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FROM The Editor  with Joyce Reid 

Gift Entrepreneurs began as a seed planted on one of the forums last November when 
the final issue of Rave Reviews was announced.  The idea took root, sprouted and 
evolved into what you have before you today.  It slowly evolved as we worked through 
our own busy holiday season to meet the deadline we set for ourselves.  And it will  
continue to evolve. It is a work of love created with the help of many people just like 
you.   
 
Even though Iôve published a statewide newspaper, none of us are publishers.  We 
arenôt unique, special, or different in any way. We are all owners of gift companies who 
struggle with the same daily business problems and life as you do.  When we announced 
our intentions and put out a call for help, the response was tremendous.  We couldnôt 

have done it without the contributions from all of you.  All of you who responded are responsible for what 
you see here and we thank you!  
 
Our purpose isnôt to create a gorgeous slick magazine but to create one that is easy for you to use,  
provides information that you will find valuable enough to read and even to print out and to keep.  In  
todayôs economy, producing a quality print publication is expensive and risky.  This online version is what 
we consider to be the next best thing.  

 
The reason you are in business is to make money. In  Gift Entrepreneurs, we will attempt to help you do 
just that by showing photos of designs that actually sell and printing articles to help you grow your  
business.  In each issue, we will include information for those who are just opening their doors as well as 
for those of you who are long -time veterans.   
 
This isnôt our magazine.  It is your magazine.  We invite you to submit proposals for articles, design  

photos, and even show us your workshop.  Your ideas, suggestions, feedback, and even criticism is  
welcomed and encouraged!   
 
                          

This is our gift to you.   
   Make it yours!  

 

                                    Joyce Reid  

Mission Statement:  

"Gift Entrepreneurs is dedicated to providing high quality solutions to gift retailers and vendors in the 
form of ideas for creative designs, insightful articles, and valuable resources.  

We believe in the success of gift retailers and vendors.   Our primary goal is to offer the tools necessary 
to help both new & existing entrepreneurs start, maintain, and grow their business as the world 
changes around them.   

We are committed to providing our subscribers and advertisers an online publication in a user -friendly  
format that creates positive relations and maintains credibility and integrity within the industry."  

http://www.giftbasketsupplier.com/
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Introducing. . .  
They say it takes a village to help a child.  It also takes a community to successfully put together a 
magazine that will benefit everyone in the industry, whether new or veteran, or gift company or  
vendor.  In addition to the many of you who have contributed articles, columns, photos, and more, there 
are two very special people who have been the ñwind beneath the wingsò of Gift Entrepreneurs. 
It would not have happened without them.  So take the time to email your thanks and any suggestions 
you may have to these two.  

 
 

Pam Monroe  
Gifted Basket  

San Diego, California  
 
 
 

 

The demise of both Rave Reviews and Gift Basket  
Review has created a tremendous void within our 
industry, hence the birth of Gift Entrepreneurs.  
 
As we soon learn after opening our businesses, it's 

much more than being able to create beautiful 
gifts.   It's being able to sell them!    

We envision Gift Entrepreneurs to be a collabora-
tive effort of gift designers helping each other with 
creative ideas and solving everyday problems we 
encounter in our own businesses.  

 
We encourage you all to write articles, submit  
pictures of your designs, and make suggestions as 
to how we can make Gift Entrepreneurs even bet-
ter.   Iôm thrilled to be associated with Joyce,  
Sandee and others in this endeavor.  
 
                                    Pam Monroe  
                                    info@giftedbasket.com  
                                     

There's been major shifts in the gift basket  
industry in the last few years and it isn't business 
as usual.  All of us, vendors and gift basket busi-
nesses, are searching for new markets, finding 
new resources and trying to spend less money and 
make more money,  all at the same time.  
 
Gift Entrepreneurs is the result of all these 
changes.  We recognize that no one can survive in 
a vacuum and do it all alone.  Neither can we.  We 
make no pretense to having all the answers  
but rather know that some of the hard questions 
need to be addressed and perhaps who we can 

turn to assist us, to help you.  
 
This new online magazine isn't about Joyce, Pam 
or me.  It's about you. It's about your experi-
ences, your particular take on issues, your designs 
and gifts and your opinions.  
 

It's been my extreme fortune to work with Joyce 

and Pam on this venture and the countless others 

that have supported us.  

                              Sandee Overstreet  

                              info@sandeesgiftbaskets.com  

Sandee Overstreet  
Sandeeôs Gift Baskets 

Polk City,  Iowa  

 "People become really quite remarkable when they start thinking 

that they can do things. When they believe in themselves they have 
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As I write this, I am looking out the window,  
longing for the spring - time that is just around the 
corner. There are just so many junctions we reach 
in our lives ï births, deaths, new homes, new 
cars, weddings, divorces, graduations, new jobs, 

unemployment, etc. As we approach each one, 
there are choices we have either made, or still 
need to make.  
 
With warmer temperatures, later sunsets and a 
hint of blooming, we know that spring will soon  
arrive, if for no other reason than that is simply 

what happens this time every year. Itôs climate 
driven and there arenôt too many variables that 
will ever change with that. It just sort of eases in 
and then before you know it, voila! Itôs here. 
 
Yes indeed. Another winter has come and is al-
most gone. The new season welcomes both an 

aromatic freshness and a renewal of our passion 
for life. No matter how bleak the winter has been, 
spring - time brings with it a fresh start.  
 
After what has been a disastrous time in our  
industry from late 2008 through 
much of 2009, we are looking out 

and seeing the light at the end of 
the tunnel. Whether that light is 
an oncoming train, or a hint of 
sunshine, remains to be seen.  
 
Those of us that survived to fight another day 
learned a lot of hard lessons over the last year. 

We saw Rave Reviews, that had been a great  
resource for years, cease publication, following the 
demise of Gift Basket Review. The gift industry 
community lost some of the common ground it 
had walked on for years. The fiber holding every-
one together experienced some pulling apart, but 
it did not and will not break.  
 
I see this not so much as an ending, but as a be-
ginning. People adapt . That  
simplistic little two word saying has been a truism 
from the days of Adam and Eve. Eating that old 
apple really opened up a can of worms for them 
and thus it has been down through the ages.  

 
Todayôs can of worms is a questionable economy. 
While it seemed to perk up in the fourth quarter of 
2009, is it really healthier? Was it artificially 
pumped up? Can the economy sustain a recovery 
in 2010? Can we breathe a sigh of relief and go 
back to the good old days? Can we  
afford to step back and relax?  
 
 

Thankfully, we know that we must continue to be 
vigilant. We canôt ever go back to those more  
relaxed times. As that trite saying ñSnooze and 
you loseò rears its ugly head, we know we must 
be wary as we move forward.  
 
A year ago when I spoke with customers on the 
phone, there was a common thread of despair 
among them. Almost everybody had lost hope. As 

if making a self - fulfilling  
prophecy, many of the people 

who complained most about the 
bad business climate a year ago 
are no longer with us.  They 
have closed their doors.  

 
Cynics in their cruel way, say that the thinning out 
might have been just what our industry needed. 

While it is true that there is a heavy turnover in 
the gift industry, I just cannot wish ill will on any-
one. Losing oneôs business is a traumatic life 
changing event. Too many gift businesses, in fact 
a fairly heavy percentage, close their doors every 
year. Last year with the challenging economy 
there was more attrition than normal.  

 
As the year went on though, I could sense people 
gritting their teeth and digging in. There was a 
common resolve to fight back and not let the  
economic woes win. Creative cost cutting and 
even more creative marketing kept many people 
from going over the edge.  

 
By the time the holiday buying season began,  
there was a sense of things maybe looking better, 
but there was nothing tangible to support it. Up 
and down the supply chain, decisions were made 
based on conservatism. Many people were stuck 
with excess inventory after the 2008 holiday  

season. There was a conscious effort to not have 
that happen again.  

Letôs turn ñWe canò into   
ñWe didò when we look 
back at 2010 next year! 

By Mike Nease  
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Manufacturers cut production. Distributors  
determined what inventory levels they needed 
based on pre -booking orders. Those of you that 
buy early for the holidays to get the discounts had 
no clue for the most part as to what to do. Your 
customers were waiting to see what everyone else 
was doing. It was as though the industry was 

waiting for someone to blink.  
 
The holiday season began with lackluster results 
and then surprisingly gained momentum. Your 
customers bought more than you expected and we 
distributors sold more than we thought we would. 
This created a year end dilemma for both  

manufacturers and distributors.  
  
As the holiday ended, we all smiled and said 
ñThatôs not as bad as I thought it was going to 
be.ò Our cups were not only half full, but perhaps 
even a little better than that in some cases.  
Inventory levels were under control. Most of us 

had finished stronger than we anticipated.  
 
As the calendar turned to 2010, we learned that 
we could survive. Thatôs a lesson that you cannot 
read about, or hear someone explain it. You have 
to live through it and experience it first hand.  
 

The tendency is to relax after such a pressure 
packed year as 2009. Now we have to pretend we 
have stumbled across a tempting buffet, loaded 
with fried, fatty food and tempting pastries and 
just walk past it, without looking back.  Keep  
inventories low by ordering on an as needed basis. 
Work with your vendors and distributors to make 

sure you get what you want, on a timely basis. 
When times get tough, customer service up and 
down the whole supply chain becomes critical. We 
all have to work even harder than normal to keep 
our customers happy.  
 
We need to aggressively market our businesses. 
Give your customers broader alternatives. Donôt 
sacrifice sales dollars unnecessarily by making 
them think all you have is low end merchandise. 
Always have eye catching, more expensive options 
that they can see. If they donôt know you have it, 
you will never sell it.  
 

As we embark on this new venture of producing 
an online gift industry magazine, we are breaking 
fresh ground. You will now have another resource 
to hear about new ideas, or to even contribute  
articles yourselves about something that you want 
to share. The gift industry is like an extended  
family. We can share knowledge through this  
medium, in online forums, blogs, in regional get -
togethers and in any way we can.  

 
 
 
 
 
 
 

 
 
 
 
 
 
 

 
 

As we embark on this new venture of producing 
an online gift industry magazine, we are breaking 
fresh ground. You will now have another  
resource to hear about new ideas, or to even con-
tribute articles yourselves about something that 
you want to share.  
 

The gift industry is like an extended family. We 
can share knowledge through this medium, in 
online forums, blogs, in regional get -togethers and 
in any way we can.  
 
I think itós reassuring to stop for a moment every 
day and think ɶWeóre all in this together. As we 

prepare for Motherós Day and look long range at 
our next holiday season, letós keep our positive 
outlooks. Letós remember the lessons we learned 
last year and see what new knowledge we can 
garner this year. Letós turn ɶòWe canò into ɶòWe 
didò when we look back at 2010 next year.  
 

 
 
 
 
 
 
 

 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
Mike Nease has experienced the food industry 
through the eyes of a grocery distributor, private 
label food manufacturer and for the past 12 years, 
with two ventures owned by gift industry  
veteran, Mike McKearnan ð Raisin River Fancy 
Foods and then Imperial Foods.  

 
 Mike has worn many hats, serving as both  
Controller andLogistics Manager. In addition he 
has been very involved with customer relations at 
Imperial Foods. He has extensive writing experi-
ence, having been a staff writer for Rave Reviews 
Magazine, Fantasy Football Mastermind and Fan-
tasy Insights. Mike and his wife Bonnie  
reside in West Chicago, Illinois.  
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Pot of Gold  
 

Designed by Debbie Stahmer  
Baskets By DAS Designs  -  Surprise, AZ  

 
Country Fresh Fudge, Angelinaôs Cookies &  

Almond Roca from Imperial Foods  
 

Wearing óO The Green 
St Patrickôs Day 

March 17th  

Luck of the Irish  
 

 

Designed by Sherry Dawson  
One Great Gift ð Brunswick, Georgia  

St Patrickôs Day is one of those holidays which 
tend to be regional.  Itôs a big event in some 
areas while just another day in others.  
 
But you can take advantage of this day, even if 
it is not celebrated heavily in your community, 
for marketing your own business.  Using the 
word GREEN, you can announce that your  
business is environmentally conscious (ñWeôve 
gone Greenò) or that you can save your  
customers lots of ñGreenò for a money-themed 

marketing gift.   

http://www.imperial-foods.com
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Several years ago, Taylor Made Gift Baskets was 
winding down on the holiday season.  The staff 
was very grateful that most of the product had 
been used and almost all of our containers were 
gone. And especially grateful that all of the orders 
for the favored $50 office snack basket had been 
filled and were out the door..  
 

Good News . . .Bad News  
 
Then, as frequently happens in this industry, there 
was good news and bad 
news.  
 
The good news was  
another order, even 
though it was late.  But 

the bad news for a tired 
crew, with little product 
and few containers to 
work with, was that the 
client  wanted fifty $50.00 
thank you baskets. And, 
the order needed to be 
filled in 24 hours which 
gave us no time to order 
containers.  What were 
we going to use?  
 
Earlier in the year we had 
created a gift for another  

client on silver trays. 
Time was short and other 
last -minute customers 
were  
flying in.  This client  didnôt want to be bothered 
with a container and the gable boxes, we  
usually use, would not hold the amount of  
product required. So the leftover trays from that 
previous order were pulled out and  used.  
 
At the time, we realized that this was a great  
solution to the existing problem.  What we didnôt  
realize was how much we would continue to use 
trays. Trays of different sizes, colors and shapes. 

They have ranged in price from $2.00 to $5.00 
retail.  This is a good savings for the customer, 
especially when the container is secondary.  

The foods that we stock are not only of supreme 
quality but many have impressive packaging.  As 
a result, most of our clients want designs to be 

created where the product can be seen. Towers 
have never done well for us.  We needed to come 
up with another idea for creating large numbers of 
gifts in a short period of time. Our ability to pro-
vide a quick turn around is an important  key to 
our success. So using trays has been a wonderful 
solution.  

 
The best part  is no pack-
ing is required and very 
little shred, if any, is 
used.  This is a huge  
savings of money but  
especially time!  The gifts 
created on trays  wrap  
quickly and shrink -
wrapping is a breeze.  
 
Many times we have even 
dropped the tray in the 
bag and designed the gift  

in the bag and then tied 
the top up. No picks, 
tape, or logistics to deal 
withéanother huge  
savings. The only logistic 
we use is a little tape 
when needed to stabilize 
until the gift is wrapped.  
 

 
 

The Secret to this Method  

 
Many people complain that creating tray gifts is 

difficult and time consuming.  That isnôt true if you 
know the secret to this method.  Think of it as a 
puzzle.  When you figure out the prototype that is 
perfect for this particular gift,  the rest is so  
simple.  It is simply:  Repeat, repeat, repeat.  
 
We work best with boxes and when we need 

something soft wrapped to be included, it is  
nestled between boxes. When training I always 
emphasize creating a square in your design. Both  
 

Trays. . .Trays. . .and more Trays!  
  Or How to create a Wow Presentation quickly and easily  
 

By Jimi Taylor  

Taylor Made Gift Baskets & Gifts  

Created by Jimi Taylor 
Tray from Dollar Tree, Camille Beckman Bath Products 
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of my Nancies, my treasured assistants, thought I 
had lost my mind in the beginning until they saw 
the square. When all sides are equal the design 
wraps and especially shrink -wraps beautifully.  
 
I feel this is one reason designers do not like to 
shrink -wrap. We can all design something  

beautiful for a pictureébut now, knowing this  
simple secretéanyone can wrap or shrink the  
design and make it look good!!  This is also one 
reason why we have started using less enhance-
ments and ñStuffò hanging out of the basket. 
These may look good on the shelf and in pictures 
but it is more important that the gift looks good 

after UPS, Federal Express, or a Courier delivers it 
for you.  
 

The Final Touches  
 
Our finishing touches eliminate so many steps and 

saves money and time. The combination of beauti-
ful bows, printed cello, and other enhancements 
gives a WOW presentation that has given us a 
reputation in our market. Never think the extra 
details do not matter. They do matter!  This is the 
one step that can make you stand out above all 
others!!!  We often wrap the Spa Trays in tulle 

which gives a very elegant and different appear-
ance. Men love the look.  
 
Everyone can design. Discover what makes your 
look special and appealing and it will create your 
reputation.  
 
Many containers can be described as a tray. Get 
out of your box and find something unique. The 
designs shown are actual orders that have sold for 
us and are not prepared just for a prototype.  
 

Design by Jimi Taylor  
Fall Charger Burton & Burton, Big Steer  

Enterprises, Namôs Bits, Ravenôs Mulling Spices, 
Wind Willow Dips, Brent & Samôs, Peters Import 

 

Jimi Taylor, owner of Taylor Made Gift Baskets, 
Gifts, and Flowers began her business as home 
based producing only gift baskets. Detail, superior 
quality and exceptional customer service in the  
beginning was the focus and continues to be the 
key ingredient for expansion and growth. Now  

located in a retail location in Lilburn, Georgia, she 
offers a variety of gifts and a full floral service with 
her mainstay of gift baskets. Jimi's unique,  
sellable, and award -winning designs are  featured in 
trade magazines, newspaper articles and TV.  
 
Jimi has 22 years experience in the industry and 

has seen it all. She has taught classes at the Fancy 
Food Show in New York, The Gifts Marts in Atlanta, 
Orlando, and Los Angeles, Instructor for Gift Basket 
University in Atlanta, and on the teaching team for 
Rave Reviews Convention in Orlando, Las Vegas 
and Atlanta.  
 

She also teaches classes in her shop. Her newest 
adventure is designing gift baskets for catalogues 
showcasing vendor products.  
 
Taylor Made Gift Baskets, Gifts & Flowers  
4838 Lawrenceville Hwy, Suite A  
Lilburn GA 30047  

770 -935 -1602  
www.taylormadebaskets.com 

Designed by Jimi Taylor  
Cheese Board from Picnic Time  

http://www.taylormadebaskets.com
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Design by Jimi Taylor  
Charger by Burton & Burton, Wreath from Wildflower,  

Camille Beckman Bath Products  

Design by Jimi Taylor  
Tray purchased locally.  Products by Mascot  

Pecans, Byrd Cookie Company, Savannah Cookie Company, Dillons  

and still more trays. . .  
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Relationships.  Itôs ALL  about relationships.   
 
Whether weôre talking about the personality of 
your website and how enticing it is to guests or 
how engaging your written marketing materials 
are, building business is about forming a bond 

with prospects.  The trick is to convert them to 
clients AND then to keep them.  No small task.  
 

This six -part series of articles will tackle full  
frontal, in -person networking opportunities to  
generate business.  In this impersonal world of 
text messages, email, voice mail, instant messen-
ger, blogs, Facebook, Twitter, LinkedIn and what-
ever I missed, THIS will be about face -to - face 
contacts.  In the most affectionate way, I will  
address two groups of business owners I will dub 
ñnewbiesò and ñold-timersò.  Please donôt take  
offense!  I just want to be able to offer tips and 
strategies to those newly on the scene 

as well as to those who have been 
successful for years.   
 

Networking is a highly effective way 
for newbies to jumpstart getting  
corporate connections and for old -
timers to catapult corporate contacts 

to a whole new level.  Todayôs article 
is about the preparation required  
BEFORE going to an event.  
 

Before the Event  
 

Contrary to common behavior, the  
person who collects the most business cards at an 
event isnôt ñthe winner.ò  Iôd argue strenuously 
that quality beats quantity any day of the week.  
So letôs talk about what you do before you get into 
your car so that the event makes you a winner.  
Planning prevents you from becoming tongue - tied, 

reduces stress and increases the results desired.  
 

Setting goals for each and every event is a must.  
Newbies, know your personality style.  If you are 
shy, set a goal of meeting ONE promising pros-
pect.  Thinking youôll come home with a dozen 
sets yourself up to fail.  Be realistic.  Go with a 

friend if having someone next to you helping 
break the ice will relax you.  We sell fun things 

and frequently need to do the impossible at the 
last minute.  People need to perceive us as being 
able to handle that.  If youôre a more outgoing, 
bubbly type, then by all means aim for higheré
maybe 3 -5 significant contacts.  
 

Another great way for newbies to be more relaxed 
at events is to go with something in mind that you 
need.  Maybe a source for a service or product, 
maybe a specific person youôd like to be intro-
duced to.  This is a great way to position yourself 
because if you need a cleaning service, for  
example, you could use that as your conversation 

starter.  ñWho do you know who might be able to 
help me out on this?ò  It sets you up as someone 
who wants to GIVE and not just attend to try to 
GET. 
 
Go empty -handed if this is your first time with this  
particular group.  Showing up with a basket in tow 

makes you look like youôre just there to 
sell.  Donôt go empty-minded, just empty
-handed!  Part of setting your goals 
ahead of time is planning how youôll in-
troduce yourself.  Be prepared.  
 

Old - timers, your goals will be more  

specific.  Youôve been ñworking the 
roomò for a while and undoubtedly know 
many of the attendees.  For you, Iôd sug-
gest going with one of your stronger net-
working buddies who knows people you 
donôt and vice versa.  Being able to do 
mutual introductions (which almost al-

ways should turn into mutual endorse-
ments and testimonials) is an incredibly powerful 
strategy.  Imagine how awesome it is to have 
someone else rave about you while you just stand 
there and smile!  Be sure to reciprocate and the 
event can ONLY be a huge success.  Youôll be  
collecting cards from people who want to know 

more.  
 

Next strategy for you is to spend time ahead of 

the event getting a solid referral or introduction in 

mind that youôll be able to pass along on the spot.  

Know someone unhappy with their accountant?   

Imagine how well youôll be received if, after being  

                                          

                                      Continued on Page 12  

 

 

 

 

 

 

 

Networking Connections 
By Cheryl Pliskin 

 

Cheryl  
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introduced to the CPA in the room, youôre able to 
provide an immediate name and number of a  
potential client for them!  
 

Include Something New  

 

Finally, your planning should include something 
new in your commercial.  The goal is to stretch 
peopleôs thinking.  Go with a new product to men-
tion, a new use for a service you already offer, 
etc.  Be specific and always, always include a  

request for a referral in your commercial.  

 

 
 
 

Networking Connections ð Continued from Page 11  Now that your goals are all set, the jitters are 
dealt with and you are armed with strategies itôs 
time to head to the event.  But what to do next is 
for another article.  
 
 
 

 
Cheryl Pliskin is CEO and owner of Jest Notes & 

Baskets.  Her 19 year old company has grown 

from 6 -350+ active corporate clients totally via 

networking and referrals.  She can be reached at 

cheryl@jestnotes.com  with questions. Watch for 

the next edition of this series in the next issue of  

Gift Entrepreneurs.  

http://www.imperial-foods.com/
mailto:cheryl@jestnotes.com
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Spring is the time for New Beginnings  

Easter is only part of the Season  

 

Easter Spring Chick  
By Pat Karsten ðKarsten Baskets ðOconomowoc, Wisconsin  

Itôs hard to compete with either the cheap Easter  
baskets on the shelf in just about every store or 
the parents who enjoy putting together their own.  
But the Easter season can be profitable if you 
think creatively.  
 
Celebrated as a religious holiday by some, Easter 
and springtime are the time for new beginnings.  
Bulbs are sprouting from the ground and trees are 
shedding their drab winter coats as buds begin to 
open.  The birth of baby chicks, lambs, and other 

animals announce the beginning of another  
season.  Easter is one day but springtime has a 

longer timespan.  Even if you canôt and wouldnôt 
want to compete with the $10 to $15 Easter  
baskets, there are still parents and grandparents 
who are willing to pay a bit more for a quality 
product for their youngsters. Easter baskets in the 
$25 to $30 range can be cute, fun, upscale  
creations for kids.   
 
But donôt forget others on gift lists.  Parents send 
Easter baskets to their college kids.  Sweethearts 
are even potential customers. A demand for  

centerpieces and hostess gifts can also be created 
with suggestions from you.  
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For a Very Special Easter Girl or Boy  
Any lucky girl or boy would love to wake up to find one of these Easter baskets on their front porch just 

Designs by James Hartier ðTwisted Basket ðGreer, South Carolina  

Design by Joyce Reid  
Creative Gifts To Go ðFlagstaff, Arizona  Design by Berlee McEwen  

Berlees Fancies ðAlbany, Oregon  
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Easter Sweets  
Designed by Debbie Stahmer  
DAS Designs ðSurprise, AZ  

Easter Gourmet  
Designed by Pat Karsten  

Karsten Baskets ðOconomowoc, Wisconsin  

Here Comes Peter Cottontail  
Easter Design by Rae Hunter  

Beyond Baskets ðChicago Illinois  
Easter Design by Mary OôRourke 

Baskets on Occasion ðEagan, Minnesota  



 

 

Gift Entrepreneurs Magazine 16 

According to www.diabetes.org , 23.6 million  
people in the United States (8% of the total  
population) are diabetic. The prevalence of  
diabetes increased 13.5% from 2005 -2007. Only 
24% of diabetes is undiagnosed, down from 30% 
in 2005 and from 50% ten years ago.  
 
With these kinds of statistics, just about everyone 
knows someone who suffers from diabetes.  
 
It's also important to know that there are two  

major types of diabetes: Type 1 and Type 2:  
Type 1 diabetes is an autoimmune disorder while 
Type 2 is a metabolic disorder.  Type 1 diabetics 
must use insulin but Type 2 diabetics may or may 
not use insulin.  
 

It's not just "sugar free"  

 
It used to be referred to as "sugar diabetes"    
because people thought that too much sugar 
caused diabetes.   Actually,  carbohydrates are the 
culprits because carbs turn to blood sugar and the 
blood sugar is what diabetics are most concerned 
about controlling.   But no carbs is not the answer 

either as there are good carbs and bad ones for 
the diabetic.   People who have diabetes learn to 
count the number of carbohydrates eaten at each 
meal as well as choosing those which raise the 
blood sugar more slowly.  
 
Giving a diabetic a gift basket full of healthy foods 
is much more important than just  
providing "sugar free" candies and cookies.  
 
Sandee Overstreet of Sandeeôs Gift Baskets in Polk 
City, IA and a diabetic herself says ñIf someone is 
looking to develop a diabetic food line without 
having to add sugar free products, then I think 

low carb foods will work.ò   
 
Sandee goes on to say, ñYes, some of the items I 
recommend are probably high in fat but some of 
that fat is the ógood fat.ô Just from my own  
personal experience, I still eat low carb, pay no 
attention to fat or calories. All my lab numbers are 
excellent. I managed to drop almost 90 pounds in 
less than 2 years eating this way and haven't 
gained it back. I have Type 2 diabetes.ò 

 

 

Diabetic Gift Baskets  

A Niche Worth Considering  

by Pam Monroe  

Most of us have some foods already on our 
shelves that can be incorporated into a diabetic 
gift basket.   ñIf you don't have a lot of time when 
reading labels, simply read the label and look at 
the total number of carbohydrates in a food.ò  

according to www.diabetics.org .   "The total  
carbohydrate count includes starch, fiber, sugar, 
and sugar alcohols.  It is more helpful to check the 
total carbohydrate count because it includes both 
sugar and starch. If you only look at the sugar 
content, you are not accounting for the starch in a 
food."  
 
Some food items that work well in diabetic gift 
baskets are:  
       * cheese                        *sausage  
       * mustard                         *salmon  
       * almonds                          *olive oil  
       * pickles                  *olives  

       * tapenades                       *whole fruit  
       * gourmet vinegar        *maybe one sugar -         
      free candy or cookie  

        
    
 
 

 
 
 

Gourmet Diabetic Gift Basket  

Created by Pam Monroe  
Gifted Basket ðSan Diego, California  

http://www.diabetes.org/
http://www.diabetics.org/
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With so many people affected by diabetes, the 
American Diabetes Association has compiled  
diabetes statistics on the impact of the disease 
and its complications. For just about everything 
you want to know about Diabetes, contact the 
American Diabetes Association at 
www.diabetes.org . Their website covers Type 1 

and Type 2 Diabetes, Gestational Diabetes, Pre -
Diabetes, Diabetes Risk Test and much more.  

Diabetes is on the rise.   This is a niche market 
that might be worth considering as a part of your 
gift and gift basket offerings.  
 
___________________  
 
Pam Monroe is a multi award winning gift basket  
designer, author of several articles on the business of gift 
baskets, and owner of A Gifted Basket and Cesta Gifts 
Baskets.  She opened her gift basket business in 1989 
and is located San Diego, CA.  Pam runs her business, 
Gift Productions, Inc, along with her husband, Sandy, and  
daughter Amy. 

ñThe key is that they (gift baskets) are mostly 
purchased by those who mean well and think that 
diabetes is about ótable sugarô rather than an issue 
with óBlood sugarô ," says Tina Fermin of TD Gift 
Solutions in Riverton, UT.    In reality if itôs not a 
protein, itôs a carbohydrate and all carbs turn into 
óblood sugarô in some form.ò            

 
ñDiabetics are concerned with carbohydrates that 
make our blood sugar go up or down. Some 
cheeses and nuts can be high in fats. When  
planning out my baskets I have even had the  
vendor provide me with the nutrient list of a  
product I am interested in. For example with the 

Mille Lacs cheese tins: 4 grams of carbs per  
serving, 4g of protein and 4g of fat with 3.5  
servings per tin. Not too bad on the carb side  
because even if one threw caution to the wind and 
ate the entire tin they would have maybe 12g of 
carbs total, which would be just shy of 15 grams 
(which is equal to one carb serving).ò 

 

An option other than food products...  

 
Uncontrolled diabetes can lead to many other 
problems as well.   One out of every five diabetics 
who enters the hospital does so because of foot 
problems. Often, it's due to diabetic foot ulcers.  

 
Proper foot care and avoiding diabetic foot ulcers 
is imperative for diabetics. Therefore, you might 
suggest a pampering foot care basket.  
 
Although a foot bath for soaking sounds like a 
great idea to use as a ócontainerô instead of a  

typical basket, diabetics are discouraged from 
soaking their feet so it is recommended that they 
not be used.   You should also avoid pedicure tools.  
Homespun Naturals has a line of very gentle foot 
products called ñHappy Feet Spa.ò  The line in-
cludes boxed soap, salve, foot spray, foot lotion, 
powder and foot soak and can be found at  

http://www.homespunsoap.com/Foot.html  
 

 
Besides foot care products, this is your chance to 
get creative and include other pampering ñfeel 
goodò type products.  Some suggestions include: 
 

*a beautiful journal   *picture frame  
*soft washcloth   *very soft towel  
*back massager   *stress ball  
*food diary    *thermal socks  
*warm gloves             *soft nail brush  
*foot or hand lotion   *light for bed reading  
*music CD or DVD              *inspirational book  
*slippers with protective soles  

 
 
 

 
 

Foot Pampering Special  
By Pam Monroe  

Products by Homespun Naturals  
Suggested Retail Price: $94.95  

Diabetes Facts:  
1.  All minorities, except Alaska Natives, have a preva-

lence of type 2 diabetes that is two - to -six times 
greater than that of the white population.  

2.  Diabetes can affect nearly every organ system of 
the body.  

3.  Diabetes is the leading cause of blindness, end -
stage renal disease, lower - limb amputation, and 
cardiovascular, cerebrovascular, and peripheral 

vascular diseases.  

http://www.diabetes.org/
http://www.homespunsoap.com/Foot.htm
http://www.homespunsoap.com/
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Diabetic Delight 
By James Hartier ðTwisted Basket  

Retail Price: $18.50  

Diabetic Special 
By James Hartier ðTwisted Basket  

Retail Price: $125.00  

Diabetic Get Well Gift Basket 
by Ann Powell ðTaylor Made for You  

Retail Price $42.00  

Diabetic Surprise 
By Sherry DawsonðOne Great Gift 

Retail Price $40.00 
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Presenting at the Presentation  

Strategies That Work  
 
Here are some effective marketing tools and 
strategies that I use during my presentations that 
have successfully worked for me to close the sale 
and keep them coming back for more!  
 
Now that you got your foot in the door, here is 
what you need to bring.  Do you have pictures?  
Do you have a brochure?  Do you have a website 
that your potential client can look at?  

 
Even if you do have a website, you NEED to have 
them see you in person.  Explain that you will only 
take ten minutes of their time and then be sure to 
do just that!  If they ask you questions and have 
you stay longer, then that is a real plus.  But ask 
for permission for that extra time.  Make them tell 

you itôs okay to stay longer. 
 
If you donôt have a website, or a printed color  
brochure, but you do have pictureséput your  
pictures on a CD.  But be sure you show pictures  
 that would be appropriate for your particular  
client.   Be sure to bring along at least two of the 

designs featured on the CD, so that your client 
can see the actual size of the gift basket.  
 
Put a custom label on your CD.  A thumbnail  
picture of your best design, or appropriate design 
for their company should be on the label, along 
with the name of your business and phone  

number.  
 
I also bring my full color presentation portfolio, 
should they desire to see other creative designs 
for all occasions.  If I truly feel that this is a  
company that I want to do business with and 
know that the potential is great, I will also leave a 

mini or rather thin portfolio featuring corporate 
gift giving for the entire year.  
 

Make Sure They Keep Your Materials  
   
Through the years, I learned of a technique that I 
use to create something to leave behind with a 
potential corporate client.  And I want to say that 
it truly works!  Many times you might  send a  

 
brochure to someone and it ends up being stuffed 
in a drawer, misplaced, or even filed away in the 
trash basket.   
 
One way to make sure that this never happens 
again is to plan ahead.  On your presentation  

appointment, take along a hanging file folder, with 
your gift basket company name and telephone 
number on the tab.  Inside, place another folder 
(manila) or the report folders like the type you did 
reports for school with pockets inside.  Place a  
letter of introduction, CD, any type of articles on 
your company, and place a package of cookies, 

and a cocoa or coffee package inside the folder.   
 
You will also want to mention if you offer promo-
tional items such as clocks, calculators or coffee 
mugs.  Businesses love to see their name on  
anything and everything.  If you can imprint  
ribbon with their name and logo and use it on one 

of your designs, the client can identify with your 
gift giving program and can visualize how you can 
provide a valuable service to them.  
 

Donôt Forget to Follow Up 
 
Be sure to follow up the following day with a thank 

you note.  If you donôt hear from them within a 
week, call and ask them how you can be of service 
to them.  Again, donôt be afraid to ask for the  
order!  Sometimes, they are thinking about calling 
you, but havenôt scheduled the time, so your call 
might be the perfect time to get the order!  

 

 
 

 

 
Vivian Shiffman, owner of Creative Gift Basket 
Services,  has been delivering smiles since 1974.  
A multi award winning gift basket designer, Vivian 
won the Gift Basket Designer of the Year title in 
2001.  She has taught local gift basket courses at 
community colleges and has been an instructor at 
Jubilee, The Basket Connection, NASFT Fancy 
Food Shows, and gift basket seminars at several 
Gift Marts and Gift Conventions across the United 

States.  Offering gift basket training manuals and 
consultation, Vivian has also been featured in En-
trepreneur Magazine and included in their top 500, 
400 and 100 business opportunities, where she 
helped launch other successful gift basket design-
ers with their own businesses.  Her website is 
www.basketqueen.com    and she can be reached 
by e -mail at vivian@basketqueen.com  

http://www.basketqueen.com/
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http://www.giftbasketprofessional.com/
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Administrative Professionalôs Day 

Most of us are as confused as our customers are 
about what to call the holiday that was created 
over fifty years ago to recognize secretaries.   
 
ñNational Secretaries Weekò, first celebrated in 
June 1952, was moved to the last full week in 
April in 1955.  The holiday was established by the 
National Secretaries Association (now known as 
the International Association of Administrative 
Professionals) in conjunction with public relations 
executive Harry Klemfuss and a consortium of  
office product manufacturers.  The purpose was  
to recognize secretaries for their workplace  
contributions as well as to attract more people to 

secretarial careers.  The holiday has evolved 
through the years in order to keep pace with 
changing work titles and expanding responsibilities 

of todayôs business workforce.  The name was offi-
cially changed to Administrative Professionals Day 
and Week in 2002.  
 
According to statistics from the U.S. Dept of  
Labor, there are more than 4.1 million secretaries 
and administrative assistants working in the U.S. 
today and 8.98 million working in other various 
administrative support roles.  More than 475,000 
administrative professionals are employed in  
Canada.   
 
The name changes have only added to the  
confusion but savvy gift basket professionals have 

learned what florists have known for years.  Next 
to Christmas and Motherôs Day , it is one of the 
biggest moneymaking holidays of the year.  

Design by Jimi Taylor ð Taylor Made Gift Baskets, Gifts & Flowers ðLilburn, Georgia  
 

Administrative Professionals Week is the third week in April  

Administrative Professionals Day is Wednesday, April 21  

 

The New Administrative Professional  
 

By Lynn Rogers  
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The administrative professional of today is very 
different from the secretary of the past.  Instead 
of primarily taking dictation, getting coffee, and 
greeting visitors, the new office requires the  
assistants of today to be savvy team players, 
travel agents, event planners, logistics coordina-
tors and referees.  Also gone are the traditional 

gifts executives once lavished upon their  
assistants like flowers and candy.   
 
So what should gift retailers offers for this new 
age dynamo?  The new assistant requires you to  
think outside of the traditional gift basket design 
and expand your services to less conventional  

giving.  Here are a few suggestions:   
 

Lunch Is On Me!  
 
Treating their assistant to lunch is still a popular 
gift choice but hectic schedules and demanding 
deadlines often make that impossible.  You have 
the opportunity to offer them a unique as well as 
eco- friendly alternative.  Create an elegant lunch 
using your selection of delicious gourmet treats.  
But instead of a traditional basket, why not use a 
fashion lunch bag as a base instead? Both Lady 
Jayne Ltd and Burton & Burton have a beautiful 
selection of bags.  Offer the service of adding a 

gift card to the assistantôs favorite restaurant  as a 
bonus.  
 
 

Noteworthy Praise  

The modern assistant loves gifts that are beautiful 
as well as practical.  Why not offer your customer 
the opportunity to spice up the assistantôs day 
with a selection of beautiful notepads, pens or  
stationery gifts?   There are many vendors in our 
industry that offer the perfect solution for this 
type of gift including Brownlow , Burton & Burton 
and WellSpring Gifts, just to name a few.  

Personalized just for you!  

Now would be a great time to connect with an em-
broidery company in your area.  Sitting down and 
working out a wholesale arrangement with a local  
embroiderer will give you the flexibility to offer 

personalized gifts items like cosmetic and tote 
bags for the assistant that has everything! 
Pendergrass Inc is a great place to get quality 
products with low minimums and affordable  
pricing.  
 
Whatever your client chooses, remind them that 
gifts that show thought and effort are always  
better than something that feels hastily  

purchased.  While the temptation to give a gift 
certificate or the traditional cards and flowers 
might be strong, remind them that a gift custom 
designed specifically for their assistant really  
demonstrates how much they appreciate their  
assistantôs dedication and hard work. When  
accompanied by a handwritten note, their gesture 

will be appreciated. Everyone likes to be  
recognized for hard work.  
 

Statistical Source:  http://www.iaap -hq.org  

Lynn Rogers (a.k.a. The Gift Diva) is president of 
Mini Masterpieces.  Her company has created gifts 
for everyone; from Fortune 500 companies to  
major political figures and high profile celebrities! 
Lynn has more than a decade of extensive  
business to business relationship marketing and 
meeting planning experience in a variety of  
industries including consulting, healthcare,  
publishing and telecommunications. Lynn has 

been featured in both regional and national  
publications including Potentials Magazine; KNOW 
Atlanta, and The Gwinnett Business Journal. She 
also writes a monthly newsletter, The Gift Buzz, in 
which she shares marketing tips, new product 
finds and vendor news.   
 

 

 

A box of chocolates or Belgium Truffles topped 
with imprinted ribbon makes an elegant gift for 
either a male or female administrative assistant.  

Design by Joyce Reid  
Cost $6 Suggested Retail $19.95  

http://www.iaap-hq.org/
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Time Began in a  

Garden  

 
This cheerful gift created in a decorated 
watering can will brighten up the desk in 

any office on Administrative Professsionals 
Day.  

 
Design by Berlee McEwen  

Berleeôs FanciesðAlbany, Oregon  

A Sunny Day for a  

Special Administrative  

Assistant  
 
 
Any employee would love to find this gift waiting on 
her desk.  This is a perfect idea to present to that 
boss who thinks that ñflowers is the only gift to give.ò 
 

Design by  
Pat Karsten ðKarsten Baskets  

Oconomowoc, Wisconsin  


