
become a 
gift basket pro

Success Strategies 
ends with the 

December issue.
However, you 

can keep our great 
ideas coming...

Register for 
the new

FloralStrategies
subscription 

service,
SuperSales.

Each month you 
will receive a 
challenging 
sales test 

(and answer key) 
for your staff, 

tips to help them 
deal with every 

type of customer, 
new sales tools, 
access to our 

toll-free 
SalesHelpLine 

and much, 
much more!

Register your shop at 
floralstrategies.com 

or call us at 
800.983.8164

“How many oranges will be in that

fruit basket?” That is just one of the

questions that salespeople fear hearing

when they take orders for fruit or gour-

met baskets. But why has selling such a

simple item become a major produc-

tion, and why is it based just on price? 

“Oh, you want to send a fruit bas-

ket? They start at $35.”

Because many flower shops do

more basket business during the holi-

day season, this is a good time to re-

evaluate—and, perhaps, improve—

how you design and sell gift baskets. 

design to win
When was the last time you took a

critical look at the baskets you design?

As I hear more florists complain about

competition from grocery stores, I won-

der how they differentiate their baskets

from those of the supermarkets. 

I see shops that create simple pyra-

mids of fruit with green paper between

the pieces, shrink-wrap the finished

products and attach bows. OK, it

works, but how exciting is it? Here’s a

thought: Focus on fruit baskets more as

“designed” items and less as bulk

goods. In other words, anyone can go

to the store, buy four pounds of fruit

and stack it in a basket. A florist, how-

ever, can add creative flair. 

Try using fewer pieces of fruit and

arranging them by color and size or

even nested in the basket. Worry less

about the weight and more about mak-

ing the recipient say “Wow!” When

using a basket with a handle, snip a

long piece of ivy from a hanging plant

in the store, put the stem in a water

tube and nestle the tube inside the bas-

ket at the base of one side of the han-

dle. Wind the ivy around the handle

until you reach the other side, and tuck

the end into the weave of the basket.

Now you have added a florist’s design

touch that your customers probably

won’t get at a grocery store.

While you are thinking about bas-

kets on a basic level, when was the last

time you evaluated and/or raised your

prices? Some chronic complaints are,

“I’m barely making any money filling

incoming basket orders,” and “I have to

send someone out to shop for a $35

basket, and we are so busy today.” You

need to charge enough to cover your

costs and make a healthy profit. Update

your price lists now, before the holiday

season starts.

sell with confidence
Now let’s talk about how you sell

baskets. Does your staff revert to prices

and, even worse, automatically start at

the minimum price? 

First, here’s some phrasing to help

make taking an out-of-town order easi-

er. What customers frequently hear are

frightening statements like this: “Oh,

you want to send the basket out of

town? Well, I’m not really sure what

another florist will have since it proba-
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bly won’t be the same as ours. And

since it’s going to a big city, you’re

probably gonna have to spend more.” 

If you’ve been reading my column

all year, you know that I cringe when-

ever I hear that type of “apology sale”

being made. Simply put, any florist in

the country is going to do what you do:

fill the basket, to budget, with fruit and

gourmet items in stock or shop for the

best ones. So put a positive twist on the

scenario and tell your customers, “We’ll

work closely with the flower shop in

that town. Just like us, they’ll use their

best fresh fruit and gourmet foods to

create a wonderful basket for you.” Just

a little spin on the same idea makes all

the difference! 

Second, how do you determine how

much customers should spend? If you

sell in the old-fashioned way, saying,

“Our baskets start at … ,” you open

yourself to a barrage of questions

including, “What’s in it?” and “How

many pieces of this and that?” 

As is always my doctrine, sell by size.

Ask each customer, “How many people

would you like this basket to serve?”

Whoa! You just put that customer on a

totally different path, forcing him now

to think about how many people are

going to share this basket. He probably

is going to spend more because he

knows he needs to, not because you

have oversold him. (See the ad on Page

42 about my new SuperSales Program,

which includes a “Sell Basket by Size”

chart customized for your shop.)

Don’t wait for the customer to ask

what is going to be in the basket;

instead, make a preemptive strike that

will answer most questions. I say, “We

will use a wonderful assortment of

fresh fruit, cheese and crackers, jams

and jellies, cookies and candies, pre-

sented in a handmade basket.” That

makes most customers say, “That

sounds great!” Only when a customer

tells me that he wants to send a basket

to his kosher, diabetic, lactose-intoler-
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The Leo Uhlfelder Company - Over 100 years of 
providing the Newest and Traditional Floral Products

Kiwi Vine • River Cane •  Vine Wrapped Bamboo •  Curly Willow
Red Dogwood •   Birch Branch •  Ting Ting Twisted & Glittered

German Statice & Eucalyptus Wreaths • Preserved, Bleached Air Dried, & Glittered Gyps
Preserved & Air Dried Mosses • Dried & Glittered Caspia • Dried Roses • Broom Bloom • Statice 

Preserved Lemon Leaf (Salal) • Natural, Woodtone, Fall Mix, Natural Mix Wheats

Woodtone, Natural, Jumbo Cattails • Pine Cones, Oak Leaves, Lotus Pods
Glitter, Stardust & Ice Crystals • Honeycomb, Sieve, & Cracked Ice Ribbons

Hot & Low Melt Glue Guns & Sticks • Knives

www. Uhlfelderfloral.com
Leo Uhlfelder Company
420 Fulton Avenue, Mt Vernon, NY 10553
Ph 914-664-8701    Fax 914-664-8728

TopWeddingVendor.com
The Fastest Growing Wedding Network in the Nation

Be the ONLY florist listed in your city!
Be the exclusive florist in your area.

Sign up online today!

No re-occurring billing. No contract. No hidden fees.

BEFORE your competition does. 
$199 per year.
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ant grandmother with nut allergies do

I tell him that I will have to do some

checking on ingredients.

check in with recipients
In the July column, I talked about

making follow-up calls. They are

important for basket sales, too. For

example, if you shrink-wrap your

designs, the recipients will benefit

from calls on the days after delivery

reminding them to open and enjoy

their baskets as soon as possible. Yes,

that may sound like common sense,

but I actually have heard recipients

complaining that their unopened fruit

baskets turned into a mold farm the

following week.

Also, baskets can be more difficult

to deliver than flowers. So, a quick

follow-up call the next day may flush

out a recipient who tells you that the

basket looked like it had rolled

around and come apart in the truck

and then been put back together. A lit-

tle quality control with your delivery

drivers can go a long way.

Finally, you will sell more baskets if

you remind your customers that you

offer them. Design a beautiful fruit and

gourmet basket using empty packages

and faux fruit, and place it out on the

counter with a sign that reads, “Ask

about our Fruit and Gourmet Basket

Collection.” Good luck! n

Tim Huckabee, AIFSE, is president of Floral
Strategies, an on-site training organization for
retail florists based in New York, N.Y. For help with
improving your customer service, contact him by
phone at (800) 983-6184 or by e-mail at 
contact@floralstrategies.com, or visit
www.floralstrategies.com.

www.floralschools.com
Approved & regulated by the Division of Private

Occupational Schools, Dept. of Higher Education

WE OFFER

• Home Study Video Courses

• Day and Evening Courses

• Advanced Courses

• In-shop Consulting/Training
workshops available!

1 (800) 786-2640   (505) 884-4691
4725 Lumber Ave. NE #4
Albuquerque, NM 87109

An AIFD education partner member

OUR CURRICULUM COVERS
“Arrangements for All Occasions; 

Corsages, Funerals and Weddings”
– PLUS –

“Efficient Shop Management”
How to “Buy,” “Sell” & “Figure Markup”

TWO LOCATIONS

1 (800) 858-9854   (303) 388-7377
4800 Dahlia 

Denver, CO 80216
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350 color photos! 
200 line drawings 
and diagrams. 
8 1/2” x 11” 375 pp. $69.95
($4.00 postage; $5.57 sales tax for 
TX residents)

SAN JACINTO PUBLISHING, 4354 TAMU 
College Station, TX 77843-4354  
(800) 826-8911   Fax: (888) 617-2421 or 
order online at www.tamu.edu/upress

Creative Design
James L. Johnson 
William J. McKinley, Jr.
M. “Buddy” Benz

For a class schedule: BENZ SCHOOL
P.O. Box 9909, College Station, TX 77842 

(979) 845-3841   
aggie-horticulture.tamu.edu/benz

Benz School of 
Floral Design learn by doing
Weddings, corsages, sympathy 
tributes, party decorations, plant 
and flower care, shop management, 
arrangements for all occasions.
Director and instructor Jim Johnson
— an award-winning teacher with 
14 years experience as a flower 
shop owner. Now offering 
advanced classes.

Phil Rulloda
School of Floral Design 800-981-PHIL

www.philrulloda.com

Call for scheduled 
dates for Advanced, 

Wedding, Special
Events, Gift Baskets, 

and Silk Classes.

Phil Rulloda School of Floral 
Design offers you both Basic 

& Advanced Classes in ...
Exotics • European & Parallel Arranging

Ikebana • Contemporary Bridal & Party Designs
Exclusive Advanced Techniques 

Shop Operations • Pricing for Profit
Write or call today for free brochure.

Southern California School of Floral Design
843 S. State College #D, Anaheim, CA 92806

(714) 776-PHIL

2007 Classes
FLORAL DESIGNER:

Jan. 8-19, Feb. 26-Mar. 9, April 16-27, 
June 4-15, July 16-27, Sept. 10-21, 
Nov. 5-16

ADVANCED FLORAL DESIGNER:
Jan. 22-24, Mar. 12-14, May 21-23, 
July 30-Aug.1, Oct. 1-3

ADVANCED WEDDING:
Jan. 29-30, April 2-3, June 25-26, 
Aug. 20-21, Oct. 15-16

SPECIAL EVENTS/DÉCOR DESIGNER:
Jan. 31-Feb. 2, April 4-6, June 27-29, 
Aug. 22-24, Oct. 17-19

DESIGN FOR EXCELLENCE:
May 28-29


