
Jerome Raska, AAF, 
AIFD, PFCI, CAFA, CF

Year Inducted into  
PFCI: 1994

Tommy Bright Award 
recipient: 2013
Jerome is co-owner of 
Blumz by...JRDesigns, 
two retail floral and event operations in metro 
Detroit, and previously was general manager of 
a high volume multi-location floral operation. 
With more than 25 years of floral industry 
experience, Jerome is a sought-after speaker 
who shares his design and business experience 
with florists, suppliers and the general public 
as a consultant and Teleflora Education 
Specialist. Jerome keeps audiences across the 
United States and Canada on the edge of their 
seats with his lively presentations, creativity, 
intelligence and warm, outgoing personality. His 
presentations entertain and educate audiences 
on all levels of the industry, from small loading 
docks of wholesale florists to the main stage of 
the AIFD National Symposium. 

Jerome chaired PFCI from 2009-2011. During 
those years, 21 speakers achieved the PFCI 
designation and 11 more the following year. His 
leadership helped raise the visibility of the Sylvia 
Cup Design Competition, and his presentations 
at the SAF convention’s Premier Products Show-
case were highly anticipated. 

He also has held leadership positions with AIFD, 
the International Special Events Society, Teleflora’s 
Michigan Unit and the Michigan Floral Associa-
tion, where he served two terms as president. 
Jerome has received many awards and accolades 
for his innovative work, including the National 
Alliance of Floral Associations’ Designer of the Year 
designation. His highly regarded designs, stories 
and advice have appeared in Floral Management, 
Florists’ Review, Flowers& and Michigan Florist, 
among other publications. Jerome is a leader 
within his community, serving on myriad commit-
tees and organizational boards.

Frankie Shelton, 
AAF, AIFD, PFCI

Year inducted into 
PFCI: 1967

Tommy Bright 
Award recipient: 
1989
Frankie is an inter-
nationally known designer, teacher and 
commentator. For four separate years 
under three presidential administrations, 
she was selected as a White House deco-
rator at Christmas. She was a decorator 
for the Vice Presidential home in 1985 
and was chairperson of the Inaugural 
Design teams in 1985 and 1989. She is a 
past AIFD president. Prominent among 
her awards are: Distinguished Services 
to the Industry, Distinguished Service 
to AIFD, Fellow of the Institute with life 
membership, AIFD South Central Life-
time Achievement, Tommy Bright Award, 
and the Florida Hall of Fame Award for 
Distinguished Service to the Industry. 
She was one of the contributing authors 
to the AIFD Guide to Floral Design and 
The Book of Floral Terminology. 

Frankie owned and operated a retail flo-
ral business for 18 years, which she sold 
in 1977. She continued a busy career 
as Educational Director of the Shelton-
White School of Floral Design, which 
closed after 38 years. 

Highly motivated and dedicated to shar-
ing knowledge and experience with oth-
ers in a warm and enthusiastic manner, 
she has traveled extensively throughout 
the United States, Canada, South Africa, 
Mexico and England. Frankie continues 
to be excited about flowers, florists and 
the floral industry. 

Marlin Hargrove, 
AIFD, PFCI 

Year Inducted into 
PFCI: 2001
With over 35 years 
experience, Marlin 
has established 
himself as an influ-
ential leader in the floral industry. He is a 
graduate of Georgia Southern University, 
with a B.B.A. in marketing and received 
formal design training through com-
pleting the curriculum of both Shelton 
School of Floral Design and Phil Rulloda’s 
advanced studies. 

In addition to his years in the retail sec-
tor, his career is well rounded, having 
held management and design positions 
on both the wholesale and manufactur-
ing levels of the industry. This exposure 
led to many opportunities from person-
nel management to visual merchandis-
ing and product promotion. Currently, 
he is a design consultant for the Pete 
Garcia Co., working in product develop-
ment and showroom display. 

Capitalizing on his varied experience he 
brings to the table a realistic perspec-
tive balancing the constantly changing 
world market with the challenges that 
face today’s floral artisans. As an active 
member of AIFD and member of the 
PFCI Board of Trustees, Marlin maintains 
a busy schedule traveling and shar-
ing his passion for flowers through his 
unique style and candor.
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Derek C. Woodruff, 
AIFD, PFCI, CF

Year inducted into 
PFCI: 2014
Derek started his 
business, Floral Un-
derground, in 2008, 
in Traverse City, Mich. 
He began designing at 16 and studied the 
craft at the Jackson Area Career Center, 
Lansing Community College and Michigan 
State University before earning profes-
sional certifications from the American 
Institute of Floral Designers (AIFD, CFD) and 
the Michigan Floral Association (CF). 

Derek is a captivating speaker who finds 
particular joy in helping audiences find 
inventive ways to use new and existing 
products. As a member of the Syndicate 
Sales Retail Advisory Committee, Derek 
has a “big picture” perspective on industry 
trends, and how florists can make the best 
practical and artistic use of materials. He 
frequently presents — in person and online 
— on all aspects of floral design, including 
holiday arrangements, special events and 
technical skills, to community and industry 
groups. Derek co-hosts a floral design web 
series produced by Syndicate Sales and was 
a finalist on “The Arrangement,” a reality 
floral design competition show. 

He has won numerous awards within 
the industry, including the MFA’s Chuck 
Bannow Award, MFA Designer of the 
Year, twice, AIFD’s Bobbi Cup, twice and 
First Runner-Up in the Sylvia Cup Design 
Competition.

Julie Poeltler AIFD, 
PFCI, IMF, CAFA

Year inducted into 
PFCI: 2010
Julie is an accom-
plished floral designer 
who has over 30 years 
of experience and 
has been the owner and operator of Julie’s 
Fountain of Flowers in Lone Tree, Iowa since 
1980. She is a member of the American 
Institute of Floral Designers (AIFD), Profes-
sional Floral Communicators-International 
Board of Trustees, and is an Iowa Master 
Florist (IMF).

Julie is well known and respected as an art-
ist on the national floral industry scene as 
well. She has served on the National Board 
of Directors for AIFD and her skills and 
talents were utilized in product develop-
ment as an OASIS Floral Products Design 
Director for more than 10 years. Her artistic 
creations have been featured several times 
in the national publication Flowers&. Since 
2008, Julie has been a member of Teleflora’s 
acclaimed Education Specialist team. Her 
professional style is a pleasant combina-
tion of the teachings of the elements and 
principles of floral design incorporated into 
entertaining stories of her experiences with 
flowers.

Julie graduated from Kirkwood College 
in Cedar Rapids, Iowa, majoring in floral 
design. She has designed for a number of 
prestigious events including the Tour-
nament of Roses Parade in Pasadena, 
California and the Academy Awards in Los 
Angeles. In addition, she has been honored 
to share her creations in Washington, DC 
for Presidential Inaugurations.

J. Robbin Yelverton, 
AAF, AIFD, PFCI, CF

Year inducted into 
PFCI: 1997
Robbin is co-owner 
of Blumz by...JRDe-
signs Floral & Event 
Professionals in metro 
Detroit as well as a floral designer and 
educator. The National Alliance of Floral 
Associations, Mississippi Florist Associa-
tion and Michigan Floral Association have 
recognized Robbin with Designer of the 
Year accolades. 

Robbin shares his business and social 
media advice and award-winning design 
talents through the AIFD National Sym-
posium, regional and state floral trade 
associations as well as wholesale and retail 
audiences, and consumers through SAF’s 
aboutflowersblog.com. 

He serves on the PFCI Board of Trustees, 
and is a member of the American Institute 
of Floral Designers and is a Michigan Certi-
fied Florist. A Southern gentleman, Robbin 
holds a Masters of Science degree in 
Ornamental Horticulture from Mississippi 
State University, but his first teachers were 
his grandmothers, who shared their love of 
African violets and planted the seeds for a 
career that continues to bloom.
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What was your most memorable 
opening — or the most memorable 
opening you’ve seen?

Frankie
“Silk Show” in Las Vegas. I was asked to give 
the keynote address. After hours of prepa-
ration, I felt confident that I could give a 
memorable speech. Two weeks before the 
event, I was advised that the audience would 
include wholesalers, manufactures and 
florists. I had prepared a speech targeted to 
florists. I had overlooked a major point in 
preparing the speech — YOU MUST KNOW 
YOUR AUDIENCE. In the end, the speech was 
a success, and I received high marks.

Jerome
I prefer stages pre set with simple additions 
throughout the presentation; this keeps 
the emphasis on the presentation and not 
all the moving parts! Opening lines that 
are a call to action, such as “How are you 
currently making money on weddings?” 
seem to always command attention 
and pique interest right from the beginning!

Marlin
I am honest and have no problem getting 
real with my audience. I have had the most 
success by introducing myself, revealing 
the series of alarming circumstances I have 
encountered, and then wrapping it up with 
a rewarding solution: “Hello, I am Marlin 
Hargrove, I am one of you. I am a designer that 
wants to learn more. I have been an employee, 
a shop owner, and even lied about my skills to 
get my first floral job. I have washed buckets, 
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delivered flowers and even won awards for 
design. I have survived two house fires, battled 
cancer, and conquered addictions that almost 
cost me my life. I live a life of sobriety and even 
kicked the nicotine. I tell you all this for one 
reason. I am here on this earth for a purpose 
— and that is to share my floral experiences 
and passion for beauty with all of you.” 

While this may seem a little unconventional 
or uncomfortable, it works: As the train 
wreck unfolds, I am grabbing their attention 
while allowing them to feel and experience 
my flaws. This makes me relatable and ap-
proachable. It allows the audience to feel 
like I am a regular guy that just happens to 
be on stage. From that point, they know 
everything about me, so the rest of the 
presentation is smooth sailing.

Derek
There is nothing like an opening number! 
Coming from a theater background, the 
most memorable openings in a program, of 
my own or a program of another, is some-
thing that is high-energy and attention 
grabbing. Keep in mind, you also have to 
make it informational and educational. The 
audience wants to know who you are, but it 
doesn’t have to be cookie-cutter.

What was your worst speaking experi-
ence? How did you overcome it? How 
did it change you moving forward?

Frankie
Early in my experience, I didn’t realize 
the importance of planning the show — 
organize the stage and table for display; 

test the microphone, and lighting; and talk 
to the people that would be carrying the 
finished designs to the display area. I had 
not done these things, and the show was 
not a success. This never happened again.

Jerome
Most challenging speaking experi-
ences are when you have an audience that 
doesn’t engage. Overcome it by asking ques-
tions and getting the audience to share and 
be part of the presentation.

Marlin
The worst would be my very first commen-
tating challenge. I was a well-seasoned 
panelist and show designer but had never 
commentated. For this particular show, the 
commentator missed her flight and was 
unable to attend. I freaked. I gathered my 
thoughts, wrote cue cards and took the 
plunge. I was uncomfortable, sweaty and 
unprepared. Afterward, I realized that I 
survived the lion’s den and had been given a 
great opportunity. I improved on my errors 
from that day and haven’t shut up since.

Derek
During the third program I did live, I may 
have pushed the boundaries. I tried many 
things on stage that I hadn’t practiced, 
and they just weren’t working. I learned 
an important lesson: Try things ahead of 
time and prep in advance; even if you plan 
on demonstrating techniques on stage, 
it is important to have a finished product 
handy, in case you aren’t able to complete 
the task live.



What do you do with your butterflies? 
How do you handle the jitters?

Frankie
Every performer experiences butterflies. 
Butterflies motivate you to do your best. 
The secret to handling them is PREPARA-
TION. A speaker must know and practice 
the opening and closing many times until 
they feel confident that the words will flow. 
I never walk on stage without practicing 
my opening and closing many times. This 
technique calms those butterflies.

Jerome
Generally, my jitters come from the 
unknown. If I connect with the audience, 
they are learning and really getting the most 
out of the presentation.

Marlin
I am big on humor. Let’s laugh our way 
through it. Even nervous laughter can be 
hilarious. I have found that if I claim my 
nerves and speak freely about them, follow 
with some laughter, they will diminish. Even 
a mistake or two — a broken stem, an incor-
rect flower name, or a physical trip — can 
be a great source of humor. I try to laugh at 
myself and everyone seems to join right in. 
Even an unzipped fly doesn’t throw me off 
— just laugh!

Derek
I always get butterflies before going on 
stage. I also remember that nervous energy 
is still energy, and an audience can pick up 
on great energy. I hold onto my butterflies 
until I walk on stage, and then let them go 
in the form of positive energy. All I have to 
remember is that the audience doesn’t want 
me to fail, which means the ball is in my 
court.

How do you handle a question that 
you don’t know the answer to?

Frankie
You cannot fake an answer on stage or you 
lose credibility. You can respond, “I really 
don’t know the answer, but maybe someone 
in the audience does.” There is always 
someone ready to give the answer.

Jerome
I first admit that I do not know for sure. Then 
I ask if anyone in the audience can assist. If it 
is a product question, I try to get the answer 
at the break, and report back after. It is OK to 
not know everything.

Marlin
I admit that I don’t know the answer. I repeat 
the question to the audience and ask for 
answers. I also recommend websites or 
alternative avenues to finding the answer. I 
have even taken down the question and the 
information of the person asking the ques-
tion and provided an answer at a later time.

 Derek
I hate leaving a question unanswered. I often 
ask the audience. If it is a product question, 
I might ask my sponsor if they are in the 
audience. Or, I find out the answer and get 
back to the questioner even if it’s days after 
the program.

How do you put the spin on wrong 
information an audience member 
gives? 

Frankie
I would not tell them the information is 
wrong. Instead say, “We have found that the 
latest information gives us new insight into 
the usage of the product.”

Jerome
I would say, “That may work, but this is what 
I find to be true ...” and then move on.

Marlin
I love to say, “That’s one idea, are there 
others?” I have also allowed them to explain 
their answer. I listen with respect and then 
provide my solution.  Sometimes, other 
audience members will correct the person 
before I react.

Derek
Even the most concrete ideas are evolving and 
changing. I often make reference about how 
things used to be handled and how they have 
changed for the better. In a situation of tips 
and tricks, I will encourage the audience to 
use trial and error and use what practice suits 
them best.

How did you deal with a heckler, 
disruptive noise or any other 
difficulties?

Frankie
When a member of the audience disrupts the 
show it is disturbing to those attending the 
show. I ignore it the first time, but when the 
person again tries to get attention, ask the 
person to share their method. So often they 
heckle because you are doing something 
they would like to do or just to get attention. 
When they are finished, thank them, and say, 
“Now let’s continue with the show and learn 
new ideas and techniques.” 

Jerome
This is tough … so many variables. … I have 
called out the heckler on it and suggest 
they allow others to enjoy the presentation, 
and if they have specific questions, feel free 
to talk to me directly during the break. Audi-
ences have applauded that approach.

Marlin
A lady once commented on every item 
shown and every line I delivered. She 
wouldn’t let up. The wholesaler had warned 
me about her behavior from past shows, 
so I was a little prepared. But she became 
somewhat combative. At one point, she told 
me that a particular item she wanted was 
not on the shelf. I told her exactly where it 
was and she went to find it. She returned 
empty-handed and steamed, blaming me 
for using up the product during the show. 
Well, it had sold out. She became quite bois-
terous, determined that she had to have it. I 
stopped the escalation by telling her, “Once 
again, the early-bird gets the worm.”

At another show, I asked a heckler to come 
onstage and gave them the opportunity to 
assist me in explaining a design. I kept con-
trol of the microphone but allowed them to 
have their moment and make them uncom-
fortable and humbled all at the same time.  

Derek
The most difficult audience to me is not one 
full of hecklers or an audience that is disrup-
tive, but an audience that sits on their hands. 
If it seems like the audience is not respon-
sive, like they’re watching TV, it drives me 
crazy. I also do not like fishing for applause 
or commentary; I find the best way to deal 
with this is to just ignore it, and engage the 
audience as much as possible, and keep 
speaking clearly and smile.

How have you handled product 
failures on stage?

Frankie
This is a great opportunity to teach and 
inform the audience of the importance of 
good mechanics, balance, color, proportion, 
etc.

Jerome
I try not to let that happen. Use really good 
mechanics, and things are going to be well 
presented.

Marlin
I will overemphasize the error. I like to add 
the dramatics to it so that it seems totally 
awful. Then provide the solution. I am careful 
not to condemn the manufacturer, but 



make it my fault. The most important key 
is to provide a quick and realistic solution. 
Mistakes happen to everyone, everyday, but 
the forgiveness comes when the solution is 
believable.

Derek
A product failure on stage is no different 
than a product failure in the store or at 
an event. If something doesn’t work, I talk 
about what possibly went wrong, and strat-
egize a way to fix it.

How have you handled technology 
failures? Microphone issues?

Frankie
I had a traumatic experience early in my 
career with a microphone. In those days, 
we had a hand-held microphone or a 
battery box attached to clothing and a small 
microphone attached to our collar. I had not 
asked in advance what type microphone 
would be used — big mistake. It was a major 
show with 900 people. I wore a dress, and 
when handed the mic, there was no place 
for the battery to be attached. I was told to 
“just drop it down your dress and make sure 
the antenna is showing.” I was upset but 
complied. I had a box sticking out in front 
and an antenna sticking out. I opened the 
show, walked down the runway and said, 
“This is my box and this is my antenna, and 
I need them to go on with the show.” The 
show was a success, however, this never 
happened again.

Jerome 
TEST. TEST. TEST.  Always test before a 
presentation. If a battery goes out, simply 
pause to replace it. If it totally cuts out, 
just remove it and move on without it if 
possible. 

Marlin
The biggest challenge I have ever had was 
my fault, and it involved a microphone. I 
was co-commentating a wedding show and 
wore a lavaliere microphone. At one point, I 
slipped out to meet the bride. I first stopped 
by the facilities. Afterward, I escorted the 
bride on to the stage for the grand finale. We 
walked down the aisle to a roaring audi-
ence — they were reacting to the flushing of 
my toilet. They heard everything because I 
forgot to turn off my microphone. That was a 
big lesson learned.

Derek
Luckily for me, I am in the theater and I am 
a dance fitness instructor, so I have a big 
mouth. When technology fails, I project 
loudly and clearly to the back of the room.

What do you do if you lost your 
audience? How do you get your mojo 
back?

Frankie
You only lose your audience if you have 
a subject that does not appeal to them. 
Give moneymaking ideas, tips on how to 
survive in today’s market and how to train 
employees; share successful selling tech-
niques, show current design styles, and most 
of all be enthusiastic. Your audience gave up 
their time, and they should not leave empty 
handed. As a speaker, you should make their 
time worthwhile.

Jerome
Take a quick break, have them stand; 
do a little exercise, something 
to get them moving again. It can be as 
simple as introduce yourself to the people 
behind you.

Marlin
Especially after lunch or during a lengthy 
show, I have lost audiences. It’s tough. To get 
the mojo back, I have done some, “Get-up-
and-get-to-know-your-neighbors” activities. 
Even a simple, “Everybody get up and stretch” 
works. When it is a case where I am just losing 
them, I start calling on particular folks to help 
me with the commentary. It adds a little fear 
that they might be called on so they become 
attentive. It also gives them a break from 
hearing my voice and makes the show more 
interactive. I can always pull it back if neces-
sary.

Derek 
If I start to lose an audience, I will engage 
them in a more interactive way. I will ask 
certain audience members questions, or 
invite them to hold or model something, or 
just ask them for advice.

Tell us about pleasing the sponsor.

Frankie
Always thank your sponsor. Learn about 
their products. Ask if there are ideas that 
they would like for you to share. Mention 
their product several times during show. 
Write a letter after the show thanking them 
for the sponsorship.

Jerome
It is different for each sponsor. Know their 
desire before the presentation. Give a 
sponsor several mentions within the presen-
tation so to acknowledge their generosity.

Marlin
I do homework on my sponsor so that I 
can promote the product and promote the 

vendor in an informative way. Audiences 
love trivial facts about companies that 
supply our products, and information on 
how products are created and their benefits. 
This makes the sponsor stand out as a 
supplier that is interested in making their 
customers’ lives easier and better. I mention 
their names periodically but do not overdue 
it. As a closer, I point out that the sponsor 
has provided the learning experience for 
them so please show your gratitude through 
purchasing the products presented. “They 
care about your education and your success, 
so please choose them when making your 
purchasing decisions.”

Derek
It is important to keep your sponsor in 
mind from the start of a presentation, and 
this goes back to when you start prepping 
your product. I ask my sponsor what they 
would like me to showcase for them. I refer 
to their product by the proper name. I often 
refer the audience to other resources that 
the sponsor has to offer such as a website, 
their social media, how-to videos, rewards 
programs, etc. And I ALWAYS thank the 
sponsor in my closing remarks.

How have audience manners changed?

Frankie
Today’s audience is better educated, more 
informed, good at technical skills, and there 
is a wild mix of personalities and ages. Know 
your audience. Give information that will 
be inspirational and educational. You find 
audiences that ask lots of questions, talk 
more, move around more. Today’s audience 
wants the latest everything — technology, 
products, design, and how to survive in 
today’s marketplace, so the speaker must be 
prepared.

Jerome
Well cell phones for one. Have them muted.

Marlin
Audiences have changed drastically. Perhaps 
the greatest change is that people have very 
busy lives and attention spans are shorter. 
It used to be people gathered for an all-day 
show, and that was the highlight of their day. 
Now, audiences have several things to do on 
any given day and have to juggle schedules. 
Time is more precious now, and it is up to 
us to make sure we don’t abuse the time we 
have with them. 

Also, shows are more relaxed now than in 
the past, which can create disturbances with 
people physically moving around, phones 
ringing, and other disruptions. 



Lastly, we are an “entertain me now” society. 
We want to always be stimulated and 
don’t like to be still and quiet. It makes our 
job more challenging to have to inform, 
entertain and be swift in our presentation.  
We always need to be the shiny object that 
keeps everyone’s attention.

Derek 
Most audiences today will sit on their hands, 
meaning they hardly make any noise or clap. 
It’s like they are watching TV compared to 
watching a Broadway show.

In the 80s, it was about design. Today, 
audiences want to know how to make 
money. What do/did your audiences 
want to get out of your presentations?

Frankie
Today’s florists are facing more competi-
tion to survive. Stop worrying about your 
competition, and make your competition 
worry about you. All business is, is getting 
and keeping a customer.

Your employees must know the value of 
every customer, be well trained and learn 
successful selling techniques. Remember, 
your employees don’t do what you want 
them to do because you didn’t tell them 
what you expected them to do. Train your 
employees, and make them feel they are a 
part of your business.

Never complain about interruptions. Just 
think, “I used to hate interruptions in my job 
until I realized interruptions are my job. 

Jerome
Generally, I start with asking who they are 
— designers, owners, deliverers, sales staff, 
event people, students. That way as I go 
through the presentation, I can mention 
things that will keep the entire audience 
engaged, no matter their position or level of 
expertise.

Marlin
I believe that audiences want it all. They 
want the latest and greatest in design, the 
easiest and cheapest way to achieve it and 
the most profitable results for selling. 
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When design is the emphasis, we must 
watch out for labor costs. When design de-
tails are simplified, we have to be concerned 
about visual impact and value. When labor 
costs are high, we have to be concerned 
with efficiency. There are always challenges 
with any topic.  

All I know is what has worked for me. I have 
made money and lost money.  I have made 
beautiful designs that never sold and ugly 
designs that flew off the shelf. I have thrilled 
brides, and disappointed brides. There are 
so many extremes that we face but I have 
learned through every one of them.  

I try to share the lessons that have been ben-
eficial to my growth, which means the good 
and the bad. What works, what doesn’t. 
The audience is filled with many different 
people with many different skills and levels. 
If I speak more from lessons, then I can reach 
more people. I have learned more from mis-
takes I’ve made than anything I’ve ever done 
right. If I can keep someone from making a 
similar error, then I have done my job.

Derek
Audiences want to see how a design is 
made. For a prep day, I spend most of the 
time lining up projects that I intend to 
design on stage. If I know I cannot complete 
something on stage, I will have one made 
up to show. But audiences today want to see 
it being made, not just told how. Then, they 
want to know how they can sell it and/or 
profit from it.

Where do you see the future of floral 
speaking?

Frankie
Floral speaking has changed from panels of 
designers with a commentator to sympo-
sium style. The problem that I see with 
this method is it’s removing the wonderful 
tool of education for the florist, especially 
those florists that are new in the business 
or in small areas where they don’t have the 
educational opportunities. Many members 
of our profession depend on receiving 
current knowledge and inspiration from the 
shows. They need this knowledge to survive.

A speaker in today’s market must be well 
informed on design, sources of product, 
computer skills, web pages, Facebook and 
Twitter, and be motivating. Enthusiasm is 
the key. When you lose your enthusiasm, 
you are no longer effective, so it is time to 
get out of this business. Stay re-charged; 
don’t get a quart low.

Jerome
Floral speaking in the industry is needed, 
but with less and less wholesale venues 
hosting, it is more difficult to have opportu-
nities. 
Floral speaking to the public — I see a huge 
need for speaking to garden clubs, commu-
nity groups etc. They love what we do!

Marlin
I believe that our future is filled with 
challenges of staying fresh with technical 
knowledge. We will be successful if we stay 
informed. A few years ago, we never knew of 
the term social media just as our predeces-
sors never heard of television commercials. 
Change needs to be our friend. We are so 
familiar with advances in products, time 
saving methods even new floral varieties 
and those will always be important. Our 
challenge will be to continue to alter 
our presentations to reach the majority 
of people in the most effective manner 
possible. People want a quick lesson and a 
hefty result. We have to grow with this desire 
and strive to be creative in our message and 
our methods.

Derek
I think the future lies in hands-on work-
shops, live demonstrations and the inclusion 
of everything digital. I have designed in 
hundreds of how-to videos using a partic-
ular sponsor’s products. I often make these 
designs live on stage, and it is always nice to 
be able to refer an audience to the sponsor’s 
website to reference the how-to video. We 
live in a digital age, and we need to utilize it 
to its full potential.


