HIGH-ENDFOCUS = BY JESSICA RIVCHIN

By giving customers creative freedom and
access to the hottest trends in high-end,
custom invitations, retailers can build
extravagant invitations and sales.

ustomers
looking for

the perfect
invite to a
wedding, bar/bat mitz-
vah or other once-in-a-life-
time event often have a
very specific design in mind.
To meet this need, many fine

stationery and party stores are able to
offer their customers a variety of top-of-
the-line papers, inks, embellishments and
more through the pages of custom-invi-
tation albums. When retailers can help
customers create customized invitations,
the options — and resulting sales — can
be limitless!

High-end, custom invitations have
experienced significant growth as con-
sumers become more willing to spend
money on specialized, unique invitations.
“We’ve found that custom is the strongest
demand in the high-end market,” says
Brian Lawrence, v.p. of sales and mar-
keting for Encore Studios.

The typical retail price point of a high-
end invitation varies. The “Always
Arlene” line from Arlene Segal Design
Group, Inc., for example, offers a more
affordable option of $5 to $9 per invite.
At the opposite end of the spectrum,

g

30 < MARCH/APRIL 2007 GREETINGS etc.

Letterpress-printed,

floral wedding
. invite ($2,604/100
invitations, response
cards and envelopes
for both) is part of
the “Timeless” suite
from Robin Beth Designs
(201/694-8282).

Clest Papier Inc. carries a collection with
a price tag of $60 to $65 per invitation.
The median price range for custom, high-
end invitations from suppliers with
whom we spoke is approximately $800
to $1,500 per 100.

Although there is no investment in cus-
tom-invitation product for the retailer,
there is definitely an investment in the
albums through which these invitations
are offered. Depending on the manu-
facturer, retailers can expect to pay any-
where from $175 to $400 per album.

The type of customer purchasing these
invitations isn’t necessarily affluent, how-
ever, note suppliers. “Whether or not peo-
ple have the budget, invitations are very
important to them, so they’re more likely
to cut out something else in order to spend
more on the invites — especially in bar/bat
mitzvah,” observes Jackie Johnson, adver-
tising specialist for The Occasions Group,
which owns The Consortium.
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From The Consortium (800/775-2371) come
these wedding invites ($1,095/100), which
are part of the “Jansson Wedding Collection

VI” line and include outer envelopes.

“People who flock to us are looking
for something different,” says Lysa Good-
man Poore, owner and designer of
Demby + Solomon Fine Printed Goods.
“We’ve found that our customers are
largely brides that are looking for alter-
native, ‘indie’ designers. They’re looking
for stationery that’s more design-driven
couture — just like fashion.”
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