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Penning a plan 
for growth 
Paperchase chief executive Timothy Melgund and 
chairman Nick Wood reveal what's on the cards at 
the stationery specialist. Emily Hardy reports 

What's the secret b e h i n d Paper-
chase's infectious a p p e a l - t h e 
ingredient that draws i n teenagers 
and adults alike? 

The answer, according to the card and 
stationery retailer's long-serving boss T i m o t h y 
M e l g u n d , is " i n n o v a t i o n " . I t r ings l ike a 
b u z z w o r d , but is tangible w i t h i n the context of 
a v ibrant and slick Paperchase store. 

"You're u n l i k e l y to w a l k past the door t w o 
weeks r u n n i n g and not have a look - w e change 
our w i n d o w s every for tn ight , " he says. 

Fashioned, as always, i n his mul t i -co loured 
spectacles, the sanguine boss smiles across the 
table at his n e w partner i n crime, N i c k Wood, 
w h o became chairman earlier this year. 

"That's w h a t makes the business so hard to 
m i m i c , " W o o d chimes i n . 

The former Pets at H o m e boss chuckles as he 
recalls h o w his daughters - t w i n girls aged 14 
- reacted to the news of his n e w role. "It's their 
absolute favourite shop," he laughs. 

Is an IPO marked in the diary? 
It's not ludicrous to suggest Paperchase enlisted 
W o o d to prepare the business, o w n e d by 
private equity firm Pr imary Capital , for a float. 
He d i d , after a l l , steer Pets at H o m e through its 
IPO i n 2014. 

But W o o d and M e l g u n d - w h o have clearly 
developed a camaraderie - refute the specula­
t i o n , insist ing instead that n o t h i n g l ike that is 
on the cards.. . for now. 

" Y o u always, always get questions about a 
float or sale, and clearly, i f an offer came around 
the corner at the r ight price, Pr imary w o u l d 
consider its opt ions , " M e l g u n d admits. 

"But , m y role isn' t a round coming i n and 
doing that , " W o o d says, stepping i n . " A n d I 
don ' t see anything l ike that immedia te ly i n the 
p ipe l ine because we've got a lo t of w o r k to d o . " 

So w h a t is atop the agenda? Wood, w i t h 22 
years' retail experience, has replaced George 
M r k o n i c , a f inancial services veteran w h o 
chaired Paperchase for 18 years. 

He says his task, i n a nutshel l , is to scope out 
and drive future g r o w t h opportunit ies . 

" I ' l l be ensuring we're p u t t i n g our focus 
and investment i n the areas that w i l l reap the 
benefits i n the long t e r m , " he surmises. 

But w h a t does that i n v o l v e exactly? 

Crafting customer loyalty 
H av i n g spent a lo t of t ime w i t h M e l g u n d -
w h o , after 21 years at the h e l m , has been said 
to personify Paperchase - and explor ing the 
business's eclectic store estate, W o o d has been 
quick to i d e n t i f y its strengths and potential 
g r o w t h areas. 

One of these is Paperchase's loya l ty scheme, 
Treat Me , w h i c h launched 18 months ago 
and is a imed at fue l l ing repeat custom. I t 
r a p i d l y accumulated more t h a n t w o m i l l i o n 
members, b u t the ambit ious duo t h i n k this is 
just the beginning. 

G r o w i n g a successful loyal ty scheme is 
famil iar terr i tory for business-sawy W o o d . He 
says the Pets at H o m e programme, w h i c h he 
launched i n late 2012, has been " p h e n o m e n a l " 
— around 70% of its customers use i t . 

A l t h o u g h i t differs f r o m Treat M e because 
i t is based around raising money for homeless 
animals, the potent ia l benefits to the business 
are the same - enabling i t to better understand 
its customers. 

"That's v i t a l i n these changing t imes , " W o o d 
says. " I t helps us understand w h a t the trends 
are and stay close to t h e m . " 

Paperchase has g r o w n r a p i d l y i n recent years 
w i t h M e l g u n d aggressively opening stores 

since Borders, the books business i n w h i c h 
the retailer h a d concessions, w e n t in to 
adminis t ra t ion i n 2009. 

"The transi t ion over the last seven years has 
been incredible , " says Wood. " T i m o t h y has 
taken i t from 13 stores to over 140." 

However, b o t h agree there's scope for almost 
double this number. 

One of the c o l o u r f u l company's key features 
now, i n a d d i t i o n to r a p i d stock c h u r n and 
met iculous attention to trends, is the unique 
look and feel of each Paperchase store - no one 
shop is the same. 

Expansion w i l l not be l i m i t e d to the U K . 
" W e ' d be w r o n g to say it's just a U K g r o w t h 
story - there's an internat ional o p p o r t u n i t y that 
w i l l take us t i m e to deliver too , " says Wood. 

Postcards from America 
M e l g u n d unve i l ed plans earlier this year to 
l aunch t w o standalone stores i n Chicago — one 
i n a transport locat ion and another diagonally 
opposite one of Amazon's first ever bookstores. 
A n d despite pushing the openings back a few 
months to the start of 2018, he's effusive about 
the Stateside debut. 

"We w a n t to be absolutely certain that we 've 
got i t r ight before w e open," he says, "but it's a 
huge o p p o r t u n i t y and a fantastic market . " 
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You're unlikely to walk 
past the door two weeks 
running and not have a 
look - we change our 
windows every fortnight 
Timothy Melgund 

F r o m previously operating w i t h i n Borders 
stores i n the US, to Paperchase's current private 
label business w i t h Target, Melgund's under­
standing of the cu l tura l idiosyncrasies is r i c h . 

He's confident that Chicago is the r ight place 
for Paperchase's next A m e r i c a n adventure 
because, he says, it's not the "chaotic b o i l i n g 
p o t " that N e w York is. 

But he is reticent about c o m m i t t i n g to a target 
number of stores across the p o n d . 

"We're doing Chicago first to see w h a t i t 
looks l ike , h o w the brand sits w i t h customers 
and to create awareness. Just bear i n m i n d 
h o w big the US is - we're not going to have 500 
stores overnight . " 

W o o d sits u p . " A n d I w o u l d n ' t underesti­
mate the power of the other internat ional busi ­
nesses,"he adds. 

Paperchase has opened f ive new interna­
t ional outlets since the end of its last f inancial 
year, t w o i n the M i d d l e East - a franchise store 
i n Qatar and a concession i n Borders - and 
three shop-in-shops i n Germany. 

The pair press the " w o r l d w i d e appeal" of 
the brand as i f this stage of the journey were 
just the beginning. 

Colouring outside the lines 
D u r i n g this "most amazing year of change", as 
W o o d dubs i t , any company w o u l d be grateful 
for the business acumen that Paperchase's n e w 
chairman brings. 

W o o d reels off the significant consequences 
of the Brexit vote last June, i n c l u d i n g steeper 
sourcing costs, the n e w l y increased nat ional 
l i v i n g wage and changes to rates and rentals. 

" A n d , at the same t i m e , " he says "there's 
the addi t iona l challenge around customer 
spending because i n f l a t i o n is r i s i n g . " 

" D e c l i n i n g footfal l on the h i g h street is going 
to be a challenge for a l l of us , " M e l g u n d adds. 

Wood's appointment can o n l y serve to better 
pos i t ion Paperchase to face this "extraordinary 
level of uncertainty and turbulence" , that is "as 

dynamic as i t has ever been i n m y 20-odd years 
of re ta i l " , W o o d surmises. 

M e l g u n d - the creative force b e h i n d 
the b r a n d - nods i n agreement, seemingly 
enthused b y the accelerated progress i n sight. 

"To have someone b r i n g reams of experience 
to w h a t we're current ly doing is hugely v a l u ­
able - we're enormously grateful , " he says. 

The new comrades seem w e l l matched, 
c o m p l i m e n t i n g each other's s k i l l sets a n d being 
equally excited about Paperchase's future. 

" I have huge respect for T i m o t h y and w h a t 
he's done. W o r k i n g w i t h h i m closely is fantastic 
because he gets w h a t the customers w a n t , " 
W o o d says, reasserting that h is job is not to 
introduce a n e w strategy. 

"It's about ref ining what's already here. I f I 
can b r i n g some perspective to the f ramework, 
the property potential and future internat ional 
expansion, between the t w o of us and the team, 
the business should be more successful." 

It's early days for the pa i r ing - and W o o d 
admits that he is not yet sure i f he w i l l hanker 
after taking an executive role again before 
too long. 

But , i f they can translate their visions f r o m 
the boardroom to the U S and beyond, the 
future of the brand may be, not just bright, 
but gl i t ter ing. 
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