
In today’s digitally obsessed culture 
where communication often occurs 
through a string of emoticons, 
hashtags, GIFs and cyberslang, two 

Central Florida stationery entrepreneurs 
believe pretty paper and handwritten 
notes are making a comeback. Betsy 
Garcia, co-founder of Bloomwolf Studio, 
and Kimberly Lawton Koon, founder of 
BenjaminPop!, note that people are yearn-
ing for days of yore  — pre-internet, when 
they took time to express their sentiments 
in handwritten notes on paper and cards 
with personality. 
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“I think that people still look for and 
love handwritten cards and paper prod-
ucts. Physical cards make communicating 
with others so much more personal and 
meaningful than simply sending a mes-
sage through a smart device or e-card,” 
shares Betsy Garcia, a self-taught artist 
who started Bloomwolf Studio in 2015 
with her boyfriend, Luis. Betsy, a double 
college major in psychology and biomedi-
cal sciences, originally planned on becom-
ing a doctor but decided to answer the 
siren call of her creative muse instead. 

Kimberly Lawton Koon, fifth generation 
member of the family that owns Lawton 
Connect, a 117-year-old Orlando printing 
company, believes stationery is making a 
comeback and this year launched her own 
company, BenjaminPop!

“We know that millennials are more 
likely to purchase more stationery prod-
ucts than either Generation Xers or baby 
boomers. Millennials, primarily women, 
are nostalgically seeking the alternative, 
tangible and increasingly rare nature of 
paper goods. A handwritten note leaves a 
lasting impression that stands out against 
our digital world,” Kimberly says.

Stationery reached its apogee in Victo-
rian England in 1839 when Queen Victoria 

instituted the Postal Reform Act, enabling 
anyone, from any social class, to send a letter 
anywhere in the country for only a penny. 
Although the Penny Post in Victorian Eng-
land is credited with popularizing the art 
of letter writing, text and email arguably 
brought about its demise. Today, the sta-
tionery industry is experiencing a cultural 
reincarnation. Although stationery no lon-
ger serves the same social purposes of the 
18th through early 20th centuries as calling 
cards of the nobility and well-mannered 
set, hyper-specific specialty cards celebrate 
distinct moments nowadays.

At the 2017 National Stationery Show 
(NSS), recently held in New York City, 
more than 800 companies exhibited their 
latest specialty paper products and intro-
duced trends including cards that celebrate 
unique moments, such as a first marathon, 
weight loss or new job. Other trends include 
pop-up cards; products with pithy sayings; 
popular motifs such as flamingos, cacti and 
lamas; designer school supplies; mono-
grammed wax seals and calligraphy sets. 

In the Leuchtturm1917 booth, a sign 
advertising journals and agendas as “The 
analog system for the digital age,” got me 
thinking: Are we weary of all this digitali-
zation in communication? Perhaps we 

Betsy Garcia

Samples from Bloomwolf Studio (above),  
and BenjaminPop! (left).
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crave the sensory experience of writing 
out to-do lists, hand-recording agendas 
and journaling daily thoughts. According 
to the National Stationery Show website: 
“There is a strong resurgence in consum-
ers’ passion for stationery and specialty 
paper products. From journals to cards to 
prints, the written word and personal sen-
timents are returning stronger than ever 
— and in new ways.” The handwritten 
word now connotes something hipster 
and retro cool, akin to marketplace come-
back of other analog relics such as the 
record player. Note how many stores now 
stock record albums again.

Bloomwolf Studio answers this rein-
vigorated market demand for stationery 
products with its line of greeting cards, 
art prints, notepads, stickers and buttons, 
all designed by Betsy. “I draw ideas from 
my surroundings and experiences. A lot 
of times, I also try to think of different sit-
uations in which I may need a card and 
base an idea off that. Other times, I get 
suggestions from customers on cards that 
they’ve always wanted to see or struggle to 
find. I love bright colors, florals and pat-
terns, so those elements are seen a lot 
throughout my work,” she explains.

Bloomwolf Studio recently launched 
its new “City Series,” a collection of more 
than 50 cards and prints with illustrations 
depicting beautiful and iconic landmarks 
from some of the most popular cities in 
the United States. “It is almost like giving 
someone a small piece of artwork, which 
helps add a special element to card giving. 
I think that as long as we can continue 
giving our customers beautiful, well-made 
products to help them share meaningful 
moments with those they love, then sta-
tionery will continue to make a come-
back,” Betsy says.

Future plans call for expanding the 

company’s offerings and introducing new 
products. “We have been asked to create 
wrapping paper, fabric, notebooks and phone 
cases, and we are really excited about poten-
tially pursuing all these ideas,” she adds.

BenjaminPop! made a noteworthy debut 
at NSS with a line of trendsetting scratch-
off cards nominated for Best New Product. 
Kimberly Lawton Koon started the sister 
company to Lawton Connect as an origi-
nal paper line that pays homage to her 
roots. “I grew up in the printing business 
and was inspired by the transformation of 
blank sheets of paper into colorful, inter-
active and vibrant products,” Kimberly 
says. The BenjaminPop! line includes foil-
stamped and scratch-off greeting cards 
and notecard sets, notepads, party place-
mat pads, journals and notebooks. 

“Having a full commercial print shop 
at our fingertips allows us to test out new 
techniques, paper and color combinations 
before settling on the right one,” says 
BenjaminPop!’s Creative Director Kelly 
Romano, who also explains the company’s 
designs draw inspiration from pop cul-
ture, textile trends and clean typography. 
“We want to continue pushing the bound-
aries of what we can create with ink and 
paper!” she adds.

Stationery and lifestyle brand Rifle 
Paper Company, based in Winter Park, 
after just five years in business landed 
itself on Inc. 5000’s list of the fastest grow-
ing companies. The company, founded in 
2009 by husband and wife team, Nathan 
and Anna Bond, creates original designs 
and collaborates with brand name part-
ners including LeSportsac, Garance Doré, 
Puffin Books, Paperless Post and Keds. 
Anna, a graphic artist, was a guest speaker 
on an informational panel at NSS, sharing 
some of her industry insight and exper-
tise garnered over the past eight years in 
business. 

Our relationship to the handwritten 
word is primal, intimate and nostalgic. An 
e-card, text or email simply can’t rival the 
thrill and novelty of receiving a handwrit-
ten letter or note in the mail. Handwritten 
sentiments communicate more than 
words; they say to the recipient that you 
care enough to take the time to pick up a 
pen and paper and communicate “old 
school style.” 

“We need more intimate and intentional 
connections, and nothing does that better 
than a personal note in a greeting card!” 
Kimberly adds.

Kelly Romano and Kimberly Lawton Koon 
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