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 The name of our magazine needs to reflect the creativity and inspiration of our members. 
The members of the CCSA are fun and imaginative. The magazine should be too. 
With this in mind we are asking you to send in your ideas for a new name for the magazine. 
You may send as many as you like. The board will pick the top five and a vote will be taken 
by the membership. The new name will be chosen and the first issue of 2010 will show it off. 
Thanks for helping us improve your magazine!

Please send all of your ideas to richard@ccsaonline.com  

?
We’re changing our 
name and we are 
asking for your help! 



 Today   Fall 2009 1

Letter from 
the President
 by Sandi Kirkwood, CCSA President

In This 
Issue:

President’s Message ................ 1

Notes from Richard ................ 2

     Advertiser Index ............... 3 

      Benefit Update ................. 4

       Trend Flash ................... 6-7

           On the Road ........... 8-9

       Experimentational
          Marketing .............10-11

       This Blooming 
    Business ............................ 12

A Lighter Moment ................ 14

Consumer Trends .................. 16

Pottery Glaze 
      Sea Shore ..................18-19

       2009 Convention 
         Pullout Section ......21-28

         Great Shapes 2009 .... 26

           2009 Convention 
          Registration Form .... 28

         A Note from 
      Heidi Floyd ..................... 30

Stamping &
Banding .............................32-35

The Creative 
   Entrepreneur ................39-43

   Biz Buzz ............................. 44
 
        International 
               News ................... 46 

              The Finishing 
                  Touch ................ 48

Hi everyone!

 I hope your summer has been busy. It seems we just get through this busy season 
and begin preparing for the busy holiday season.

 I hope you have made plans to attend convention. This year’s convention will be 
packed full of inspiration and fun for all. It’s a good time to recharge our creative batteries 
and get pumped up for the holidays. 

 Have you made your Great Shape yet for auction? I have to admit that I haven’t 
made mine yet. This year’s auction will again benefit the Vera Bradley Foundation for 
breast cancer research. Last year you raised over $32,000 for the Vera Bradley Foundation 
and this year’s auction and reception should prove to be another exciting time for us all. 
Breast cancer has touched many of our members and their families. 

 There are always opportunities for any of you who want to volunteer at convention. 
You may volunteer to work with the auction, at the reception desk or to facilitate 
in the technique classes. Email Susan Walker, our convention manager, to let her know you 
are available to help and to see where volunteers are needed. Volunteering at convention 
is also a great way to meet other members if you are a new member. (susan@ccsaonline.com)

 Convention is also a time to see some old friends and to meet some new ones. 
You’ll learn so much from suppliers and other studio members. Meet your new Board 
and Executive Administrator, too. They need to hear what you want from your organization.

 And this is my final President’s Letter to you. It has been a busy two years. 
Thank you for allowing me to serve on the Board for the past four years. I urge you to get 
involved in the organization. Volunteer for a committee or serve on the Board. 
See you at convention.

Sincerely,

Sandi Kirkwood
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GRAphIC dESIGN:
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Hello CCSA,
 
  “Hope springs eternal...” as the saying goes. Whether it be for wealth, health or 
happiness we all hope for the best though often prepare for the worst. I say go ahead and 
hope, nay, believe that the best is coming. Believe that health is yours. Believe wealth is yours. 
Believe happiness is yours. Interject your fondest imaginings and believe them to be yours. 

 Don’t be afraid to be seen as the fool because you believe where others question. 
This is your dream, your reality. The naysayers and hum bugs are plentiful. You will find 
them everywhere you turn. That is why you must believe for they do not. Without you 
nothing will get accomplished. You are the force of creativity and inspiration. You are the 
reason your dreams will come true. Let the “I told you soers” sit on the sidelines and 
cheer against you while you continue on to succeed and prosper.

 At times, within us, seems to live a glum, little child telling us “It’s too hard,” or 
“You can’t,” persuading us that the best course is no course at all.  Ignore him and move on. 
His passive ways won’t accomplish anything. 

 Making a decision and sticking to it can be difficult especially when the course seems 
strange or the goal out of reach. Who is to say how far you can reach? The only limits are the 
ones that you place on yourself. Stretch, explore and push down those barriers. Try new things 
or try the same things from a different angle. Just believe in the things you are doing. This way 
regardless of the outcome you stayed true to yourself. Your results will sometimes not be what 
you intended. That’s true. So what! The object is to keep moving and keep believing. The rest 
will follow. 

 In the end the only thing that matters is that you fashion your path according to what 
you believe. Those that may disagree, well, that’s their path, not yours. Let them take it, 
they are entitled to walk in whatever direction they like.  It has no bearing on your 
accomplishments or goals. Your positive attitude and unerring belief in what YOU do 
is what will help you to attain all the things you are after. 

With all sincerity,

 

Richard Morse
CCSA
   

Notes 
from
Richard
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benefit update

Newly
Designed 

Consumer 
Brochures!

by Derek Cavilla, DC Graphix

This fall we will be begin offering 
an alternate version of the hugely 

successful Consumer Brochure 
for studios who simply want a 

new look or for studios who are 
competing in major markets 

and have been unable to utilize 
the amazing cost-saving benefit

of the current brochure.

The cost of brochures will remain 
the same and you will still have 
plenty of space to imprint your 
studio’s pertinent information.

Samples will be available at the 
2009 CCSA Convention in 

Kansas City and will also be inserted 
into the next edition of CCSA Today.

For more information or to place 
an order prior to convention, 

please contact Derek Cavilla at 
              DC Graphix: 407-928-7257.  
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 by Alyson Dias, Duncan Ceramics

trend 
FLASH

A continuing 
series on design 
and style trends 

which affect you 
and your studio.

 Sometimes it is a good idea to look back at trends to see 
where you’ve been so you can see where you’re going.  Trends 
don’t just appear (fads do, but even those sprout from something), 
but rather small pieces of trends are built upon each other until 
it’s big enough to catch the attention of the masses.  It’s called 
the “Tipping Point” and there’s even a book about it - The Tip-
ping Point: How Little Things Can Make a 
Big Difference, by Malcolm Gladwell.  “The 
best way to understand the dramatic trans-
formation of unknown books into best-
sellers, or the rise of teenage smoking, or 
the phenomena of word of mouth or any 
number of the other mysterious changes 
that mark everyday life,” writes Malcolm 
Gladwell, “is to think of them as epidem-
ics. Ideas and products and messages and 
behaviors spread just like viruses do.”
 This being my tenth article for CCSA Today, I figured it would be 
fun, inspiring and educational to travel back through my past articles 
to investigate the staying power of the trends I’ve reported on.

 Summer 2007 - although the article was largely focused 
on the popularity of teapots, the stronger message was that your 
studio provides an environment for 
families to make memories in.  Your 
studio is an emotional mush pot and 
the more emotion that your guest 
feels while painting, the more they 
are likely to return.

 Fall 2007 - an article all 
about color and the role it plays in 
shaping our mood.   While color fa-
vorites come and go, the emotional 
connections that colors make in our 
lives aren’t trendy.  As I said in the 
article, “think color and you get a 
stimulating and creative environ-
ment for your customers!”

 Winter 2007 - returning 
from my first-ever trend seminar at 
CCSA Convention, I recapped the 
major trend topics for 2008.  I’m 
giggling as I write this because much 
of that article is still valid today, just 
morphed a bit for 2009.  Hannah 

A recurring 
“long-standing” 

trend [has] emerged - 
the importance of 

emotion and its 
impact on people.

Montana is still a pop culture icon, but now Miley Cyrus has over-
powered her alter-ego and her star is rising higher than her char-
acter’s did.  Teenagers still don’t like you, the adult, and they are 
relying more every day on their network (myspace, facebook, twit-
ter, etc) to support them.  As these social networks have settled 
into their places, myspace.com has attracted a stronger teenage 

audience while facebook.com has attracted 
the adult audience.  And then there’s twitter 
- the little site that has become a cultural 
phenomenon that allows any and all to ex-
press 140 characters of emotion.

Spring 2008 - texture, and a lot of it, 
was just surfacing in fashion and home dé-
cor last year.  Consumers were gravitat-
ing toward the “touchy-feely” things in life 
and this trend continues to strengthen into 

2010.  Texture is about sensations - touch, taste, sight, sound and 
smell - which are vital emotional elements in your studio.

Summer 2008 - while the rate of Hispanic growth (number of 
people) in North America is growing at a slower pace than ex-
pected, the love of the culture is growing by leaps and bounds.  Day 

of the Dead and Hispanic Heritage 
Month are receiving heightened 
awareness and appreciation.  Craft-
ing, no matter what your heritage 
is, provides a means for individual 
expression, discovery and explora-
tion of personal creativity.

Fall 2008 - not that anyone 
could have missed this trend, but I 
reported on “going green”.  There 
should be no doubt from anyone 
on the planet that this trend is go-
ing away - in fact, it’s probably here 
forever.  It has already infiltrated 
our lives and become normal.  Each 
of us must be socially and environ-
mentally responsible in all that we 
do.  If you haven’t already, I urge you 
to become a non-toxic studio and 
move our industry toward a world 
that is safe for our children and fu-
ture generations.
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bori, ikat, urbanesque or just the tried-and-true tie-dye (aka Jerry 
Garcia), will continue to have a major presence in fashion and 
home décor into 2010 and beyond...there just isn’t a slowdown 
in sight!  The 40th anniversary of Woodstock this year makes the 
peace, hope and love symbols strong icons throughout 2009 and 
while the peace sign may show a slowdown, the other two will 
stay strong as consumers latch onto positive messages.

 Fall 2009 - and here we are...you’re looking 
for the newest trend to appear on these pages...and 
I’m here to provide relief that you don’t have to latch 
onto yet another “newest thing”.  One of the most 
important aspects of trend and consumer research is 
the ability to reflect on the past so that you can see 
what is coming.  A strange thing happened as I worked 
through each magazine issue...among all of the “it 
trends” I reported on, a recurring “long-standing” 
trend emerged - the importance of emotion and its 
impact on people.  Given the “stuff” in life, our emo-
tions are on over-drive and we are on a constant roll-
er coaster of highs and lows and in-betweens.  There 
is a constant need for an escape from one emotion to 
another...and most of the time it’s an escape from the 
pressure and worries of everyday life to an experience 
that brings out the joy of life.  Your studio and the cre-
ative experience that you offer is a magical place and 
should be promoted as such.  

For questions and comments concerning this column, email Alyson Dias 
at adias@duncanmail.com or check out her blog at www.duncanfash-
iongirl.blogspot.com.

Winter 2008 - another recap from my seminar at CCSA 
Convention, this article touched on 12 macro trends that have 
sprouted hundreds of consumer trends.  Not one of the 12 pre-
sented in September 2008 are invalid today.  Global (green) aware-
ness, celebrity watching, health & wellness, the aging baby boomer, 
technology, single family income by design, cause marketing, the 
economic factor, time poverty, smart textiles, spirituality and pet 
power.  Your customer is looking for satisfaction in goods, services 
and experiences that flow from these 
macro trends.  As quoted in Trend 
Central, “consumers are increasingly 
spending their play money on goods 
and services that net them the experi-
ence, the indulgence, the excitement, 
the satisfaction they’re looking for at a 
specific moment in time.”

Spring 2009 - I’ve heard from 
many of you that the tween and teen 
consumer is difficult to reach and 
while this article didn’t provide you 
with step-by-step directions on reach-
ing them, it did provide insights into 
their mindset.  The best place to go 
for tween insight continues to be print 
magazines like Bop, Discovery Girls 
and Tiger Beat.

Summer 2009 - dye, emotional icons and graffiti are the three 
biggest fashion statements on the summer...and they’ve penetrat-
ed the home décor market as well.  Dye, whether it’s ombre, shi-
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oN ThE RoAD
By Bonnie Karet, CCSA Membership Relations

 Picture this: You walk into a cute little shop that of-
fers ice cream and pottery painting. You are immediately 
taken with the cozy ice cream parlor tables, the retro black 
and white checkered floor, and the sparkly, upbeat décor.  
There is a big guy in a baseball cap behind the ice cream 
counter, scooping cones for excited children. He looks like 
he would be equally comfortable operating heavy machin-
ery or playing pro ball.  Meet Sean Gamage, owner of the 
Painted Cone.  The Painted Cone is located in Maryland, 
in a small Mayberry-like town called Urbana, a bedroom 
community of Washington DC.  Sean’s business has many 
traditional PYOP features, but, everything has a little twist. 
You can definitely tell that a guy had a hand in the decorat-
ing.  On one wall are cute Diva and Princess plaques; next 
to them on a shelf are a collection of pro-football helmets. 
Sean and his wife, Sarah, have created a perfect balance of 
yin and yang, both in décor and in a unique business model:  
Ice Cream and Pottery.  Sean runs the store; Sarah works 
elsewhere full time but works behind the scenes, making 
the cakes and beautiful samples. Why does it work so well?  
According to Sean, “I think the Ice Cream Parlor is impor-
tant because it brings in people that would never have gone 
to a PYOP Studio in the first place and people enjoy having 
ice cream and coffee while painting.”

The Painted Cone • Urbana, MD
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You have a really unique store because you are a full ser-
vice ice cream parlor and a pYOp. Which was the original 
idea, and how and when did you decide to marry the two?
 Sean and Sarah: We actually decided on a location before we 
decided what we wanted to do.  We had a franchise consultant 
(we do not have a franchise) who suggested several franchises to 
us, but in the end, the suggestions all involved having employees 
with specialized skills that we did not have (hair cutting, for exam-
ple).  We looked at ice cream franchises but all of them required 
large upfront payments and a percentage of the profits forever. 
We also looked at PYOPs. The researching of those two types 
of places stemmed from each of our (Sean 
and Sarah) interests.  Sean was the one who 
always wanted a business and had thought 
about ice cream for awhile and Sarah was 
an art minor in college and just liked the 
idea of the paint your own pottery.  We had 
visited a PYOP place in Kitty Hawk with a 
coffee store attached and one middle of the 
night wake up put our two together. 

How did you design your space? 
 We used a PYOP consultant and she connected us with a 
design consultant who designed the layout of the store.  We then 
hired an architect to make it reality (Frederick County required 
architectural drawings).  

Do you have stringent rules because you serve food? Do 
those rules pertain to the entire space or just to the ice 
cream portion of your space?
 We definitely have rules from the health department (primarily) 
because of the food.  One being that we cannot have “raw” clay and 
we could not have leaded glaze.  We had to get permission to be a 
test store for the unleaded dipping glaze when we first opened.  The 
rules apply to the entire store because it is not really separate.

What percentage of your business is pottery and what 
percentage is ice cream?
 In 2008, the pottery side, including parties, was about 60% of 
the total sales.

How does the business cycle? 
are there times of the year 
where one out performs the 
other and then switches? 
 Summer is good for both.  
June seems to be the best month 
for the entire store.  Winter, the 
ice cream side is slower.  Christ-
mas painters push the pottery up 
at the end of the year and birth-
day parties are pretty popular in 
Jan/Feb because outdoor options 
are not really available.

How do you staff both sec-
tions for busy times? are your 
employees cross-trained?
 We put together the sched-
ules on a monthly basis and we 
staff more when we know there 

are parties, camps, or big groups.  We also are pretty aware of 
the busiest times and try to have enough people there.  All our 
employees work in all parts of the store.  We have been very lucky 
with employees.  A large majority were there when we opened 
and we had a few staff training days and some practice opening 
days before we officially opened the doors.

How many hours do you spend in your studio each week?
 Sarah spends most of her “working” hours at home - painting, 
doing books, making cakes.  Sean is at the store every day.  It is hard 
to say how many hours.  Probably at least 5 hours a day, but some-

times 15 hours a day.  After Christmas, until 
April, we close on Tuesdays and we reduce 
the hours somewhat.  When school is out, 
the hours are the longest.

What kind of marketing do you do? 
Do you always market the two offer-
ings together or do you ever adver-
tise just one or the other? 
 We use local newspapers, mailings like 
Valpak; we have an ad on a table at a local 

restaurant.  We donate to schools and pass out coupons.  We don’t 
generally do separate advertisements for each “side,” but some-
times one has more emphasis than the other - pictures or coupons.  
We try to market that our Ice Cream is homemade and that our 
parties are unique because we have combined it with the pottery.

What is your greatest challenge in your business today?
 The greatest challenge is trying to balance the Ice Cream side 
with the pottery. I feel if I concentrate on one the other suffers, 
and of course, employees are a huge challenge. Also, finding the 
most effective way to advertise can be a challenge.

if you had the chance to do it all over, what would you do 
differently? 
 If I had to do it all over again, I may try to find an area with 
lower rent. Also, I have since learned what I really need to run 
this business and I could cut out many purchases that were not 
needed.  I also overstaffed my 1st year because there was no track 

record to go by.

What words of advice would 
you offer to new or soon to 
be studio owners?
 Visit other stores.  Talk to the 
owners - find ones that won’t 
be your competition as they are 
much more likely to talk to you.  
Be prepared to have some very 
lean months. Go in with plans 
because the learning curve is 
huge.  You want to have as much 
“easy” stuff as possible.

What CCSa benefits do 
you use the most in your 
business?
 Links to the suppliers, chat 
rooms, idea pages and conven-
tion.

We try to market that our 
ice cream is homemade 

and that our parties 
are unique because

 we have combined it 
with the pottery.

Sean was the one who always wanted a business and had thought 
about ice cream for awhile and Sarah was an art minor in college 
and just liked the idea of the paint your own pottery. 
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By Helene Safford
Clay Café Studios and the Studio Resource

 Marketers recommend that you set a portion of your mar-
keting budgets aside for well structured experiments. The market-
ing buzzword is “experimentational”. The emphasis is on experi-
menting with new marketing ideas at low cost but sometimes high 
rewards. One strategy is to explore developments in the digital 
domain and ways you can improve your customer conversion rate 
online. The more effective your online pres-
ence, the more rewards you will reap at the 
cash register.
 The Internet allows for “the most 
cost-efficient, personalized, and effective 
communication with consumers.” Interac-
tive marketing points to technology as an 
integral part of your marketing strategy for 
increasing your brand awareness and com-
munication. It’s time to take another look 
at your store websites to see if you are just 
using them as an adjunct to traditional yel-
low pages advertising. Can you easily and cost-effectively put some 
fun on your site that will result in more buzz about your busi-
ness? 
 Google Maps API is a powerful tool that is free to download. 
The Google Maps API (application programming interface) lets 
you embed Google Maps in your own web pages with JavaScript. 
The API provides a number of utilities for manipulating maps and 

adding content to the map through a variety of services, allowing 
you to create robust maps applications on your website. This is a 
free service, available for any web site that is free to consumers. 
Your customers will appreciate being able to find you along with 
getting driving directions and finding nearby restaurants through 
this interactive tool.
 You can sign up for a Google Account and register your do-
main name. Your key will be valid for that domain, its subdomains, 
all URLs on hosts in those domains, and all ports on those hosts. 

Google Maps “provides a great customer 
experience for your visitors, renders maps 
with sub-second response time, and pro-
vides robust data coverage for all of North 
America, Europe & Asia.” To find out more 
information about how to implement 
Google Maps on your website, you can reg-
ister for a live or on-demand webinar by 
visiting http://www.google.com/enterprise/
maps/. 
 Another trend that continues to ex-
pand is the social media. Current interac-

tive marketing statistics show that:
	 •	73%	of	users	read	blogs	
	 •	36%	think	more	positively	about	brands	that	have	them
	 •	83%	of	users	have	viewed	video	clips	(proven	to	offer	
   significant uplift in sales)
	 •	49%	have	downloaded	podcasts	
	 •	38%	have	subscribed	to	an	RSS	feed

	 •	57%	have	joined	a	social	network.	

 Blogs (short for weblog) have become increas-
ingly mainstream as tools for consumer outreach. 
Bloggers usually take pride in their blog posts, even 
if their blog is never read by anyone but them. Blogs 
often become more than a way to just communicate; 
they become a way to reflect on life or works of art 
and border on the sentimental. When measuring your 
business blog’s effectiveness -- start with your busi-
ness objectives. In other words, define the kind of 
blog you want. Do you want to incorporate a blog 
to help with customer service or to communicate 
new products and ideas to generate sales? Creating 
a blog is easy. You can get a free account and instruc-
tions from WordPress at www.WordPress.com. They 
offer a selection of free and customizable designs for 
your blog called themes, 3 gigabytes of file storage, 
an integrated stats program, writing tools, and spam 
protection. You can blog as much as you want for free 
on your public or private blog.

“experimentational”

Your customers will 
appreciate being able 
to find you along with 

getting driving directions 
and finding nearby 
restaurants through 
this interactive tool.

Marketing
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 Podcasting is online audio content that is delivered 
via an RSS feed. Think radio on demand but with a lot 
more options. RSS (Rich Site Summary) is a
 format for delivering regularly changing web 
content. Customers can listen to what they 
want, when they want. You can use this 
technology to give your customers a 
walking tour of your studio and the 
paint-your-own-pottery process. 
Podcasting is also a great way to provide 
instructional information materials such 
as technique training. It might even be 
fun to tell a personal story about how 
you got into this industry and built your 
own “empire”. Make a personal and in-
teractive connection with your customers 
using compelling content to help you entice 
them to return to your site. 
 A webinar (short for Web-based
 seminar) is a presentation, lecture, 
workshop or seminar that is transmitted over the Web. A key fea-
ture of a Webinar is its interactive elements -- the ability to give, 
receive and discuss information. 
 A Webcast is similar in function but is one way and does not 
allow interaction between the presenter and the audience. Webi-
nars and webcasts are becoming more popular with the increase 
in high-speed Internet connections. 
 Don’t forget the virtues of video in attracting customers. 
Streaming video requires high speed connections and specialized 
hosting, however, there are other alternatives. Those of you   

  who are already participating in 
   television advertising and have you 
   own set of commercials already 
   have content to put on your web
    sites. Just think of the money you 

save with every click to play your 
commercial. If you don’t have 
your own commercials, you can 

always purchase a copy of 
the CCSA-created com-
mercials and have them 
customized for your stu-
dio. There are free utilities 
available to convert your 

video to a format easy to 
include on your website 

such as Flash FLV video for-
mat. Free conversions are available at 

www.zamzar.com. You can also visit the 
following website for some how-to instruc-

tions on converting and using video on your website. http://www.
boutell.com/newfaq/creating/video.html 
 Many of these technologies can be implemented with mini-
mum capital investment. For the technically adventurous, visit 
some of the websites above and try it yourself. While your time 
is always at a premium, it is worth the effort to survey your cus-
tomer base to see what peaks their interest. It might be worth 
putting aside a small amount of your “experimentational” market-
ing budget to test the waters and try something new and cutting 
edge. The payoffs can be great. 



12  Fall 2009  Today

 I have begun to loathe the term customer service.  I am 
not quite sure how or when it happened.  Maybe it is the eleven 
years I have spent reading about it, talking about it and provid-
ing it.  Maybe it is all the times businesses promise it, but do not 
deliver it.  Maybe it is the overwhelming amount of information 
on it.  Google customer service and over 270,000,000 results 
come up.  Need a book on the subject? Amazon has over 86,000.  
Rather have condensed advice? Read one of millions of articles 
with titles such as Five Secrets of Good Customer Service, Seven 
Steps to Remarkable Customer Service and Ten Rules for Great 
Customer Service.  The number of instruc-
tions and positive adjectives go on and on.
 I am sure these have all contributed 
to my aversion, but the most likely rea-
son is, customer service is impossible to 
define.  It means different things to differ-
ent people and the general overuse of the 
term has caused it not to resonate any-
more with anyone.  Because of this feeling, 
and the belief that serving others needs to 
come from within not from Secrets, Steps 
and Rules, I made it my mission to redefine 
what service means in my studio.
 I recently tossed the customer service 
standards page in my manual and replaced 
it with a new page of personal service stan-
dards.  My previous rather cliché customer 
service standards were things employees needed to do - such 
as always wear an apron, smile, offer assistance, compliment, etc.  
My new standards are qualities of character.   Employees need 
to be and demonstrate these qualities on a consistent basis in 
order to thrive.    

 1. DeCOrum: Propriety and good taste in conduct or 
appearance. Reflecting the values of our business through your 
personal appearance and conduct.
 2. truStWOrtHY: Worthy of confidence. Demonstrat-
ing an honest and impeccable code of conduct through your 
actions and words.
 3. reSpOnSiBle: Able to answer for one’s conduct and 
obligation. Defining a high work ethic and remaining open and 
accountable for your actions and behavior.
 4. reliaBle: Giving the same result on successive trial. 
Performing tasks and interactions at your most competent and 
dependable level.
 5. pOSitiVe: Having a good effect. Contributing to the suc-
cess and improvement of our business and our customers’ experi-
ence by offering encouragement and supportive enthusiasm.

Personal service 
vs. customer service

By Chinook Graham, CreativiTea

 6. aWare: Having or showing realization, perception, or 
knowledge. Maintaining a constant awareness of both the cus-
tomers’ needs and the needs of our business.
 7. FOCuSeD: To concentrate attention or effort. Sustain-
ing a conscious commitment to perform at your optimal level.
 8. eFFiCient: Productive without waste. Respecting our 
resources by working effectively to eliminate wasted time and 
product.
 9. grateFul: Appreciative of benefits received. Express-
ing gratitude through your actions and words for the custom-

ers’ participation in the success of the 
business.
 10. empatHetiC: The action 
of understanding, being aware of, being 
sensitive to, and vicariously experienc-
ing the feelings, thoughts and experience 
of another of either the past or present 
without having the feelings, thoughts and 
experience fully communicated in an ob-
jectively explicit manner. Expressing care 
and concern for the thoughts and feelings 
of customers, co-workers and owners 
through your actions and words.
 11. altruiStiC: Unselfish regard 
for or the devotion to the welfare of oth-
ers. Maintaining an atmosphere devoted 
to the comfort and well-being of custom-

ers and the success of owners and co-workers.
 12. autHentiC: True to one’s own personality, spirit, or 
character. Communicating a genuine commitment to the values 
of our business in your own unique way.

 My current employees were attentive, interested and en-
gaged when I discussed my new standards in detail with them.  
Personalizing my employees’ relationship with my business has 
created a working environment that encourages more meaning-
ful and productive relationships with customers, co-workers and 
myself.  
 As an employer, it is easy to overlook the profound op-
portunity we have to educate and inspire our employees.  We 
must take advantage of the immense passion and enthusiasm 
they bring to our businesses.  By investing in their growth we are 
helping them become engaged, hardworking contributors.  The 
result of this commitment focuses on promoting our employees’ 
success right along with ours.  Trust me.  It works.  

This Blooming Business: learn. grow. Achieve.

Personalizing my 
employees’ relationship 

with my business has 
created a working 
environment that 
encourages more 

meaningful and productive 
relationships with 

customers, co-workers 
and myself.  
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 Change is hard — the dictionary defines the word change as: 
become or make different, substitute or replace something, vari-
ance from routine. My children have grown up and left for college. 
My oldest son was recently married. These are all changes...posi-
tive ones, yet changes none the less. When 
life changes you need to adapt. We have had 
to change the way that we shop for just 
the two of us, and how we plan then cook 
a meal. We can eat dinner whenever we 
feel like it. We are taking dance lessons and 
cooking classes. We can walk around the 
house in our underwear if we choose, oops 
TMI (too much information). These changes 
are not bad changes. They just cause us to 
start a new routine or way of doing things.
 Think about having to change your diet 
for example. No more chips or chocolate. This could be difficult 
and take some time to get used to. What if you had to change the 

glaze you use because they quit making your favorite? What if your 
doctor tells you not to work so many hours but take some time 
for yourself and go for a walk everyday?  Sometimes you have to 
take change out for a test drive. You have to try it on and see if 

you are comfortable. It can take a few days 
or a few weeks to adjust to the new way of 
doing things.  
 I have noticed that making a change in 
employees can be uncomfortable. Have you 
ever had an employee that just didn’t meet 
your expectations, but then you think eek it 
is so much work to train a new one.  I saw 
you smile, I am not alone here!  
 Once you start making changes it gets 
easier. Start with baby steps. Hire a new 
person, take a walk, dip in a new glaze. Try 

moving items on your sales floor. Costco has a policy about how 
often they move things so customers will take different routes 
thru the store and find “new” items each time. We all know how 
successful they are.  Move your mugs or plates to a different 
part of the store. This will make your employees uncomfortable, 
but your customers will think you have new items. You may even 
try getting up a half an hour early and going for that walk, or 
maybe not.
 Fresh new ideas may come flooding into your head as you get 
the blood flowing on that brisk walk. Be open to ideas from your 
customers and your employees, they often have a different view 
looking into your store. Be excited by new people and new ideas 
that pass in front of you. I have found that if I can just be open to a 
new thought or idea it may just be the spark I was looking for to 
re-energize myself. If I were to go for that walk, for example, I may 
even lose a couple of pounds, firm up my thighs and, while I am at it, 
lower my blood pressure. Now that would be a good change. 

By Judy Salinas, Glazed & Amazed
Change Is hard!

Be open to ideas 
from your customers 
and your employees, 

they often have a 
different view looking 

into your store. 

 September 11-14, 2009
in Overland Park, Kansas (near Kansas City)!

Registration is still open — See pages 21-28 for more details.
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Compiled by the CCSA Trends Committee

 generosity:This has been seen both as a societal and busi-
ness trend. Some studios have tried food drives with varying suc-
cess. And, while many of us think of these generous projects dur-
ing the holidays, these projects might be more successful at other 
times especially when sending out press releases. 
 Michelle Booth, Houston, recruited several other studios 
who send packages to troops serving in Iraq. Some of these stu-
dios offer free studio fees when a customer brings something for 
the soldier’s packages. 
 random acts of kindness: Doing something unexpected. 
This could be offering something special to one of your good 
customers or giving a piece of bisque to a child.
 In an attempt to build sales on Tuesday, their slowest day of 
the week, a restaurant chain starting paying the bill for one cus-
tomer each Tuesday evening. Tuesday became one of their busiest 
days and it was fun for the customers, too. 
 try before you buy: Show the cus-
tomers techniques (bubbles, dried paint 
chips, etc.) or let kids play with clay to get 
them interested in doing a clay project. 
(How many of us buy the snacks we try at 
Costco or Sam’s Club?) It’s an old selling 
tool to get the item into the customer’s hands in order to get him 
to make a buying decision.
 going green: This trend seems to be continuing. Paint 
your recycle bins to match your studio’s décor and display them 
more prominently. This gives customers one more reason to feel 
good about our studios. Offer an office team building session 
where the staff can make their own mugs and stop using dispos-
able cups.
 Flicker, Youtube, Facebook, twitter: Social networking 
continues to be hot. Do you have a commercial that you could 
add to Youtube? If you’re not computer savvy, have a customer 
upload pictures of their pieces from your studio and offer them 
an incentive. Get customers to post about their experiences in 
your studio.
 Social networking is also a trend that Trendwatching.com 
calls “forever presence”.  A person’s profile can live on forever. 
And these tools make it effortless to stay in touch with friends, 
family and even customers. Thirty-five percent of us have a profile 
on a social network site. Major brand companies are even hiring 
people to blog or Twitter for them.
 practical and useful items: Should do better in aus-
tere times.  Some studios only sell functional items. Try offering 
more functional pieces in camps or for parties. Parents may see 
more value in a piece that can be used than they see in another 
figurine. 
 Feedback: Now, more than ever, we need to know how we 
are doing. Sylvia Palmer sends out surveys with stamped enve-
lopes after events and parties. Our perception may be different 
than our customer’s.

Major brand companies 
are even hiring people to 
blog or Twitter for them.

CoNsumerTrends
 Happiness: Consumers may be questioning what makes 
them happy and finding out that it is not more “stuff”. They may 
be looking for a diversion to get their minds off their troubles for 
a while. We can be a person’s “happy place”, but we need to be 
bright, happy, clean, clutter-free, cheerful studios. Get out those 
“Painting Pottery is cheaper than therapy and a lot more fun!” 
signs.
 Color trends: Citrus colors are gaining popularity-especial-
ly orange. And we might take some color trends from fashion. 
Sylvia Palmer is seeing more Bohemian style, organic free-forms, 
bold geometrics and botanicals. Creating one’s own jewelry has 
also become more popular. Rebekah Ranier has been selling more 
bisque pendants and adding cords.
 Check out catalogs like Pottery Barn’s. You may be seeing 
more chalkboard panels/walls especially in kitchens and kid’s 
rooms. You may even see them in trendy restaurants. Sylvia sug-
gests a chalkboard wall or panel created with several tiles with 

a sign that says “As seen in ....”  and add a 
picture from the catalog.  Note pricing as 
well if you can beat their prices.
 Free stuff: Everyone likes getting 
things free. Give something free for fill-
ing out a survey. Or offer a free gift with 
purchase. Some studios give free gift cer-

tificates for $5 or $10 as incentives for customers to make a 
purchase during slower months like September or January.
 No Doubt gave away free downloads of its entire digital  au-
dio catalogue to those purchasing tickets in the top tier of pricing. 
People love getting things for FREE!
 layaway payment plans: Layaway payment plans were 
popular before credit cards became popular. Customers could 
choose items and the store would hold them while the customer 
made several easy payments. Asking for a down payment for a 
camp and allowing the customer to pay the balance the day the 
camp starts may be our easy payment plan.
 making rather than spending money: People are look-
ing at ways to make money. Are any of your customers making 
piece to sell? Maybe studio owners are thinking about additional 
ways to make money. Etsy.com, a website for all things handmade, 
had 87.5 million in sales in 2008. 
 At Posse, an Australian company, music fans register, choose 
from a list of concerts with tickets for sale, and add the ones they 
like to their personal store. They then put links to their MySpace, 
Facebook, or Twitter. Each time someone clicks their ad or link 
and buys a concert ticket, the poster receives a commission. 
 And if you’re just looking for something fun, check out Quirky.
com, a website where you can submit a product idea (for a fee) 
and have others evaluate the product, make suggestions and vote 
on the best products. The best products actually get produced 
and sold on the website and the inventor receives a percent of 
sales.
 Check out Trendwatching.com, JoshSpear.com, or Spring-
wise.com for more on these and other consumer trends.



Phone: 916-772-8480 • Fax: 916-772-8370
Toll Free: 800-418-8878 • P.O. Box 1140 • Lincoln, CA 95648
www.ceramicsunlimited.com

As a major bisque 
distributor, we have 
over 800 different 
designs for you 
to choose from: 
functional, kids 
& holiday pieces.
We run monthly 
sales through emails 
to benefit our loyal 
customers nationwide. 

go online or check 
your emails. 
Don’t miss the 
opportunity to get 
everything your 
studio needs for LESS.

bETTER RESulTS, 
MoRE SAvINGS!
Try the top paint brand from Italy. 
It has a bRIGhTER ShEEN. 
As an extra plus, you get more
paint for your money.

Try it yourself and 
find out why so 
many studios 
are switching.

CeramicsUnlimited
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SupplieS:

 1025-Peasant Ware Salad Plate
 6541-Soft Fan Brush
 Star Fish/Sand Dollar pattern 
  Cut out star fish and sand dollar and use the space left 
  by their removal as your stencil
 NTG9527-Sandy Beach
 NTG9520-Volcanic Ash
 NTG9317-Volcanic Embers
 NTG9018-Blue Lagoon
 NTG9555-Magic Flow

Step 1: Using the Fan Bush, cover about 2/3rds of the top of the 
plate with 2 coats of Sandy Beach.  Let dry about 90%.

Step 2: While paint is still wet, apply the sand dollar and star fish 
stencils.  Fill with 1 thick coat of Blue Lagoon.  Leave stencils in 
place until the entire area is dry.

Step 3: Cover remaining area of plate with 2 coats of Volcanic 
Ash.  Let dry.

Step 4: Shake bottle of Volcanic Embers.  Apply a thick, randomly 
applied coat of Volcanic Embers over Volcanic Ash where the “wa-
ter” meets the “sand”.  Spread color slightly beyond edges of Ash 
over the Sandy Beach.  Let dry.

Step 5: Apply generous amounts of Magic Flow to “Oceans 
Edge”.  Create little wave peaks in water.  Let dry.

Step 6: Using thick dabs of Sandy Beach, add the designs to the 
starfish and lines on the sand dollar.

Step 7: Remove stencils.  Reapply any Sandy Beach that might 
have been removed when taking off the stencil.

Step 8: Fire to cone 06.

pottery glaze
Sea 

Shore
Recipe Courtesy of Gare, Inc.





ready to be inspired, increase your 
sales and reach your goals? 

inspiria CCSa will empower you to realize 
the dreams you have for your business.

Within each of us whimsies, hopes, and creations slumber...
For some they sleep deep beneath the blankets of life’s rigor. 

Struggling to wake.
Waiting to become the reality not the dream. 

Now, they will rise. 

The shrouds of darkness will be torn away to reveal fire and 
creativity. What once was buried in the recesses of the mind, 

will be lead back to the color of imagination. 
Bringing with it empowerment, enlightenment, 

Please join us for an unforgettable 
experience from September 11-14, 2009 

in Overland Park, Kansas
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Pre-Convention Classes
Pre Convention Classes are more intense 
four hour classes offered for an extra fee.  

All classes below are available on Friday, September 11th.  

How to use internet marketing and 
Social networking to grow Your 
Business
Presented by: Jessica Perlman, Creatopia Pot-
tery and eBoot Camp, Inc.
     In this interactive, layman’s term work-
shop, Jessica will show you the most im-
portant and cost-effective strategies to 
improve your search engine ranking and 
drive more traffic to your Website.  You 
will learn  how to use blogs, articles, and 

press releases to promote your business, how to create eRelation-
ships with your customers using online communication tools such 
as Constant Contact and how to navigate through the world of 
social networking gaining key insights to LinkedIn, Facebook and 
Twitter.  You will also participate in live evaluations of attendees’ 
websites to highlight the importance of good design and usability.
 Jessica spent three years with the e-Commerce division of Gen-
eral Motors where she visited 37 cities throughout the country pro-
viding one-day seminars to GM dealership personnel.  She left the 
corporate world in 2006 to follow the dream of finding a career 
that didn’t feel like work, thus Creatopia Pottery was born.  She has 
owned and operated her studio for three years and just recently 
helped her husband launch eBoot Camp, Inc., an educational compa-
ny that provides people with the knowledge and skills to effectively 
market their business on the web.  Through interactive books, semi-
nars and workshops, Corey and Jessica quickly transform business 
owners and entrepreneurs into Internet Marketing “Monsters!”
 Available on Sept 11th, 8am - noon; $65 per person

glitter, glam & pizzazz... the 
Secrets of really awesome 
(and CHeap) Displays for Your 
Studio
Presented by:  Robin and Julie Cates, On 
the Pot
     Robin and Julie will show you 
some of the fun ways they’ve found 
to showcase their products.  “Since 

we are some of the most frugal women on the planet, our meth-
ods are done with economy in mind, but without sacrificing style 
or splash.  We’ll be firing up the hot knife to show you the ins and 
outs of working with Styrofoam to create signage and window 
displays.  Oh, and did we mention GLITTER???  Oh yeah, there 
will be glitter...it will be like drag queens without the singing.  We 
promise...no singing.”  You will leave this entertaining and informa-
tive workshop with tons of new ideas and instructions to create 
your dream studio.  
 Robin and Julie opened On the Pot 7 years ago.  They have a 
large studio with HUGE windows, so creating large inexpensive 
displays has been a necessity.  Their award winning window dis-
plays are the talk of their downtown.   
 Available on Sept 11th, 1pm-5pm; $65 per person

How to teach Clay....the Clay lady Way
Presented by:  Danielle McDaniel
 Effective Lesson Plans~ Make, Paint and 
Complete a Clay Project in One Sitting~One-

Time Firing Method! Danielle McDaniel~The 
Clay Lady shares over 25 years of clay teaching 

experience. Full explanation of The Clay Lady Way, hands-on clay 
Bug workshop, info on project handling and firing and projects dem-
onstration.  This class sold out last year!  
 Available on Sept 11th, 8am-noon; $65 per person

Stamping & Banding on Bisque
Presented by: Michael Harbridge, 
Royal & Langnickel Brush Mfg
 Utilize stamps to create pat-
terns on bisque surfaces and 
band lines using a banding wheel. 
Learn how splattering color adds 
to the design and can cover up 
a multitude of mistakes, smudges 
and blemishes.  Table cards, wall 
posters and merchandising to help 
you promote classes and stamping to cus-
tomers.  You will have the option of Dragonfly or Leaf stamps.  
 Available on Sept 11th, 1pm-5pm; $65 per person

masquerade
Presented by: David Hoff
 This technique is a Majolica Brushwork technique with Con-
cepts used over Designer Glazes.  Students will complete both the 
Mask and the background plate and 
secure the two pieces together 
after firing.  The #1 Liner and 
#4 Round are the featured 
brushes.  
 David Hoff has been 
teaching in the Ceramic 
Industry for the past 40 
years and currently works 
with Duncan Enterprises 
on their educational pro-
grams.  In the 80’s and 90’s 
he successfully operated a 
traditional ceramic studio.  He 
now owns and operates a travel 
teaching business in Fresno, CA  
 Available on Sept 11th,  
8am-noon; $65 per person

lazy Day along 
a Stream
Presented by: David Hoff
Learn how to blend and shade 
as this river scene comes to 
life.  Students will use French 
Dimension and Concepts.  This 
project is a delight to paint and all 
who attend will leave with wonder-
ful results.  Emphasis will be focused on 
Round, Shaders and Filbert brushes.  
 Available on Sept 11th, 1pm-5pm; $65 per person
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INSPIRIA PROGRAMME
PreluDe: 

FriDAy, sePTemBer 11Th
Pre-conference Business and Technique classes

Exhibits open from 6:00pm - 9:00pm

ACT 1: 
sATurDAy, sePTemBer 12Th

Exhibit appointments 
Exhibits open 1:30pm - 6:30pm
Morning and Evening Classes

ACT 2:
sunDAy, sePTemBer 13Th

Exhibits open 11am - 5pm
Exhibitor appointments 

Morning Classes
Evening Reception and Auction

ACT 3:
monDAy, sePTemBer 14Th

Exhibits open 8:30am - 12pm
Classes in the morning and early afternoon 

Professional Classes
Presented by Bob Negen
September 12, 2009

explode Your Sales - 
ideas So Simple and effective 
they Will Blow Your mind
 Do you want to know EXACTLY how 
to take control of your studio’s destiny?  
If so, don’t miss this fun, dynamic key-
note guaranteed to dramatically increase 
customer loyalty, boost foot traffic and 

turbo charge your sales. 
 You will learn how to explode your profits by getting custom-
ers to shop more often, five ways to give a big boost to your aver-
age sale, the secret to generating tons more foot traffic and many 
more easy-to-execute strategies, tactics and techniques to grow 
your business without spending a fortune. 

maximum Bang! For Your marketing Bucks - How to Bring 
in a Flood of new Customers for little or no money
 Wow! or Waste:  How are you spending your marketing dol-
lars?  The money you spend should increase sales, create new cus-
tomers, increase current customer loyalty and generate excite-
ment about your studio.  
 You will learn five critical concepts for marketing success, how 
to use gift certificates to bring in new business, mistakes to avoid 
when creating advertisements and how to partner with charities, 
non-profits, sports teams and others for BIG profits.  You will begin 
to think of marketing in a whole new light, look at your customers 

in an entirely different way and watch your new found knowledge 
turn into money in the bank!  Best of all, you’ll never be stuck in the 
trap of spending money on advertising that does NOT work!

How to Develop a WhizBang! Staff
 Building an exceptional staff is the fastest and most efficient 
way to increase sales and improve customer service.  A great staff 
does not happen by accident; it is created by recruiting the right 
people, training them effectively, disciplining them fairly and moti-
vating them constantly.  
 You will learn tricks to finding the best, most highly qualified 
candidates, how to  develop interview questions that separate the 
potential superstars from the run-of-the-mill, the three reasons 
employees don’t do what they’re supposed to and how to solve 
the problem, what to do if someone “holds you hostage” and 
much, much more!

Presented by Karen Purves
September 13, 2009

Communicate with Strength - 
Key Words that undermine 
Your effectiveness
 Are you unintentionally turning away 
business and revenue?  Do you have un-
responsive employees or difficult custom-
ers?  Simply changing some of the words 
you use will affect your success with oth-

ers.  Your choice of words has the power to enhance relationships, 
open lines of communication, improve your credibility... or do just 
the opposite!  Karen will share key words to remove or reduce in 
your vocabulary to help increase your influence with employees, 
customers, family, friends... even yourself. 

Balance Your personal ecosphere - Finding Harmony in a 
Chaotic World
 Have the demands of running a studio pulled your life out 
of balance?  In this engaging content-driven session, Karen offers 
stress-reducing tools to create more balance between work and 
home.  Learn skills in prioritizing, setting limits and identifying 
what to change.  Leave with a commitment to implement specific 
changes leading to increased balance in your life.   
   
Cutting Your Way Out From the underbrush - Organiz-
ing Solutions to Save time and money
 Are you drowning in a sea of pottery, paperwork and people 
requiring your attention?  Can you easily find the things you need 
when you need them?  Karen will help you move beyond “putting 
out fires” by showing you essential organizational ideas to imple-
ment immediately.  Learn to increase your productivity, effectively 
prioritize and create a strategy to organize incoming information 
for improved workflow.  

Prelude to Convention
Presented by:  Julya Myers, The Amazing Art Studio 

with Special Guest Appearances

 Wondering what to expect at this year’s convention?  Julya 
will introduce the events of convention as well as provide advice 
on how to get the most out of your experience.
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Business and 
Technical Classes

tadaaa! presenting... retail promotions and events 
Presented by:  Teresa “Teddy” Wright, Mayco
 Stop giving away your hard earned profits with daily discounts 
and sales!  Promotions, events, value added services and market-
ing will enable you to sell more pottery and keep the full profit 
margin in your pocket.  During this class you will explore various 
promotions, learn how to plan, promote and execute your event 
and discuss pricing strategies. 

managing Your Wall of real estate - learning to effec-
tively purchase, Display and Sell Bisque inventory 
Presented by:  Susan Rogers, Gare, Inc. and Elisa Waldman, Successful 
Studio Consulting, Inc.
 Learn how to manage your bisque inventory so each piece 
earns its keep on your “Wall of Real Estate”.  Susan will review the 
importance of inventory control, how to track inventory, effective 
visual merchandising tips and how to increase sales through cross 
selling of items.  Elisa will show you how to manage inventory by 
calculating inventory turns and how to use this information to 
positively impact the cash flow of your studio.  Return to your 
studio with a new way of evaluating whether each item of bisque 
you carry is worth the “Real Estate” it takes up.

Stimulate Your Studio - everything You need to Know 
about adding Field trips
Presented by:  Kami Hatley, Paint a Piece and Sandi Kirkwood, Clay Casa
 Find out how easy it is to go on a field trip!  Sandi and Kami 
will show you how to make field trips painless and profitable.  
They will share tons of “how to” tips - how to travel with so much 
pottery, how to handle set up and clean up, how to deal with so 
many students and teachers at one time and how to get all of the 
pieces fired.  You will leave this class with a clear sense of how to 
market and perform successful field trips.  You will leave excited!   

preparing Your Studio for Sale
Presented by:  Elisa Waldman, Successful Studio Consulting, Inc.
 The decision to sell your studio is a challenging one which 
requires much consideration.  This class is intended to provide a 
general overview of the selling process, from the steps needed to 
make your business attractive to buyers to common methods of 
valuation and typical terms of sale.  Elisa will give you tools to as-
sess whether your business is ready to sell, how to prepare 
your studio for sale through record keeping and current 
practices, how to determine the value and find the 
right buyer.  The information presented in this class 
is not intended to replace or diminish the need for 
professional assistance from an attorney and/or 
CPA throughout the selling process.

Creative Forces unite! 
Facilitated by:  Julya Myers, The Amazing Art Studio 
and Chinook Graham, CreativiTea
 Take advantage of the biggest resource the 
CCSA has to offer... its members!  This is your chance 
to meet peers and share great ideas!  In this creative 

think tank you’ll move around the room swapping ideas and meet-
ing new people, including studios that have been in business a similar 
amount of time as you.  The bar is right around the corner so feel free 
to bring a beverage and don’t forget your business cards!  Everyone 
who participates will receive a list of all the ideas from each group.            

Kiln repair
Presented by:  Jim Skutt, Skutt Kilns and John Hohenshelt, 
Paragon Industries, L.P.  
 Do you know how your kiln works?  Do you know what to do 
when something goes wrong?  Jim and John will show you how easy 
it is to do your own kiln maintenance and repairs.  Taking time to 
learn this now will save you time and money in the future.

Falling in love with Your Customers again
Presented by:  Jenn Bassen, Paint Yourself Silly and Robin and Julie Cates, 
On the Pot
 You have stuff to do, you’re peopled out, you even find your-
self groaning internally when someone walks through the front 
door.....Sound familiar?  We’ve all had such moments.  Jenn, Robin 
and Julie will talk about how to court your customers into lasting 
blooming relationships.   Set the tone on positive interactions and 
learn how to perpetuate the love with your customers!

email marketing:  the How & Why
Presented by:  Laurie Ann Laskowski, The Clay Ground, Inc.
 Have you heard about email marketing, but don’t know where 
to start? Have you tried it, but just don’t get it?  Then this is the 
class for you!  Laurie will discuss why email marketing is so im-
portant to your business and then build a real email LIVE using 
Constant Contact.  You will see how user friendly the program is 
from a long time Constant Contact user. There will be a question 
and answer period at the end.

email marketing:  are YOu making the most of Constant 
Contact?
Presented by:  Laurie Ann Laskowski, The Clay Ground, Inc.
 So, you’ve been sending emails to your customers... are you get-
ting the results you want?  Do your emails pack a punch?  Are you us-
ing Constant Contact’s new features or are you stuck in a rut?  Laurie 
will go into her account and show you how to build an email that will 
grab your customer’s attention.  This class is geared toward the more 
advanced email marketer, although beginners are welcome! 

Technique Classes
Samples that Don’t Just look pretty   

Kaelyn Loes - As You Wish Pottery Painting Place
 This class will examine what makes a 

sample inspire a potential customer to 
make the choice to be an artist for 
the day! Samples must not simply be 
pretty and well-painted pottery, but 
they must be accessible, achievable, 
and something that people do not 
just admire... but they think “I could 
do that!” Learn some simple guide-

lines to keep in mind when making 
samples with intention, rather than just 

making pretty things to fill the shelves!
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look to the masters...
they Know a thing 
or two
Kaelyn Loes - As You Wish 
Pottery Painting Place
Art History has a few 
things to say about what 
makes good art, so why 
not take the hint and fol-
low that lead! Be inspired 
by the master painters of 
history and add a modern 

twist. There is something for 
everyone... Da Vinci, Hokusai, 

Van Gogh, or Monet! 
  
 Bling  
 Lisa Feltz - Chesapeake Ceramics & The Pottery Stop

“Bling Your Bisque!”  Learn how Lisa offers a 
“Bling Bar” that includes many differ-

ent embellishments and products 
to improve upon a fired piece for 
what customers perceive as a 
minimal cost.  This class will be a 

hands-on experience so you’ll  get 
a feel for how easy it is to profit 

from putting a Bling Bar in your 
studio.  In the class, participants will 

“bling” a piece of pottery.  While doing so, you’ll learn how the 
“Bling Bar” works, including: setting up a Bling Bar in your studio; 
pricing the items on the bar; training employees to use the bar; 
marketing the bar to customers.

Snow Days  
Donna Toohey - Chesapeake
Underglaze applied with spong-
es and brushwork, clear glaze.  
Two trays, each with a unique 
design will be created.

marbleizing made easy   
 Mary Ann O’Hearn - Gare, Inc

Marbleizing doesn’t have to be 
difficult and messy.  By using 

this simple and easy tech-
nique, anyone can perfect 
the look of marbleiz-
ing.  This look is cre-
ated by squeezing small 
amounts of Fun Stroke 
colors onto a painted 
pottery piece using Fun 

Writers, than swirling 
the colors together using 

the tip of a liner brush.  You 
can also add a design to the 

marbleized bisque such as the 
 popular peace sign.  The result is a 
work of art that looks like it took many hours of expert artistry, 
when in reality, it was all quite simple. 

pottery glaze 
personalization  
Mary Ann O’Hearn - Gare, Inc
Pottery Glaze always makes beauti-
ful hand-made works of art, but it’s 
rarely used to personalize or add a 
saying/design to a piece of bisque.   
This technique takes pottery glaze 
to the next level.   Our technique 
allows for the glazes in the back-
ground to come together making a 
unique design that’s unknown until 

fired, and letters/designs to keep 
their shape revealing your message in the foreground.  With many 
different color pottery glazes, the possibilities are endless! 
 
glaze pen techniques  
Michael  Leonard, Spectrum Glazes
Learn the effective use of glaze pens 
as a decorating tool.  One of the 
regular challenges for new students 
is the lack of experience with a brush.  
A good glaze pen can easily compen-
sate for this, and leave the student 
with a greater confidence in their 
ability.  The project will include the use of glaze pens to decorate 
wall plaques with inspirational quotes, flowers, and just plain doodles.  
While tiles will be used for the demonstration, the technique can of 
course be used on plates, mugs, picture frames or any other ceramic 
item.  Each participant will leave with one or two fully decorated 
tiles.  You will also each receive lists of inspirational quotes, samples 
of font types, and sample images.  This will leave you with unlimited 
possibilities when you return to your studio.  Difficult economic 
times beg for personal inspiration to help us get on with our daily 
lives.  Why not help inspire a happy, positive thinking household by 
surrounding ourselves with positive thoughts and images?

tropical Banana leaf   
Teachers:  Marcia Roullard, Kathy McCourt, Jon Dean or Teddy Wright.
Your customers will go bananas over this unique serving dish! This 
technique is tactile, interactive and easy to accomplish.  A great design 
using Foundations glaze, Stroke & Coat and the new non-toxic Jungle 
Gems.  Jungles Gems are art in a 
jar and suitable for all ages.  
Don’t monkey around and miss 
this class as it is a money maker 
for your studio.

Foundations in Bloom  
Teachers:  Marcia Roullard, Kathy 
McCourt, Jon Dean or Teddy Wright.   
It is organic, earthy and in line with 
this year’s trend of going green.  All 
of the products used are non-toxic, 
user friendly and deserve to be the 
centerpiece of any coffee table, plus 
no dipping is required!  Mayco’s tal-
ented instructors will show you how to 
create this beautiful bowl and transfer the 
technique of using Foundations glaze, Stroke 
& Coat and Jungle Gems to other samples in your studio.



By Bonnie Karet 

Tick tock..is your auction piece finished 
yet? It is not too late! If you are coming to 
convention, please make the time to create
 a Great Shape to benefit the Vera Bradley 
Foundation for Breast Cancer. 
 
Each year, as the grand finale to our convention, 
we celebrate with a festive reception and a live and 
silent auction of all of our talented member’s artwork. 
This is an opportunity to raise money to fight a 
terrible disease that touches all of our lives.  In just 
six years of holding the auction, the CCSA has raised 
more than $170,000!                                
  
Auction pieces are created and bid on by studio 
owners and suppliers. While some of our members 
create unbelievable masterpieces that fetch enormous 
sums of money, the majority of the auction pieces are 
created using standard bisque shapes found in most 
studios.  Do you have a sample that kicks? Paint one 
for the auction! Studio owners are always on the 
lookout for great samples and attention getters 
for our stores!  Big or small, simple or complex, 
pack it up safely and bring it to Kansas!
 
The 2009 Inspiria Reception has a Cirque theme, 
so dress up accordingly to add to the spirit of the 
evening! Hors d’oeuvres , a cash bar, great music, 
and a few exciting surprises are in store. This event 
is the perfect setting to celebrate our industry and 
our entrepreneurial hearts; all while raising money for 
a good cause. 
 
We need your donation in order to make this auction 
successful, so please participate!  Pottery, glass, mosaics, 
or silver;  use your creativity and join in the fun! 

Visit the ccsaonline.com Gallery 
to view past year’s Great Shapes.

2009

26  Fall 2009   Today

great shapes





NOTE: Only your check or credit card will hold your space. 
Mail this forM along with a check payable to: ccsa • 1099 e. chaMplain ste a #143 •  fresno, ca 93720  

or fax with Visa or Mastercard inforMation to 559-298-8943
QuEsTiONs? contact susan walker: phone: 888-291-ccsa - ext. 4 • fax: 559-298-8943 • email@ccsaonline.com

please note that your fees are not refundable after June 26, 2009. 
if you cancel before that time period there will be a $50 per person cancellation fee. dress is casual but wear plenty of layers as classrooms do get chilly!

Register today!
Business Name (if  open): ____________________________________________________________________________________________

Contact Name: ____________________________________________________________________________________________________

Address: ________________________________________________________________________________________________________

City: ___________________________________ State: __________ Zip: ___________________  Country: ____________________________

Phone: _____________________ Fax: ______________________ Email: _____________________________________________________

Are you a studio?  r Yes  r No   Supplier?  r Yes  r No  (pick only one)   How many studios do you own? __________

Age of  studio __________    How many years have you worked in your studio or in the industry? __________

Is your studio open?  r Yes  r No    Are you a CCSA member as of  2009? r Yes  r No (only members can attend the CCSA convention)  

                                                                                                         r I wish to join/renew with CCSA for $225.00. ToTAl: $ _____________

BAsiC CONVENTiON PACKAGE: Includes 4 days (September 11th-14th) of  convention classes and exhibits, lunch for 2 days (12th & 13th) and a fabulous Convention 

Reception! The convention begins at 4PM on September 11th and closes at 2:30PM on September 14th.

fee (before June 1):  $279.00 (1st person); $175.00 (per additional person)       

fee (after June 1):   $319.00 (1st person); $215.00 (per additional person)          Number of  people at prices above_______ ToTAl: $ ______________

                                                             Reception Only for guests not registered. September 13th • $45 per person _______  ToTAl: $ ______________

note: because we may sell out we cannot guarantee at the door admittance. plan early and register now! 

First Name(s) for Badges: ___________________________________________________________________________________________
Complimentary lunch will be served September 12 & 13th.

pre-conVention BusiNEss classes (september 11th): 
iNCrEAsE TrAffiC TO yOur wEBsiTE r 8aM - noon
You must be a registered convention participant to also participate in this portion of  the training.    _______ people @ $65 each                                                                                      
wiNdOw disPlAys r 1pM - 5pM
You must be a registered convention participant to also participate in this portion of  the training.   _______ people @ $65 each

pre-conVention TEChNiQuE classes (september 11th): 
MAsQuErAdE r 8aM - noon
You must be a registered convention participant to also participate in this portion of  the training.  _______ people @ $65 each               
hOw TO TEACh ClAy r 8aM - noon 
You must be a registered convention participant to also participate in this portion of  the training.  _______ people @ $65 each                                                                                     
lAzy dAy AlONG A sTrEAM r 1pM - 5pM
You must be a registered convention participant to also participate in this portion of  the training. _______ people @ $65 each
sTAMPiNG ANd BANdiNG ON BisQuE r 1pM - 5pM
You must be a registered convention participant to also participate in this portion of  the training. _______ people @ $65 each

                                                                                                                              TOTAl Of All iTEMs OrdErEd: $ ______________

Card Number (Visa/MC): _____________________________________________________________ Expires:_________ Security code:_______

Name as it appears on card: ______________________________ Signature: ____________________________________________________

Billing address:  __________________________________________________________________________________________________
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I AM SO EXCITED TO COME 
TO THE CCSA CONVENTION 

THIS YEAR!!!!! 
Ok, that sounds a little weird doesn’t it?  

I don’t own a studio; I don’t work in a studio; 
I don’t manufacture paints, bisque or supplies...

I just try really hard to raise money for 
breast cancer research. But I have to tell you 
that when I was invited to speak at last years 

CCSA convention, I became a convert and 
total devotee to all things Ceramic.  

The convention was a fun, rambunctious, 
festive gathering that was like nothing I’d ever 
been a part of.  Auctions are something I see 

all the time, but NOTHING like yours!  
I had fun, I laughed, I cried, I hugged, I felt so 
encouraged to continue this important work.  
All of this at a business meeting?  You are all 
certainly to be congratulated to have created 

such an amazing gathering. 

 Your family, the CCSA family, made me feel 
so very welcome.  I saw art pieces made from 

around the world; their beauty took my breath away. 
I had no idea that you can take what some might 
see as simple pieces and make them into such 
amazing things!   I have, at risk of sounding 

like a zealot, encouraged everyone I know to go 
to their local studios and express a little creativity.

The convention last year introduced me to 
so many people who have expressed a desire 

to take the relationship with the 
Vera Bradley Foundation to even bigger levels.  
Some people have touched us on an even more 
personal level - one of your own members was 
recently diagnosed and began treatment for 

breast cancer.  I have had the honor of being 
able to correspond with her, and she has allowed 
me to check in on her progress and offer support 

from a distance.  Without you, without this 
convention, I would have never met her, 

or anyone of these great CCSA members.   
I can’t wait to see where this path takes us all!

Heidi Floyd
Vera Bradley Foundation
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by Michael Harbridge

&Stamping
Banding



materialS liSt:

 Bisque: by Chesapeake Ceramic Supply
	 	 •	T6611	Large	Tuscan	Vase	(Brown	Vase)
	 	 •	CCX079	Plain	Vase	(Blue	Vase)

 Bisque: by Bisque imports
	 	 •	961	Large	Paletta	Vase	(Green	Vase)

 Colors: by mayco and Duncan
	 	 •	Assorted	Stroke	&	Coat	and	Concepts	Colors
	 	 •	Dipping	Clear	Glaze	of	Choice

 Clear Choice Stamps: by royal & langnickel
	 	 •	CCS004	Best	Friends	Stamps
	 	 •	RD60	Sponge	Stippler
	 	 •	MIN-CCSB	Mini	Stamp	Block

 Brushes: by royal & langnickel
	 	 •	R825-4	Stiff	Fan	Brush
	 	 •	SG190-3/8	Soft-Grip	Dagger
	 	 •	SG595-10/0	Soft	Grip	Script	Liner
	 	 •	SG1400-3/4	Soft	Grip	Blending	Mop
	 	 •	R2150-12	Aqualon	Shader

 Banding Wheel: by amaco
	 	 •	#5	Decorating	Wheel

 When you think of rubber stamps, you probably envision 
adorable cards, scrapbook pages and perhaps that smiley-face 
stamp on homework, signifying a great job! Well, that’s the tradi-
tional way of using stamps. Royal Clear Choice Stamps are much 
more versatile and allow more flexibility and creativity. 
 Conventional stamps were usually mounted to wooden 
blocks or similar forms. The block made it difficult to stamp on 
anything other than a flat surface. Rounded objects proved to be 
difficult and concave areas were out of the question. The flexible 
Clear Choice Stamps made for this generation are ideal for cards, 
scrap booking and ceramic surfaces, including rounded and con-
cave areas. Many stamps are also ideal for making impressions in 
moist clay. 
 You can do away with the usual stamp pad and say hello to 
a rainbow of colors, many you may already have. Bisque-stroke 
finishes like Mayco Stroke & Coat and Duncan Concepts are per-
fect for stamping. Dab the Royal Sponge Stippler into color, blot 
out and dab over the stamp design. This will give you a nice, even 
covering of color without depositing excess color in the stamp 
grooves. 

Stamping tipS:
 Make certain the stamps are dry. If you wash a stamp with 
water, dry it off before using again. If the stamp has water in the 
crevices, the colors will bleed out when used. 
 Never use a paintbrush to add color to the stamp itself. You’ll usu-
ally end up with product gathering in the grooves, filling in the design. 
 Avoid pressing the stamp into a puddle of color. 
 If using a sponge to dab color on the stamp, ring all the water 
out of the sponge when washing between colors. Otherwise the 
water will come out, diluting the color and causing runs and drips. 
 When working on rounded or concave areas, flexible stamps 
will work best. These stamps will bend and curve to conform to 
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the design. Load the stamp with color and hold the stamp on the 
edges while you place it on the surface. Avoid allowing the stamp 
to shift or slide. Gently press straight down on the stamp. Lift the 
stamp straight up. 
 What if you get some color where you don’t want it? Try 
using a clean, damp sponge or stiff-bristled brush to remove the 
color by scrubbing it away. Make certain the brush or sponge is 
damp, not dripping with water. Too much water can result in drips 
and runs going through your stamped design. Another easy option 
to disguise blemishes is to splatter the object with one of the col-
ors used in stamping. That way, a little imperfection blends in and 
becomes part of the design. 
 Get creative! Work with a variety of stamps, overlapping pat-
terns and colors for all-over designs. Use stamps right on bisque 
or over the top of other colors. Combine stamp patterns to make 
new designs. Combine three hearts to make a shamrock. Stamp 
shapes with a dark color and fill in the details with colors. Dab a 
variety of colors on the same stamp. 

inStruCtiOnS FOr VaSeS:

 Step 1: Wipe over the vases with a damp sponge to remove 
any dust or foreign materials.

 Step 2: Center the vase on the banding wheel and begin 
turning. Mark the area where you want to do the stamping with 
pencil lines. 

#1

#2
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 Step 3: Select your stamp designs. Wash and dry stamps the 
first time they are used to remove any oils or dust. If working on 
a flat surface, attach the stamp to the clear block. If working on a 
rounded area, you can work with the stamp on the block or off 
the block. 

 Step 4: Place your desired colors for the stamps out on a 
palette. Dab the Sponge Stippler into the desired color and dab 
the loaded Sponge Stippler on a clear area on the palette. You don’t 
want heavy concentrations of color dripping from the sponge. Too 
much color will fill in detail on the stamps. Always start with a dry 
Sponge Stippler. Gently dab the loaded Sponge Stippler over the 
stamp, depositing color on the textured pattern. 

 Step 5: If using a block with the stamp, position over the 
desired area on the vase and press down in the center and rock 
back and forth to make entire impression, and lift up. If not using 
the stamp, gently place the stamp over the bisque and press all 
areas before lifting up. 

 Step 6: Continue adding stamp impressions by reloading the 
stamps and repeating. Fill in all areas by filling with smaller stamps. The 
color and pattern may go outside the pencil lines, and that’s okay.  

 Step 7: Once you’ve completed all the stamping, go back 
with the shader and dampen the areas where the stamping color 

went outside of the pencil lines. Use the brush to gently scrub 
away the excess color. The bisque will probably be stained a little 
with the color and the color will not wash away completely. Brush 
the color out with a wet brush the best you can. You’ll be banding 
color over the top of this area so you don’t need to remove all of 
the color. 

 Step 8: Center the vase on the banding wheel. Load a Blend-
ing Mop with desired color (thinned with water) and band color 
on the bottom half of the vase. Band color heavier along the edge 
of the stamping. Band the upper half of the vase in the same man-
ner. Band with water in the brush over the banded areas to help 
blend the colors. On the green vase, additional green bands were 
added.

 Step 9: Load a Dagger with desired, thinned color and band 
desired lines along the edges of the stamped areas and any other 
lines you’d like to add. The top and bottom were also banded. 

 Step 10: Use the Stiff Fan to splatter desired colors over the 
vases.

 Step 11: Allow all colors to dry and dip in desired clear dip-
ping glaze.

 Step 12: Fire to cone 06. 

#3

#4

#5

#6
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marKeting Clear CHOiCe StampS & BanDing:
 When you make the decision to introduce Clear Choice 
Stamps and banding techniques in your studio, many marketing 
materials are available. 

taBle CarDS & pOSterS:
 Table cards and posters are available by emailing a request 
to mike.harbridge@royalbrush.com. The handy tri-fold cards and 
posters show simple step-by-step instructions for how to proper-
ly band, use Clear Choice Stamps on bisque 
with colors and how to use stamps for 
making impressions in clay. Print as many as 
you want and place them throughout your 
studio. Laminating them will make them last 
even longer!

HOW Can YOu maKe mOneY?
 Show off the new stamps by creating 
exciting samples to show around your stu-
dio. Perform demonstrations to show customers how easy they 
are to use. Print and place table cards all over the store. Have 
stamping parties. How many of your customers currently use 
stamps in other hobbies and crafts? Many will feel very comfort-
able using stamps on ceramics. 
 Sell packaged stamps on or near your counter. Your cost on 
small packages of stamps are less than a couple of dollars and can 

easily be retailed to customers. What’s a few more dollars when 
the average customer is spending $30 or more on a project? En-
courage the purchase by letting the customer know they can use 
the stamps at home on a variety of surfaces to coordinate designs 
and patterns. They work great for all kinds of crafting. If you sell 
the stamps to the customers (rather than studio use) to use on 
their ceramic creation, you don’t need to worry about stamps 
getting lost, accidentally thrown away or stolen. Plus, you generate 
additional sales. 

 Large packages of stamps sell for much 
more and can offer a nice profit margin for 
the studio owner. 
 Host a stamping party! Show the ver-
satility of Clear Choice Stamps by hosting a 
party in your studio. Charge a flat fee for a 
plate (or bisque shape) and provide a small 
package of stamps, colors and firing. Once 
you show how easy and fun the stamps are 
to use, they will likely want to buy more 

stamp designs and more bisque. You can even demonstrate how 
well the stamps work on paper to make things like matching lamp 
shades, fabric runners, cards, wall art and so much more! 

 For additional information, contact Michael Harbridge at P.O. Box 
108, Iola, WI 54945; 715-281-2787; Mike.harbridge@royalbrush.com 
or via www.RoyalBrush.com.

Your cost on small 
packages of stamps are 

less than a couple of 
dollars and can easily 

be retailed to customers. 

#7

#8

#9

#10



36  Fall 2009   Today



 Today   Fall 2009 37



38  Fall 2009   Today



 Today   Fall 2009 39

 by Richard Morse

a conversation with{lisa 
sonora 
beam4
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 As luck would have it my son loves to read. This gives us the 
occasion to frequent bookstores without much discourse.  On a 
recent visit I came across “The Creative Entrepreneur” written 
by Lisa Sonora Beam. I picked it up thinking that it could be fun 
to peruse while my son shook hands with the ten times life size 
Curious George that was wandering the store. 
 After a few pages I felt as if Lisa had written this book for the 
members of the CCSA. She is smart, creative and light hearted. 
She has a way of expressing business that is seldom found in any 
of the tomes of business annuls. I was actually enjoying myself 
reading about “strategic planning” and “modes of functioning” The 
construction of the book, as well as the activities within it give you 
the opportunity to read it cover to cover or find a subject that 
you find challenging and read only that part.  It appealed to me on 
a different level than any other business book I have ever read. It 
occurred to me that she would be a great interview for CCSA To-
day. After a bit of sleuthing I was able to e-mail her and eventually 
chat with her. Though her home is usually in Marin, she is currently 
living in Hollywood, CA doing an artist’s residency. Lisa is pleasant, 
mirthful and reflective. She answered all my questions thoughtfully 
and was more than happy to write some pertinent responses to 
the e-mail interview I later sent her. The following is the result of 
that interview.

 You have written an incredibly creative and vibrant 
book here. What was your motivation for putting these 
thoughts into print?
 I really struggled a lot as a creative person trying to figure out 
how to have a successful business. I struggled a great deal with my 
own creative blocks, too. I wrote the book I wished I had when I 
was trying to find my creative voice, and then make my livelihood 
from it. 
 Professionally, I was origi-
nally trained in art and mu-
sic therapy, and worked as a 
therapist in several in-patient 
psychiatric facilities. That was 
in my early 20’s. Then I went 
on to work in ad agencies, as 
a writer and designer, eventu-
ally starting my own business 
focusing on promoting green 
business initiatives. Along the 
way, I got an MBA, because I 
really wanted to be able to 
speak the language of busi-
ness with the clients I would 
be working with. 
 Additionally, for the last 
20 years I’ve taught work-
shops on creativity, writing, 
and painting, all with an em-
phasis on nurturing the cre-
ative spirit of the individual, 
rather than focusing on tech-
nique or technical skills. I 
drew from my background as 
a therapist, artist and writer, 
and facilitated workshops and 
developed training programs for several large creative organiza-
tions. 

 I loved what I learned in business school, but in order to apply it 
to my small creative business, I had to sort of translate everything into 
my way of thinking, which is very visual. This process appealed to the 
artists and designers who knew me, and they asked me to help them 
with their businesses. It was all very organic. What developed was the 
material in the book, which I first taught in workshops. 

Have you found that being the “Creative type” has helped 
or hindered you in the business world?
 It’s been both. I never really found the right environment to 
work in that supported creativity. Even the last psychiatric hospital 
I worked in was incredibly corporate, and totally focused on the 
financial bottom line. It was more about making money than actual 
healing. This bothered me a lot, and that’s why I left. 
 This is probably more of a values conflict that a creative con-
flict. Sometimes it’s hard to tell the difference, because creative 
types are typically very emotionally oriented, and have a strong 
need for meaning and alignment with their values in what they 
do for work. That’s why creatives will often work for very little 
money, if they are happy with what they do. 
 On the other hand, a typical problem with a creative business 
is that they are not financially or operationally enough results-
oriented. It actually does take a certain amount of creativity to be 
a sustainable business.
 That’s why I think entrepreneurship is such a viable path for cre-
atives. If, and this is a big if, they do the work to develop the skills re-
quired to have a viable business. There are lots of folks out there who 
are very well-intentioned about making a living with their creativity. I 
was one of those people and struggled a long time, not knowing what 
I was doing wrong. If you are working hard, it can even seem like bad 
luck that you are not succeeding. What I learned was that good inten-
tions and hard work are not enough. There is more to the equation. 

I found those missing pieces in busi-
ness school, and adapted them to a 
language and method that resonates 
with creative thinkers.
 Coming back around to the 
business world question: If you are 
in business, you are in the business 
world, so that fact needs to be ac-
cepted. It won’t do any good to fight 
with that reality. What a creative en-
trepreneur can do is learn the lan-
guage of business, learn how to think 
and act analytically and critically, rath-
er than emotionally, and develop and 
understanding of the difference be-
tween the tools they use for the cre-
ative work, and the tools needed for 
running their business. This is what I 
teach in my workshops, all with good 
fun and creative tools. 
 As an artist what do you find 
to be the most challenging part of 
running your business life?
 Balancing my creative work 
with the administrative aspects 
of the business. I really enjoy all 
aspects of my work, but the main 

trouble is that I can easily just end up working all the time and not 
resting enough.
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“We usually have the bar set so high, 
striving for the next milestone. 
it is good to take stock on 
what is working, what is going well, 
and build (or re-build) from there.”

 - lisa sonora beam
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How do you deal with failure?
 I use the tools in my book! I’m serious, but also I find it kind 
of funny. Sometimes I’ll really be struggling or suffering over some-
thing, and go, wait...I wrote a book about this. And then I’ll actually 
go get my own copy of the book off the shelf and look up and 
exercise. Is that weird? Should I be admitting this?
 Other things I do when things aren’t turning out the way I 
want or hoped, is to spend time in reflection. Then I’ll reach out 
to friends as a sounding board. I think it is vital to have some folks 
in our circle of contacts we can share our struggles with. People 
beyond our immediate family or our business associates, because 
they are often biased in their opinions because they have some 
kind of investment in the situation. 
 I think I’m pretty good at taking things in stride. Owning 
your own business, especially when you are responsible for chil-
dren, family, and...even more stressful...keeping your employees 
employed and happy, is really challenging at times. Small business 
owners have a huge burden to bear in this way. And we’re typically 
doing it with pretty slim margins. So everything we can do to man-
age stress and get emotional support is huge. Managing stress is a 
number one part of how I deal with the ups and downs of busi-
ness. I don’t do this perfectly, but I’m aware and make an effort.
 And another way to deal with failure: redefine what success 
looks like. We usually have the bar set so high, striving for the next 
milestone. It is good to take stock on what is working, what is go-
ing well, and build (or re-build) from there.

Creative blocks are something that every artist and en-
trepreneur encounters. What do you do to breakdown 
those blocks and move past them?
 A healthy relationship with the creative process is what is 
needed. Entirely half of The Creative Entrepreneur deals with 
this subject, because we cannot have a successful creative busi-
ness without it. That’s why other business books aren’t helpful 
for creatives who struggle with this. And we will all struggle with 
our creativity from time to time, that is the nature of the making 
something new. The 99% perspiration to 1% inspiration ration that 
Thomas Edison so eloquently described.
 I say if you’ve got creative blocks, build something with them. 
Just the act of engaging with creative action can start to turn the 
tide. We rarely can have a breakthrough just by sitting there will-
ing it to happen, or thinking about it. We need to do something, 
even if it’s just changing the subject for awhile. A lot of my own 
breakthroughs come just by getting out of the studio and walk-
ing around the neighborhood.  Whenever I see other people out 
walking alone, especially here in Hollywood where I am at an art-
ist’s residency, I wonder if they, too, are writers dealing with their 
writer’s block.

 In the book I have outlined dozens of ways to do build with cre-
ative blocks while developing an understanding, for yourself, of what 
exactly is the problem. This is something no therapist or coach can 
get at for you, by the way. The answers are really within you, all you 
need are some creative tools to access your innate wisdom. 
 For example, learning how to visual journal for problem-solving is 
a tool I show readers how to use in detail. Another aspect to creative 
unblocking has to do with understanding something I call the Modes 
of Functioning. Ways of developing your non-dominant modalities are 
outlined, and doing this has the effect of making your creative capaci-
ties even stronger. I share my personal story of this in the book.

You talk about “the Four modes of Functioning” and within 
them the capacity to be constructive or 
destructive. What’s your best advice for 
those that would say “i can’t get the de-
structive thoughts, feelings, senses, and 
therefore actions out of my daily life. Fo-
cusing on the constructive is so difficult 
when things are not going well.”
 That because you’re trying to use the 
Thinking Function to solve the problem, and 
what is needed is some constructive Action 
or constructive Feeling activities applied.
 There is a famous quote by Albert Einstein 
that exemplifies this, “The significant problems 
we face cannot be solved at the same level of 
thinking we were at when we created them.”
 Understanding what the Modes of Func-
tioning are, and which of the constructive and 
destructive aspects are relevant to you, specifi-
cally, will automatically provide some level of re-
lief. It’s not about positive thinking when things 
are difficult. It’s about using the appropriate tool 
for the job. Being aware of how we are destruc-
tive, which is often just some learned habit, is the 
first step. Finding the constructive remedies that 
work for us is the next. 
 This is an ongoing process, by the way. I 
am constantly using these tools myself as new 
and different challenges arise. There are no 
quick fixes, but tools we can learn to use and 
apply. The Creative Entrepreneur is a work-
book in this sense. You can gain a lot from just 
reading it, but much more will happen if the 
tools are actually applied. 
 The application of the material, as I can 
see from the work my students and readers 

“What makes me supremely happy is not only doing my 
creative work, but helping others to follow their bliss and 
prosper in every way doing so.”

 - lisa sonora beam
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are doing, is where the real magic of inner transformation hap-
pens. It’s so inspiring to see. As we use the tools, old destructive 
habits just tend to fall away. For example, there are things I do not 
struggle with at all anymore: like facing a blank page, writing books, 
creating on-demand. The constructive aspects of these tasks are 
now so hard-wired in me. Things that used to be hard and wrought 
with struggle are now actually enjoyable and life-giving. 

Our business (paint your own pottery) relies on the ev-
eryday consumers desire to be creative. Do you believe 
everybody has that creative, artistic side that’s just wait-
ing to be released? 
 Absolutely, yes. And the more our creative side is thwarted 

and left to atrophy, the worse off we are. We need both the cre-
ative and the analytical to be integrated and whole as individuals. 
To deem one as less valuable that the other is like trying to evalu-
ate whether your eyesight or hearing is more valuable. 
 The challenge is that we do not live in a culture that values 
hobbies or pursuing things for the fun of it. Art is the first thing to 
get cut from any curriculum to save money. That’s financial bottom 
line thinking that hurts us all. 
 Because creativity is not valued in our culture, people don’t really 
“buy” creativity. Some will buy it for their kids, but not themselves. So 
the more that we can all promote the value of creative expression in 
terms people can relate to, the better your business will be. This is a 
marketing challenge that absolutely needs creativity applied to it. 

in these times that seem, by all accounts, uncer-
tain; what would you say to someone who is, or is 
thinking about being, a “creative entrepreneur”?
     Certainty has always been an illusion. The systemic finan-
cial collapse has shown us this in some very difficult ways. 
     Creative action requires a level of familiarity and 
increasing facility in dealing with uncertainty. That’s why 
creative types have such a huge advantage right now 
in pursuing a creative dream. We already have an inner 
wherewithal to face the unknown. 
     Entrepreneurs thrive on risk. So this is the time to take 
action, but make it educated and informed action. We need 
to challenge our assumptions and have back-up plans. 
 The exercises in The Creative Entrepreneur in-
clude ways to effectively examine and evaluate oppor-
tunities, while being aware of the obstacles. Blind faith, 
an asset in the creative mind’s repertoire, while very 
effective for doing creative work, is not recommended 
for managing the business side of creativity. Again, it’s 
using the right tool for the right job.

at the end of your book you talk about Joseph 
Campbell’s call to “follow your bliss”.  Have you 
found your bliss?
     Bliss is defined in the dictionary as “supreme happiness.” 
I like how Joseph Campbell shows us the way toward bliss:  
“The way to find out about happiness is to keep your mind 
on those moments when you feel most happy, when you 
are really happy-not excited, not just thrilled, but deeply 
happy. This requires a little bit of self-analysis. What is it 
that makes you happy? Stay with it, no matter what people 
tell you. This is what is called following your bliss.”
     The tools put together in The Creative Entrepreneur 
are the result of my own searching, through many paths, 
for how to make my own creative business ideas real. 
What makes me supremely happy is not only doing my 
creative work, but helping others to follow their bliss 
and prosper in every way doing so. 
     I would welcome any questions or feedback from the 
members of CCSA. There is a lot more information and 
examples on the book website. And I try to facilitate 
lively conversation about these topics on my blog.
     Folks can get in touch with me, and check out my blog at 
the book website: http://creativeentrepreneur.biz/index.html
     My thanks to Lisa Sonora Beam for taking the time to respond 
to all of my questions. With a little luck I am also hoping Lisa will 
join us, as a presenter, for our 2010 convention in Reno. 



 We always want to keep our studio on the 
cutting edge of the industry to attract and re-
tain customers. Adding hot glass to your product 
mix is a natural extension for paint-your-owns. 
Glass can be fired in your ceramic kilns, is a great 
addition to the studio for customers who have 
already gotten entrenched into pottery painting, 
and it commands an excellent margin to add to 
your overall profitability. The majority of studios 
adding glass attribute 5 to 15% of their gross rev-
enues to hot glass. It is important to keep “raising 
the bar” for your glass center just as you do for 
your pottery, camps, and classes.
 Creative Paradise, Inc. has developed a new 
line of Stand-Up™ molds that are used to cre-
ate fun and innovative fired glass products. The 
molds are available from your CCSA distributors 
and they can really add a new dimension to your 
glass center. Creative Paradise has also published 
a companion book of patterns and instructions 
for creating standing fused glass figures entitled 
“Stand-Ups - The evolution of your fused glass 
projects is here.” 
 Stand-up figures appeal to kids and adults 
alike. The booklet includes a picture gallery with 
corresponding patterns, step-by-step instructions, 
materials, and firing schedules. With minimal in-
vestment, this could be a great addition to your 
glass center. You can create your masterpieces with 
glass, frit, and stringer or add more decoration and 
details with glass paints. As always, the key to your 
success adding something new like Stand-Ups is 
our industry adage “samples sell.” It is certainly 
worth picking up a sampling of molds and trying it 
out. The results could be a whole new dimension 
in fired glass creations in your studio.
 Till next time...
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By Helene Safford, Clay Cafe Studios and The Studio Resource

Biz Buz
A continuing series of business tips based on book reviews
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International 
News

By Sam Saville of Casa Ceramica

 ‘Twas the afternoon before the Childcare and Nursery Show, 
and with my mum mobile packed to the rafters with stands, glossy 
folders, literature, samples and Moira, we headed across to West 
London to set up for the show. But as it was London we were 
driving through, nothing is straight forward - no right turn here, 
no left turn there, dead-end over there. We could see where we 
wanted to get to, but just couldn’t reach it.
 Eventually, by following the map we 
were given(!) we arrived ready to unload 
and set up to show off our wears to the 
unsuspecting professionals of the childcare 
world. After the first Ikea stand built, the 
other five were a doddle. Now we could 
open up our big box of samples courtesy 
of Jane at Hobbyceramicraft and Andi & 
Dani of Dish, Reigate. With footprints on 
everything and anything, clay masks and a 
fairy home and  children’s samples, we put on a display that would 
surely not let us members down, or the CCSA. Satisfied, Moira 
and I headed home.
 Over the next two days, Moira and I were joined by a merry 
band of assistants from either end of the country to help us (wo)
man the stand. On the first morning I took the opportunity of getting 
the hand print off the “star” who opened the show. Look, if you’re 
under 5, Dave Benson Phillips probably does have the wow factor, so 
he gladly assisted and we will auction off the piece for “Children in 
Need” a national TV fund raising event during November.
 Kelly and Nicole were dispatched with four colours and a 
mug around the show to gather fingerprints from unsuspecting 
delegates. You’d be surprised how many returned to the stand lat-
er that day to see what animal their fingerprint had been turned 
into. Moira too, found a great technique to get people to stop and 
listen - offer them a huge peppermint sweet and they have to shut 
up and listen!!
 There were plenty of other exhibitors there, from bunkbed cots, 

educational toys and books, government run schemes, baby wipes 
and hygiene, to portable hand washing gadgets. But nothing in the way 
of arts and crafts for use in an educational format - I think we stood 
out from the crowd.  Loads of contact details were taken, including 
a nursery in Sri Lanka and one in Finland. Virtually all the exhibitors 
were visited and there are three who are interested in the possibility 

of becoming supplier members, one of them 
in particular is happy to sell their product in-
ternationally so fingers crossed.
 By 4 o’clock Saturday we couldn’t believe 
it was time to pull down the stand. And yes, it 
was almost as eventful as our first journey to 
the show. Twice the industrial lift broke down, 
with me in it on both occasions, and then the 
heavens opened for the journey home.
 But now the real hard graft needs to be 
put in. By the Tuesday I did have my first call 

and a booking made. Easy. But now that the contact list has been  
collated and distributed, don’t let us down, follow up those leads 
we acquired during the show and you never know where they 
made lead you.........Bournemouth next summer, ladies? Mine’s a 
99.  
 Thanks to everyone who helped with the stand from Andy & 
Dani at Dish who together with Matt and Jane at Hobbycerami-
craft came up with some great samples.  Amanda at Cromartie 
for a e-mail shot and for taking 500 flyers to distribute.  Lianne 
from Kass Ceramics in Scotland who came for the day!,  Margie 
from Treasure Pots near Liverpool who also came just for the day, 
Lisa from Get Fired, and Mary from The Clay Studio, Christchurch 
who also helped us take down the stand, Maggie from The Pot-
tery Place and to Susie from The Clay Cottage who sent Kelly and 
Nicole to helps us out.  Fabulous team.  And thank you CCSA for 
letting us try this out.  How successful was it, we won’t know for a 
while until we get feed back from studios, so if you get an enquiry 
arising from this show please remember to let us know.

Two geT losT in KensingTon...

Moira too, found a great 
technique to get people to 
stop and listen - offer them 
a huge peppermint sweet 
and they have to shut up 

and listen!!
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Check out the thirty three foot tall blown glass chandelier that hangs in the Icon Tower at the Overland Park 
Convention Center, (Which happens to be the site  of this year’s convention.) It’s called “Growth” done by Vernon 
Brejcha. ‘Vernon Brejcha is from Lawrence, KS and is considered one of the pioneers in the contemporary glass 
art movement.  Among the institutions that have collected his work are the Smithsonian Institute, the Museum of 
Contemporary Crafts in New York, the L.A. County Museum, the Wedgewood Museum in England, and 40 other 
museums worldwide.’  This piece is one of many works of art that the convention center has on site. 

If you have an interesting, artsy or bizarre photo that you would like to see featured in “Finishing Touch” 
send it attention “Finishing Touch” to Richard at richard@ccsaonline.com
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sharing concepts, 
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relationships among all members.  

WHY CIRQUE?
   The idea behind the cirque themed convention Inspiria was brought on by the shear awe I have experienced after going to a cirque performance.  

The wonder and amazement I have felt when attending a cirque show continues far past the incredible acts, music and costumes. 
It tunnels its way into everyday conversations. It inspires me to create and push boundaries.  

The inspiration behind Cirque du CCSA is the same. We want everybody that attends to feel alive and inspired. 
We want you going back to the studio with new eyes and a motivated cerebellum.  Cirque isn’t just entertainment;  it has become a way of thinking. 

Asking the question “What’s possible?”  and coming back with the answer “What isn’t!”  

 Learning a new technique or business strategy is just a fraction of what convention offers.  The union of people that attend convention is amazing.  
From the wide eyed exploratory members to the glaze worn veterans of the industry. The best minds in PYOP are at convention.  

Stories are told, ideas are shared and problems are solved. Each interaction is a stepping stone to new ways of looking at your studio. 
Your “A HA “ moment could come at any time. It could be at a class or during the keynote speech. It might be while you talk to your favorite supplier 

or while you chat up a new one. It might just be when you collapse into an overstuffed chair in the lounge and have drink with someone you’ve never met. 
  

 Which brings me back to our cirque theme. 
Cirque gives us permission to leave what is impossible behind and believe that we hold the keys to unlock any door. 

Cirque isn’t just something to behold but something to be part of.  Inspiria is the CCSA’s take on the same idea — be part of it and be inspired!  

Please join us for an unforgettable experience 
from September 11-14, 2009 in Overland Park, Kansas


