
Suppliers

51

The Divestiture Remedy

10% + 8% 

Pricing Power

Manufacturers

Buying 
Consortiums

Independent 
and Regional  

Dealers
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52

This Is Not FTC v. Sysco

Food is critical to business of restaurants 
and food distributors

Office products are not mission‐critical to 
customers’ business

Product is perishable and requires storage 
and distribution in refrigerated trucks

Product has no shelf‐life and does not need 
refrigeration – much easier to store and 
distribute

Food generally purchased from a primary 
supplier

Office supply purchasing often split between 
multiple vendors

Food service only had two national 
distributors

Office suppliers compete with national and 
regional players, 3rd party wholesalers, 
diversity suppliers, manufacturers and online 
competitors

Amazon is not in the food‐distribution 
business/no internet competition

Amazon Business competes for national 
customers

Divested customers could re‐sign with 
merged entity 

Divested contracts here will “stick” –
commitments to diversity suppliers
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53

Looking Forward Not Backward: Prices 
Are Frozen for Years By Many Contracts

2016 2017 2018 2019

Merger

Pre‐merger prices frozen by contracts: Typically for 3‐5 years
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54

Amazon Launched “Amazon Business” 
on April 28, 2015
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55Amazon Business Intro Video

Video
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56

Billions 
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Amazon: Too Big To Fail
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57Source: DX01096

Amazon Business Successfully 
Competes for National Accounts

Only eight months after launch, Amazon Business, a marketplace with features and 
benefits tailored to businesses, serves more than 200,000 businesses ranging from 
small businesses to Fortune 500 companies.
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58Source: DX00030‐OUTCNSL; DX00033‐OUTCNSL 

Amazon Business Geared Up for a “Land Grab”

We consider the next 3 to 4 years being a “land grab” where 
we have a limited window to capitalize on our Amazon brand 
and existing capabilities to succeed in this market segment.

JAW proclaimed at the Mar 4th 2015 VPD session that Amazon Business is a 
“must win” initiative.
Our vision is to be the preferred marketplace for all professional, business, and 
international customers worldwide
Amazon leadership has clearly told us that Amazon Business is a top priority

Case 1:15-cv-02115-EGS   Document 314-1   Filed 03/26/16   Page 58 of 67



Click to edit Master title style

59Source: DX01090

Since Its Inception, Amazon Business Has Offered Office 
Supplies to Corporate Customers
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60Source: DX05037‐OUTCNSL; DX05036

Amazon Tracks Staples 
as a Key Competitor 
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61Source: DX05192

Amazon Business Is Focused on Competing 
with the Combined Staples‐Office Depot
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62Source: DX5212

Amazon Poaching 
B2B Staples Sales Force

Case 1:15-cv-02115-EGS   Document 314-1   Filed 03/26/16   Page 62 of 67



Click to edit Master title style

74Source: DX02426 ¶ 16; DX02441 ¶ 10; DX02430 ¶ 10; DX02428 ¶ 14

Companies Already Recognize Amazon 
Business as a Potential Alternative to Staples
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75

The FTC’s Case Looks 
Backward Not Forward
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76

FTC Opposed Hollywood Video 
and Blockbuster Merger
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77Source: DX01071

FTC Got It Wrong: History Repeating …
“One matter that comes to mind is the 
Blockbuster/Hollywood Video merger, 
which was ultimately abandoned in the 
face of FTC opposition.  One of the 
questions there was the expected effect 
of a transaction that would have resulted in 
a firm with significantly more brick‐and‐mortar video stores. 
But, even then (in 2005), the industry was moving toward 
streaming, and I don’t know if we as an agency really 
understood the magnitude of that change in video distribution 
during the investigation. These are the kinds of things that we 
need do to in evaluating fast‐changing industries—really 
understand what’s happening in terms of changing business 
models and consumer preferences.”

‐ FTC Commissioner Maureen Ohlhausen
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1DX 01078/DX 04342

2013 FT C S tatem ent

A “ hostofnon-O S S
com petitors” that“ are
grow inginnum berand
strength”
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IncredibleEfficienciesandR epeatableR esults

2

Efficiencies

• Firstyearsynergiesof$284 m illion,exceedinginitial
expectationsof$260 m illion

• O fficeDepotexpectstotalrunratesynergiesofm orethan
$750 m illion,farexceedinginitialexpectationsof$400 -$600
m illion

• T hisisanunprecedented circum stancew heretw om ergers
sosim ilarhappeninsuchclosesuccession

• T hisgivesS taplesandO fficeDepottheability toaccurately
andconfidently projectthem assivesynergiesforthem erger

phx.corporate-ir.net/External.File?item ...t=1 – Com m entaryfrom O fficeDepotChairm an& CEO ,R olandS m ithandCFO S teveHare
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3

T heFT C’sP roductM arketDoesn’tExist

• T heFT C hasfabricatedaproductm arket
thatdoesnotreflectbusinessrealities

• 1.2% ofbidssupporttheFT C ’sproduct
m arket

• 0% oflargecustom ers’ purchases
supporttheFT C ’sproductm arket

DX 02570
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4

FT C’sM arketDoesn’tR eflectBusiness
R ealities

“ L arge” custom erstestifiedthatthey
leveragedotherproductcategories—
suchasJan/S an,T onerandothers— to
getlow erpricesfrom S taplesand
O fficeDepotinconsum ableoffice
supplies
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A “ Contract” DoesN otGuarantee
Custom erS pend
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6DX 02667

Com petitiveEffects/ A m azon

• “ S w im m ingw ithP iranha” — a2014
independentsurvey of400 businesses
citedby theFT C ’sexpert— show edthat:

• 60% ofrespondingcom paniesbuy office
suppliesfrom A m azon

• Forthecustom ersthatbuy from A m azon,they
purchaseonaverage45% oftheiroffice
suppliesfrom A m azon

• U seofAm azonincreasesw iththesizeofthe
custom er
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