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Abstract

The U.S. Consumer Photo Prints Market Forecast: 2008-2013
estimates the digital photo print volume for each year of the forecast
period. It estimates volumes and revenue for prints made at home,
online, retail, and work, as well as their relative growth rates through the
forecast period. It also forecasts prints by the capture device where the
photos are made. Consumer printing trends that impact the forecast are
provided, with relevant information taken from InfoTrends’ various

consumer surveys.
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