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T he work of  graphic designers includes creating brands,  strong visual 
communication that has at-a-g lance recognit ion. Beauti ful  wedding 

stat ionery unites al l  the printed bits  and pieces under the umbrel la of  the 
couple’s  ‘brand’.  

Finding a designer who wil l  interpret the desired look of  the brand may 
require some legwork. Keep an eye out for beauti ful  design work and fol low 
the lead. A web search is  convenient,  samples of  the designer’s  work wil l  be 
up and si tes may include the costs,  which can vary greatly.  Looking under 
graphic designers in the yellow pages wil l  yield hundreds of  names,  people 
close-by are worth a cal l .  Assess their suitabi l i ty on the phone, ask them to 
email  examples of  their work.  It  al l  cuts  t ime.

Every profess ional designer wil l  have a portfol io of  work which has been 
created for cl ients’  specif ic requests.  So, although the style may not be total ly 
suitable i t  wil l  give an idea of  their creativity,  use of  typefaces,  colours and 
paper.  Ask the designer about budgets for the projects  shown; anything is 
possible with an unlimited budget.  An experienced designer wil l  know ways 
to reduce production costs  and del iver superior products to cl ients.

Make sure the designers have wedding stat ionery experience,  they wil l  be 
more understanding of  al l  the detai l  required. It ’s  not necessary to pick 
the f ir st  designer who pops up with an appealing portfol io,  a co-operative 
personali ty is  also essential .  The person must be happy to discuss options, 
make changes and add items to the suite.  

Commissioning a profess ional is  going to be more expensive than D I Y  or 
asking a fr iend or relat ive to whip up a design. But a profess ional job is 
worth the price.  Costs  range from $30 per hour upwards,  consultat ion rates 
are $100 per hour plus;  the cost  of  printing the stat ionery is  on top of  the 
designwork. 

To ensure things go smoothly,  get everything in writ ing.  This wil l  e l iminate 
mis-understandings on what is  required of  the designer and the costs.  Include 
deadlines,  contact addresses and any other important infor mation that may 
af fect  the outcome of  the del ivery.  Email  is  a great way to keep track of  the 
decis ions made; i f  the designer doesn’t  supply a copy of  the commission in 
writ ing,  send an email  to confir m agreements,  just  to make sure.

Attend the meeting with a budget in mind. A good designer can work within 
any budget and advise how to achieve the best  result  for the money. Costs  
can blow out very easi ly so i t ’s  important everyone knows their l imit . 

When a graphic designer creates a stationery suite, it shows. 
Rather than cobble the stationery up on a laptop or buy ready-
made (just fill in the blanks) notepaper, commission a graphic 
designer. Here’s how it works. 
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Discuss the options with the designer,  i t  may be more economical  to have 
fewer,  better quali ty i tems than many bits  that end up looking disappointing. 
Fewer colours can reduce printing costs,  consider al l  the options suggested. 

A bit  of  research is  necessary before the f ir st  meeting with the designer; 
compile magazine cl ippings that show the desired look; take along colour 
swatches,  fabric samples of  bride’s  and bridesmaids’  dresses and images of  
favourite f lowers.  The season in which the wedding is  to be held may also 
inf luence the design and colour palette.  
Al l  these factors wil l  help the designer understand the style and type of  event 
that is  being planned. 

These inspiration pieces don’t  have to be wedding related; a sat in r ibbon, 
a favourite book, a quote,  a pebble col lected during a romantic moment on 
the beach wil l  al l  help to st ir  creativity.  A l is t  of  key words that best  describe 
the couple is  helpful .  Anything that speaks to the couple can be the start ing 
point for a unique and innovative stat ionery suite and wil l  help the designer 
deter mine colours,  papers and typefaces.  

Dis l ikes are important for the designer to understand, too. I f  certain colours 
are a turn-of f,  they should be named at the start .  Limit changes once work is 
underway, they add to costs.

For design and printing,  lead t imes should be generous.  More detai led 
designs or more extensive stat ionery suites wil l  take t ime to prepare;  di f ferent 
printing methods take longer than others.  Timing is  very important says 
samantha fray from chapel press in Melbourne. “Allow lo ts  o f  t ime,  cus tom 
des ign and l e t t e rpress  pr in t ing are  labour  in t ens iv e.  We recommend cl i en ts  v i s i t 
four  to  s ix  months  pr ior  to  the i r  wedding.  I f  the y  can suppl y  us  wi th a v i s ion  
o f  the i r  s ta t ioner y,  i t  i s  per fec t .” 

Invitat ions should be sent out s ix weeks before the wedding, even earl ier 
for overseas guests  or i f  a dest ination wedding is  being planned, so i t  i s 
imperative the designer knows the key dates.  This wil l  al low the designer to 
prepare a schedule that accommodates design, cl ient changes and printing, 
al l  within the t ime frame. 

When deter mining the print run, remember that each guest  won’t  need 
an invitat ion as many guests  wil l  be one half  of  a couple or a member of  
a family.  Work out how many invitat ions are required, this  wil l  af fect  the 
printing cost .

The number of  i tems in the suite may vary from as few as an invitat ion and 
matching envelope to a ful l  suite of  stat ionery complete with bonbonniere 
swing tags and thank you cards.  Whatever the extent of  the suite,  organise 
a priority l i s t  so expendable i tems can be deleted i f  the budget looks l ike 
blowing out.  Be prepared to l is ten to the designer’s  advice.  The designer  
has valuable experience in the design and production of  stat ionery.

The wording for al l  e lements of  the suite won’t  be required at the f ir st 
meeting with the designer,  but i t ’s  worth considering i f  i t  wi l l  be tradit ional 
or contemporary wording; this  wil l  be deter mined by the style of  wedding. 
For mal wording would look incongruous on a modern design, l ikewise 
contemporary wording doesn’t  f i t  a for mal design.

While i t  may cost  more upfront to engage profess ional services,  beauti ful 
bespoke stat ionery,  on t ime and on budget is  worth every penny.
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