
People Watching
By Sandra M. Carman

Sharon Olson:  It’s hard to believe that 
it’s still so much fun.  But it took patience, 
and refusing to give up or compromise 
on our standards of service.  ‘Having cli-
ents knocking on the door’ didn’t really 
happen for quite a few years, but when 
it did, that was very exciting.  And, you 
know, when I started Olson Communica-
tion, people were skeptical that this busi-
ness model of ‘staying small but offering 
clients more’ would be successful—but 
now, it’s often characterized as ‘brilliant.’

I’m a relatively new member of Les Dames.  
It’s an international women’s organiza-
tion that supports women in the culinary 
professions by awarding scholarships, 
and sponsoring educational and phil-
anthropic programs.  The women of Les 
Dames also actively advocate sustainable 
agriculture, garden-to-table educational 
projects, and helping communities make 
healthy and informed food choices.  I love 
that it’s more about making our world a 
better place than about career building.

	 CLN:  What makes Olson Communi-
cations different from other foodservice 
marketing communications companies?
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