
Contemporary Ceramic Studios Association Magazine

Winter 2009

today

Your Partner in Success

Inspiria
Snapshots

from

CIRQUE DU CCSA 2009

Pictured above:
Cirque Dreams performer 
Joanna Paterson
performing at Inspiria.



 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! 
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Dear Members,

 Can we all just agree that this year’s convention was the best?  I felt so inspired when I 
returned to my studio.  I hope that everyone used their downtime to implement what they 
learned: getting started on field trips, creating a staff of superstars, marketing, marketing, 
& more marketing, displays with glitter. . . the list goes on & on.  For those that weren’t able 
to make it to convention this year, start saving for Reno.  I think its going to be even better!  

As you’re reading this, we are all getting ready for one of the busiest times of the year.  
I love the holiday season.  It reminds me of exactly why we do what we do!  
Make the most of the season by planning special events.  How about events where 
kids can paint secret gifts?  Special adult only times with a little added extra something.  
What about trying a great idea from chat?  Create a display with gifts for $20 or less 
(thanks, Boo!).  Show your customers that not only are the gifts created with us 
cherished for years to come but they don’t have to be expensive.  

We all tend to be so busy with the holiday season that we forget January is just around 
the corner.  Your studio may be full but you can’t stop marketing!  Make sure that you 
have your marketing materials ready – calendar of events, ideas for school silent auction 
projects, maybe even bounce back gift certificates for use after the 1st of the year.  
None of us want empty seats in January.  

Even though we are really busy, don’t forget the important things: your staff, friends, 
family and most importantly yourself.  

Have an amazing holiday season,

Julya Myers
CCSA President
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Hello Friends,
     
 As I write this the shadows of fall are casting long and dark.  The days are cooler and 
I may have to trade in my shorts for pants and a sweatshirt. As you read this the freight 
train called “the holiday rush” is bearing down on you, hopefully, not to run you over, 
but instead, to deliver you a full studio of gift making customers.  Enthralling and scary at
the same time but don’t worry,  you are going to be great and your studio is going to 
thrive because of it. 

 At this point I would usually try to put some bullet points about things you need 
to remember.  Instead what I would like to do is remind you how great you are.  Yes, you!  
You had the gumption to start your own business and the strength to keep it going. 
You keep saying “Thank you” to your customers and you deal with adversity and 
happenstance with a smile.  Give yourself a chuck on the shoulder. You have been doing 
a great job and those things that you are struggling with are going to get better.  
Well done!

 In addition to the long distance hug above, I want you to know that I am here for 
those instances that seem insurmountable. I am happy to lend you my ear and if you 
need an opinion well, as most of you know, I am happy to give those out for free to anyone 
who will listen.  The sense that we are all here to help each other is a comfort. 
Many of you have been so gracious and kind listening to me and giving me well thought 
and concise ideas. Thank you.  This sense of community and togetherness will certainly 
lead us to great places.

    I know that the next couple of months are going to be great! Have a wonderful 
holiday season and I will talk to you soon.

 Happy Holidaze!

 Richard  Morse
 CCSA
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benefit update
by Richard Morse, CCSA

 In cooperation with OfficeMax we are so happy to be able to offer this incredible deal.
Clip out your Retail Connect Card and then take it to any OfficeMax. 

They will be happy to laminate the card free of charge.  
Then use the card for discounts on your copies and purchases. 
You must have the card in hand when making your purchases.

 
As a CCSA member you will receive copies at these incredible rates:

 Black and white copies on 20 lb paper .03 
 Black and white copies on 24 lb paper .033
 The above prices are less than half of regular copying prices!

 Color copies are only 35¢
 You will also receive discounts on other print services. Please ask your OfficeMax associate about 

the special pricing associated with your card. These prices are on full service copies. You can even e-mail OfficeMax 
your job and have them finish it before you arrive! In addition to copies you will also receive a 25% discount on many items

 within the store just for having your card. Please feel free to let us know about any issues or problems you experience.  
The people at OfficeMax are dedicated to helping in any way possible.
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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.

 Are men your new target consumer???  It’s a definite possibility.
 The stay-at-home-dad is a potential new target market across 
all consumer products and services.  Whether due to the insta-
bility of the job market, because they feel they are missing out 
on raising their children or because creativity is becoming less 
female-centric, there are trends emerging of men working less, 
sharing in the parenting role and embracing 
their creative side.
 A brand new book published in June 
2009 – The Daddy Shift by Jeremy Adam 
Smith – addresses the growing trend in 
America of men taking on more parent-
ing roles than ever before.  According to a 
review of the book, this “is a startling evo-
lutionary advance in the American family, 
one that will help families better survive 
the twenty-first century. As Smith explains, 
stay-at-home dads represent a logical cul-
mination of fifty years of family change, from a time when the idea 
of men caring for children was literally inconceivable, to a new era 
when at-home dads are a small but growing part of the landscape. 
Their numbers and cultural importance will continue to rise—and 
Smith argues that they must rise, as the unstable, global, creative, 
technological economy makes flexible gender roles both more 
possible and more desirable.”  It’s a growing trend that we’ve 
tracked for almost two years and the evidence shows that this 
monumental culture shift is becoming very difficult to ignore.
 Tracking consumer behavior is nothing new, but a surpris-
ing new trend in consumer behavior has emerged since 2004 – 
the rise of the “man shopper”.  According to a July 2009 article 
in Brandweek, “Nielsen data shows that while females dominate 
shopping trips in all channels except convenience/gas stores, their 
share of trips has declined in all outlets from 2004 to 2008/2009.  
On the other hand, men’s share of retail shopping trips has done 
just the opposite – increased in all outlets.”  Dollar, grocery, mass, 
wholesale, superstores, convenience/gas and drug stores were 
tracked.  Also noteworthy is the increase in men’s spending – up 
27% since 2004 compared to an 11% decrease in women’s spend-
ing.  Men are shopping and spending more!
 At this point you may have recollections of the 1983 comedy, 
Mr. Mom…well, the recollection may turn to reality very quickly 
and I suggest that your studio be prepared to welcome the new 
Mr. Mom in!  

Why thE RISE In MR. MoM?
 According to a February 2009 article in Marketplace, men 
make up 82% of the layoffs due to the current recession…hence, 

one reason for the new Mr. Mom.  While most of these men start 
looking for work, they are filling their newfound free time with 
“chores” typically performed by women – cleaning, grocery shop-
ping and caring for the children…but remember, these activities 
are somewhat new to many of them and that includes keeping 
their children entertained.  Many dads haven’t visited your studio 

and many yet don’t know you exist – you 
now have a new consumer to attract!  
 We are also seeing an increase in 
Americans – men and women – needing an 
escape from the pressure of everyday life 
and turning to hobbies for relaxation and 
rejuvenation.  Creativity has become a form 
of therapy, used to recharge the mind, body 
and soul.  Women have been much bet-
ter than men at finding time for hobbies, 
but men are now embracing the need for 
downtime and they are actively searching 

for activities that provide an escape from the office.

thE MAnCRAftER
 In July 2009, Forbes.com featured 7 Hobbies of the Future, 
featuring “mantastic crafts” as one of the seven.  “While these 
hobbies were traditionally thought of as woodworking or metal-
working, knitting, crocheting and sewing, often considered more 
feminine, also now fall into the same category.  Playboy founder 
Hugh Hefner’s love of traditional scrapbooking is an example of 
men seeing crafting as less threatening than in the past.”  So you 
don’t believe men are embracing creativity???  Well, they may not 
call it creativity, but they are doing it for sure and it’s a big busi-
ness.  Just turn on HGTV, Food Network, DIY Network or the 
Discovery Channel and you’ll be watching a variety of unisex and 
man-based do-it-yourself programming.  
 In 2007/2008, the DIY Network shifted from a female tar-
get viewer to a male, evidenced by their removal of Knitty Gritty, 
Styleicious, Craft Lab and other female-hosted, female-targeted 
programming.  Although there were many viewer protests, the net-
work was adamant that their direction needed to change to adjust 
to the new viewer.  Today their programming is definitely male 
focused, with programs like Rennovation Realities, Man Caves and 
Yard Crashers at the top of their billing.  Believe me – they are by 
men and for men – they are constantly on at my house!  The DIY 
Network is man-centric.
 Ah…HGTV…the network that used to be all about how to 
plant daisies in the right sunlight using the right soil…not so any-
more!  While you can still find a gardening show or two, primetime 
programming goes to House Hunters, Property Virgins and Hid-

Many dads haven’t 
visited your studio 
and many yet don’t 

know you exist – you 
now have a new 

consumer to attract!
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den Potential – all of which feature couples exploring the nuances 
of owning a home.  HGTV has certainly moved from an overly-
feminine network to a couple-centric collection of programming. 
 But the Food Network?…no, that’s a women’s world…right?  
Wrong – check out Guy’s Big Bite and Throwdown with Bobby 
Flay.  Both shows cater to the man with how-to segments on 
greasy burgers and smoky ribs.  Then there is Emeril Live…have 
you noticed that the audience is equally blended with males and 
females…and when Emeril says “garlic”, can you hear the men 
hollering louder than the women?!!  I consider the Food Network 
girl-centric with manly vibes!
 And then there is the Discovery Channel, a network that has 
always featured nature and the great outdoors.  The current pro-
gramming, Dirty Jobs, Deadliest Catch and Ice Road Truckers, is 
very diverse but includes a few notable shows that are certainly 
targeted to men but appeal to women – another couple-centric 
collection of programs.  
 Are you seeing a pattern?  It’s not about forgetting mom…it’s 
about creating programs that target the newest spender but still 
attract mom…it’s about multi-purpose programming!  Dad will be 
happy watching alone…Mom will be happy watching with Dad…
and the kids are welcome to watch too!  It’s also about proving to 
the man how easy a DIY project really can be.  
 According to askmen.com, a site that proclaims to have seven 
million visitors every month, “Hobbies can help guys relax, expand 
their thinking and learn new skills. They contribute so largely to 
a man’s strength of character that it is safe to suggest that, while 

every guy may not need a hobby, 
he can certainly use one and will
benefit from it in more ways 
than one.”  Their list of the 
top 10 hobbies are:
 1. Mentoring
 2. Chess
 3. Fantasy Sports
 4. Rocketry
 5. Target Shooting
 6. Collecting
 7. Homebrewing
 8. Billiards
 9. Coaching
 10. Fishing

 If you want to attract men into you studio, find ways to incor-
porate these favorite hobbies into your experience.  

BUt…Don’t foRgEt ABoUt MoM
 36.5 million women are moms with children at home with an an-
nual purchasing power of $2.1 trillion…do not stop targeting this con-
sumer!!!  Mom as the shopper and decision maker isn’t stepping down 
from her post…Dad is just stepping up a bit to help out right now. 
 For questions and comments concerning this column, email Alyson 
Dias at adias@ilovetocreate.com and check out her blog at www.dun-
canfashiongirl.blogspot.com.

Remind the male 
consumer of their 

childhood with truck bisque – it’s a 
fantastic shape to bring fathers and 

sons together to create new memories.

Use objects 
common to men 
(chain, washers, 
screws and nails) 
instead of stencils 
to make it easy 
and non-feminine 
for the male 
consumer.
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oN ThE RoAD
By Bonnie Karet, CCSA Membership Relations

Orlando, Florida

Painted
By Hue



 Gisela Rogero is a merchandising genius. In an industry where, 
in many cases, one studio looks like the next, Gisela has set her 
studio apart with her inspired décor.  Décor is actually too tame 
a word to use to describe the displays and the walls in Painted 
by Hue. This is smart décor, merchandising, designed to get cus-
tomers to feel like they ARE creative, they CAN make art.  Her 
product displays are vibrant and original and they make the prod-
uct look fun and almost irresistible.  Just 
in case the incredibly inviting wall displays 
don’t give your creative bone a nudge, pick 
up one of the many binders Gisela has cre-
ated for her customers. Inside of them are 
pictures and detailed instructions for each 
of the many mediums offered in her store. 
They are confidence builders, roadmaps to 
masterpieces for the customer who pro-
claims “I’m not artistic”.
 Gisela has clear and fun signage ev-
erywhere in the store. If she fell into the 
dipping vat and could not make it to the 
floor to help a customer, they would be able to figure out how 
to proceed with any project. Upcoming events, instructions, and 
staff names and pictures are all visible. Thought has gone into 
every detail, every sample. Every new product Gisela adds to her 
lineup has the best possible chance of success with the time and 
effort Gisela puts in to promoting it.  This is a store that is clearly 
well loved by its owner.
 Gisela opened Painted by Hue in Orlando, Florida in May 
2005. Her original location was in a new village-like open air 
shopping center. Many of you will remember her store as the 
“WOW”!  stop on the Studio Tour at Convention 2006 in Or-
lando. Unfortunately, the economy took a horrible turn and many 
of the stores in Gisela’s center never opened. She was alone in 
a sea of empty storefronts for four years before she realized 
that the lifeboat just wasn’t coming. She decided to save herself 
by moving to a new location. She had built a 
loyal customer base and they followed her to 
her new digs. Her space is a little smaller, but 
Gisela says “We are making every square foot 
work for us more efficiently. I’d rather pay for 
a smaller space and have it filled to capacity 
more often than pay rent for a bigger space 
and look at empty tables most of the time”.
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After your experience with moving the store, what are 
your goals moving forward?
 I have now learned that what I operate is a business and 
not just a fun outlet for my creativity and a personal hobby. 
That might sound or seem silly but since I didn’t come into 
this venture with any sort of business background, it has been 
a hard lesson to learn or major realization to make/appreciate. 

My first and foremost business goal is to 
make Painted by Hue a successful, profit-
able business that my family, who has given 
me an incredible amount of support for 
and at a very high price, can be proud of. 
A second goal is to do this while finding a 
balance between the business and my life 
outside the studio. 
  I’ve learned a lot from listening to 
every tip or suggestion made by other 
studio owners - nothing can replace the 
value of experience. I’m more open to 
suggestions from my employees and cus-

tomers. I’m always analyzing and reviewing how certain prod-
ucts and offerings are doing and I’m now willing to let things go 
if they aren’t doing well, no matter how much I personally like 
the product. “

your studio is a brilliant marketing tool in itself. Where 
do you come up with the clever merchandising ideas? 
 I visit other retail stores - Target, Kohls, the craft stores - 
Michaels & Joanns. I look at my supplier’s websites & catalogs, 
and I’ve always loved the way Disney creates a story around 
everything they do - rides etc.  I try to create interest in items/
displays/classes/events by creating a “story” around the theme. 
I find that that plays better to selling not just pottery, but the 
overall experience. What I also learned is that I need to always 
bring the focus back to the product we’re selling. Instead of us-

Every new product 
Gisela adds to her 
lineup has the best 
possible chance of 

success with the time 
and effort Gisela puts 

in to promoting it.
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ing nice but unrelated artwork to decorate the walls, I’ve been 
careful that in my new studio, I get creative with the products 
we sell. (ie: the Paint Me display that combines Pottery Painting 
& t-shirts)

you offer many different products. What do you need to 
do to give each product a fair shot, and when and how 
do you decide that something is not going to make the 
cut? 
 This is an area I’m trying to improve on. At the start I was 
so excited about offering a large variety of products so that any 
customer would be able to find something that suited their in-
terest. I think I, and my staff, became overwhelmed by keeping up 
with being knowledgeable enough about each and every product, 
keeping enough stock of the product line to maintain customer 
interest in it,  and I put way too much money into all of it — 
money that I could have better used — like in paying myself! 
I think the customers may have also been overwhelmed by so 
much too.  When I  moved to the smaller space, I started paying 
attention to the numbers of what was selling and what wasn’t.  
I want whatever the customer does in my studio to give them 
a “WOW! I did that! I am an artist!” reaction. Some products 
haven’t “WOWED”  enough! Some have done that but are just 
too time consuming or money zapping to be worth it 

What forms of marketing and advertising do you find 
most effective? 
 I feel like I’ve tried everything. I carefully track any advertis-
ing I do by asking everyone who comes in how they heard about 
us. I’ve found that print ads aren’t very effective in my area. Radio 
& TV are way too expensive. My website & Facebook which I can 
edit/update as often as I want or need to, work the best - the 
key is to keep them fresh - putting new pictures up and updating 
events. There’s a link to join the newsletter & Facebook on the 
website. Email marketing with Constant Contact is terrific too. 

you have every sample known to man here. Which is 
copied the most?
  Believe it or not it’s probably between the Pottery layer 
glazed (midnight stone with sandalwood) bowl and the dot on 
dot plate.

how does being a CCSA member impact your busi-
ness?
  The support system that the CCSA offers is invaluable. The 
camaraderie between the studio owners, their willingness to sup-
port each other & share ideas is wonderful. Even studios that are 
in close proximity to each other and could be considered com-
petition for each other can respectfully coexist by being CCSA 
members. I say that I’ve been a sponge taking in bits and pieces 
of information from every angle that the CCSA & its members 
offer - the Managing tips and Employee Manuals have been es-
pecially helpful to me. By having some of the tools available that 
they offer I’ve been able to concentrate my energies towards 
other things. Knowing that there is a network of support from 
a professional organization that includes suppliers allows me to 
run my business more confidently too.

 Would you like to be featured in an On The Road article? Please 
send an email to Bonnie@ccsaonline.com and tell us why your studio 
rocks!
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“I want 
whatever the 

customer does in 
my studio to give 

them a ‘WOW! 
I did that! I am 

an artist!’ 
reaction.”
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By Chinook Graham, CreativiTea

This Blooming Business: learn. grow. Achieve.

 I know many studio owners feel employees are a constant 
struggle.  I’m not one of them.  I love being an employer and I love 
my employees.  Right now, my crew of eight is the best group I’ve 
ever had and my studio is having its highest grossing year to date.  
There have been many contributing factors to get me to this point 
but none as basic as this.       
 I opened my studio in 1998 in a town of 
under 65,000 that already had a PYOP stu-
dio.  I was 19 years old.  I didn’t have enough 
money to advertise or to hire an employee.  
To say the odds were against me is an under-
statement.  What I did have was a great loca-
tion with a decent amount of foot traffic and 
determination.   I worked long hours and fo-
cused on my studio.  I figured out what my 
customers needs were and most importantly 
how to meet them.  Soon, word of my studio 
spread, current customers brought new cus-
tomers and my business grew.
 When I was ready and able to hire, I knew I needed an em-
ployee who would continue to meet the needs of my customers 
so the pattern would continue.  My first employee was named 
Heidi and she was perfect — sweet, kind, considerate, reliable and 
trustworthy.  Customers loved her, 
asked when she was working next 
and even took pictures with her.  
Eventually, Heidi graduated from 
college and moved on, but she left 
me with the understanding that 
good employees attract good cus-
tomers and good customers equal 
growth.
 So how do you find and keep 
the Heidis in this world?  By bet-
tering your studio culture and at-
tracting applicants with the char-
acter and commitment you’re 
looking for.

CUltURE
 Would your studio attract a 
Heidi?  Businesses are competing 
for good employees just as they 
compete for customers.  You have 
to create a studio culture that 
good employees are drawn to.  
Figure out what’s important to 
them.  If you can provide most or 
all of it, you’ll generate a buzz in 

your community that your studio is a great place to work.  
 My studio culture is something I always talk with prospective 
employees about.  I let them know what it is, what my current 
employees are like, what kind of manager I am and what my expec-
tations of them would be.  If at any point during the conversation 

they seem intimidated or put off I know 
they’re not a good fit.   
   
ChARACtER
 What character traits do you look for 
in an employee?  Can you list five?  Ten?  
It’s important to know what qualities you 
want in order to look for them in prospec-
tive applicants.  If you don’t know what 
you’re looking for, it will be impossible to 
find it.  
 In my last article, I talked about throw-
ing out my customer service standards and 
replacing them with personal service stan-

dards.  These qualities are what I look for in a potential employee.  

CoMMItMEnt
 Can a prospective employee commit to you and can you com-

mit to them?  Commitment is a 
two-way street.  If you want loyal 
employees you need to be a loyal 
employer.  You do this by main-
taining your studio culture and 
continuing to provide what’s im-
portant to them.  For good em-
ployees it’s usually working with 
other good employees.    
 If you can get a crew of good 
employees to bond, the camara-
derie and the benefits of the job 
will keep them around for awhile 
and keep your customers walking 
through the door.    
 Despite my best efforts, not all 
my employees have been Heidis.  
A few have been the exact oppo-
site.  While they are not worthy of 
focus, each one left me with the 
understanding that bad employees 
repel customers.  Get rid of them 
quickly before they hurt the rela-
tionship with your customers and 
your other employees.

So how do you find 
and keep the Heidis in 

this world?  By bettering 
your studio culture and 
attracting applicants 
with the character 
and commitment 
you’re looking for.

Scouting for Superstars
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By Judy Salinas, Glazed & Amazed

 Have you ever said yes when you really meant no? Why is 
saying the word no, so hard. It is just two little letters put together 
to form a response.
 Picture yourself (or in this case, me) at my store at 6:00pm on 
December 23rd loading that last kiln, because I could not say no to a 
last minute customer that just had to have that platter for Grandma. 
They were the ones who waited until 2 days before Christmas, they 
thought you just popped it into the oven and “baked” it while they 
waited. You have not slept for more than a few hours a night in weeks 
and you have been living on holiday cookies and two week old fudge. 
This scenario excluding the fudge, may also apply to Mother’s Day 
weekend, Father’s Day, Teacher Appreciation Day or tourist in town 
for the weekend. Why can I not say no? Is it a customer service thing 
or is it something else that drives me to push myself this hard?
 As retailers are we just natural people pleasers? We need to 
provide excellent customer service so that our customers will 
continue to return to our stores.  We need to make enough income 
to survive and to thrive, but do you ever ask “at what cost to my sanity 

Confessions from 
a people pleaser

and my body?” Is there a better way to handle these busy seasons?
 I am looking for the answer to these mysterious questions. 
How do we set limits and deadlines and stick to them? I have 
talked to several other studio owners who deal with these same 
issues. Some ideas are to charge an additional “fee” for rush firing, 
sending pieces home unfired and having the customer return for 
firing after the holiday and posting last day firing dates weeks ahead. 
No one person seemed to have this all figured out. I guess that 
makes me feel better. We as a group seemed to want to please 
others, sometimes by promising nearly impossible results.
 I am working toward a happy medium, a balance. I am 
determined not to be too tired to enjoy the holidays and to live 
in the moment. I am posting deadlines and sticking to them. It has 
not been easy but I am getting a little better at it. With practice, 
saying no is getting a little easier.
 A good friend, and a very wise women, told me a great motto 
to live by — you do not get to say yes and then whine about it — 
“Say yes and be happy about it, or say no!” 



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



Disney bisque in our studios, thanks to a savvy business decision 
and work from Chesapeake Ceramics. So, can anyone resist the 
likes of Mickey and Minnie Mouse? Very few, if any!  Those two 
adorable shapes will be offered, along with many others, including 

Cinderella, Snow White, Pooh, and a host 
of other characters.  Thank you Chesa-
peake!!!
 Our CCSA Suppliers continue to bring 
us new and exciting bisque shapes.  Gare’s 
newest symbolic peace, heart, flower, and 
snowman mugs along with Mayco’s new-
est cupcake series… will surely fly off your 
shelves!  All of our bisque vendors in at-
tendance had a spotlight on new and su-
per seller shapes to increase studio sales.  

Although, there are too many to list each… do take the time to 
visit or re-visit our suppliers.  They are here to assist us in the 
success of our business.     
 ‘I Love to Create’, better known to PYOP studios as Dun-
can Enterprises, has increased the level of creativity for us with 
‘ Color Bazaar’, a super fun and easy compatible glass ornament 
line.  Maybe not pottery… but this Make and Take offering is 
guaranteed to bring in additional revenue, not just for the holi-
days, but year round!  
 Lilly Ollo continues to draw many studios’ attention and in-
terest in PMC, (precious metal clay) along with Spectrum Glass 
Company and Bisque Imports fueling us with some great ideas in 
glass fusion.  All are great sources in addition to all of our CCSA 
suppliers, available to us year round. 
 Sometimes it’s the new offerings that can boost that sweet 
additional revenue!  Don’t be afraid to try something new!  Do 
you need to spend a high dollar to try the new?  If you don’t 
have a budget to buy big…offer something on a smaller basis.  
If it works…then invest more.  Myself, I love the clay!   Michael 
Harbridge continues to inspire me with his clay puzzling projects,   
which make for great technique classes … along with the Clay 
Lady’s teaching techniques for children.
 Wow, I’m feeling like a commercial!  Simply said…We have 
a wealth of information surrounding us.  For those dry wells that 
were able to attend CCSA Convention 2009…we got our need-
ed fill.  If you weren’t able to attend and are feeling a little empty?  
Connect …Connect…Connect!  Make a call to a CCSA supplier.  
Call another studio owner and brainstorm ideas.  Register for 
one of the many educational opportunities available to each of us.  
And don’t forget to take care of YOU!  Nothing dries the well up 
quicker than self neglect. 
 Onward…Upward…and looking forward to another super 
year!     
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Sometimes it’s the 
new offerings that can 

boost that sweet 
additional revenue!  
Don’t be afraid to 
try something new!

by Judi Novotny; It’s Yours Pottery, Omaha, NE

 Whether you’ve been in this wonderful world of Paint-
Your-Own Pottery biz for a few years, or too many to count…
trying to come up with new, creative and innovative marketing 
ideas, specific to what we do, can be a challenge.  Has Your Well 
Gone Dry?  If so, it’s time to try something 
different!  
 If you were able to attend the CCSA’s 
annual convention this past September, 
you without doubt, were filled with lots of 
new and different ideas!  Cirque Du CCSA 
Convention 2009 offered four full days of 
education, networking, and eye catching 
displays of industry products that renewed 
and energized attendee’s excitement and 
feelings of why we love what we do! 
 For Disney lovers, there was more than just Tinkerbelle Dust 
in the air!  What a great opportunity we now have to market 
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Inspiria 2009
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Cirque du CCSA
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By: Bonnie Karet, 
CCSA Membership Relations

 What an inspirational event the Great Shapes Auction was! The 
Cirque stars were not the only people in the ballroom with a few tricks 
up their sleeves. Dressed up and excited CCSA members, in spite of 
this economy, raised over $36,000 to fight breast cancer! $9000 of the 
money raised was from raffle ticket sales, the two big prizes being a 
Cress Kiln (won by Kathy Hunter) and a mind boggling Golden Ticket 
collection of supplier donated goodies, valued at over $7400!
 During the course of the evening, a theme of strength and 
generosity emerged. CCSA members heard powerful stories of 
survival from our own Laurie Laskowski and Karen Pester.  We 
were moved when we heard of the generosity of CCSA studio 
owners and suppliers who reached out to help a member suffer-
ing from this terrible disease by donating money and supplies. 
 When Debbie Wright’s name was called as the lucky Golden 
Ticket winner, it seemed like karma. Debbie Wright herself is both 
a breast cancer survivor and a generous volunteer. When we con-
tacted Debbie to see how she was enjoying her big win, this is 
what she had to say:
 “Julia McNair, Do It Yourself Crafts, Birmingham, - THANK 
YOU!  It’s funny how things come together sometimes.  Julia 
contacted me a few weeks before the convention to see if we 
would be willing to fire the Breast Cancer Ribbon Platters she 
had brought for all of the auction attendees to paint as a gift for 
Heidi Floyd, Laurie Laskowski, and Bob Peles. “Sure”, I said!  I was 
happy to help in some way with the upcoming convention right 
in my back yard!  Literally, we’re only about 10 minutes from the 
Overland Park Convention Center.
 Julia met me at the entrance to the convention center to 
claim the beautiful platters.  She asked if I was returning for the 
evening dinner and auction and I told her no...too tired, a long 
week, short of help at the shop, hadn’t seen my husband, blah, blah, 
blah.  “Oh no, you have to come”, she said! “It’s going to be a very 
moving evening. You don’t want to miss it”.  “OK, I’ll come back”. I 
promised.....and I did, and WOW, am I glad I did!!!
 Good Karma is right!  I had purchased the GOLDEN TICKET!  
I still can’t believe my good fortune.  It’s like a secret Santa and every 
chance I have, I look through my stack of tickets and place another 
order and wait for my next present to arrive.  I mean WOW!
 I’ve actively participated in the auctions I’ve attended, and as 

a breast cancer survivor myself, (coming up on 10 years!!!) the 
auctions have always been very special to me. I have 3 of Donna 
Toohey’s vases to prove it.
 September is never fun - and even though I know it’s going to 
be bad...I’m never mentally prepared for it....so what a boost to 
have all of these wonderful “free” tickets.  I’m still in shock - I really 
did win the Golden Ticket....pinch me....I really did, didn’t I!!!!
 My heartfelt thank you goes to ALL of the suppliers that par-
ticipated in making this incredible prize possible.
 Peace, Paint, & Pottery!” Debbie Wright, Ceramics & Coffee 
House @ Paint Glaze & Fire.

Thank you To The following suppliers 
for Their generous donaTions!

Aardvark Clay and Supplies • American Ceramic Supply
Bisque Haus Las Vegas • Bisque House, Inc, U.S. and Canada

CCSA • Ceramics Unlimited • CeramicSource
Chesapeake Ceramic Supply • DC Graphix • Mayco Colors

Royal & Langnickel • Seeley’s Stoneware • Shimpo
Spectrum Glass • Successful Studio Consulting, Inc.

The Clay Lady • Duncan Enterprises • Gare • Spectrum Glazes
Lynne Adams Bisque Designs • Midwest Ceramic Supply

David Hoff • Paragon Industries

golden 
karMa
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By Helene Safford
Clay Café Studios and the Studio Resource

UnDERStAnD yoUR fInAnCIAl fUnDAMEntAlS
 Contemporary studio owners are usually very passionate 
about giving their customers an artistic experience. Our products 
and services are creative and fill a market niche that is unique 
and potentially profitable. Many studio owners are not so fer-
vent about the business end. Such as, understanding the financial 
fundamentals of running a company. Understanding the difference 
between profits and cash can mean the distinction between an 
owner being able to limp along and meet their basic needs or hav-
ing the extra cash flow to help them expand, plan for the future, 
or afford some of the “wants” that we all have.  
      The CCSA responded to member needs this year and asked 
me to develop an “event kit” for pricing and promotion in a down 
economy. The kit and an online calendar can be found in the Mar-
keting section of the website under event kits at http://www.ccsa-
online.com/members/marketing.php. This will help you with your 
first step in understanding the standard profit equation:

 Understanding and using this formula is the same as creating 
your profit/loss statement. Did you know that you can show a 
profit in your business and still have a negative cash flow? Bottom 

line – if you take more cash out of your business than you have 
profit, the result is a negative cash flow. Don’t forget to keep an 
eye on your balance sheet and cash flow statement; they give you 
very different perspectives on your business. Here is a simple cash 
flow formula:

 
It’S A BAlAnCIng ACt
      Back to our original question about profitability – are you 
meeting the targets you established in your business plan? Per-
forming a break-even analysis on a regular basis (at least quarterly) 
will help you discover if you are even close. Many retailers are fa-
miliar with the term “Black Friday” which in recent times, refers to 
the day the retailers go from red to black or start turning a profit. 
Black Friday is the traditional start of the holiday shopping season. 
It is unwise to wait until the 3rd quarter to see if you are actually 
turning a profit. Past studies show that the spike in sales in our in-
dustry doesn’t always match traditional retailing businesses. Know 
your numbers! You need to recalculate your break-even point on a 
regular basis so that you aren’t running your business blindly. 
      
Stop thoSE lEAkIng pRofItS
      Revenue leakage typically occurs when you fail to collect or 
invoice for payment of any “revenue-producing events.” So where 
are the leaking profits in a cash and carry type of business such as 
a paint-your-own? Studio owners lose revenue through failure to 

Beginning 
Cash BalanCe 

+ 
Cash inflows 

– 
Cash ouflows 

=

 ending Cash 
BalanCe

revenues 
– 

Cost of goods sold
= 

gross profit 
– 

overhead expenses 
= 

net profit

DiD i Make 
Money 
This year?
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complete a quality product for the customer. Quality control (or 
the lack of quality control) means re-glazing, re-firing, or replacing 
customer pieces when “we” make a mistake. Yes, mistakes happen 
but taking the time to train your staff and continually checking on 
the quality of our kiln room operations is a necessity. Improper 
handling of customer pieces will result in “leaking profits” and un-
happy customers. 
      Your bottom line can only benefit from 
regular staff meetings to review how things 
should be done. This will help everyone stay 
on the same page. This is especially true as 
we enter the holiday season. Time is short 
but taking the time to do it right the first 
time will save time, money, and effort in the 
long run. 
      
CUt It oUt
      When times are tight and the economy is affecting everyone, 
we all need to tighten our belts and look for ways to save money. 
Finding ways to streamline can be difficult. Where do you begin? 
I like to start with some of the “consumables” such as office sup-
plies, paper products, and wrapping or packaging materials. The 

expenses associated with these areas can end up eroding your 
profits. Here are a few ideas to get you started:
 • Recently, I took another look at the cost of the napkins we 
provide at all of our tables in the studio. I switched to a different 
size napkin and saved over 50% of the cost. A quick trip to the 
dollar store and I was stocked up with a different napkin dispenser 

that was suited to the new size. 
 • When was the last time you looked 
at your phone bill to see if you could save 
money? If you make toll calls or long dis-
tance calls, can you save by switching carri-
ers or adjusting your plan? Are you buying 
more features than you need such as 3-way 
or conference calling and call waiting?
 • Check out the prices on your office 
and computer supplies. Maybe there is an-

other wholesaler that will save you some expense. 
      The bottom line is to watch your bottom line. Track your ex-
penses carefully to see if you are “leaking” profits or paying more 
than you should for items. Did you make money this year? Know 
your numbers and you will know the answer!

Past studies show that 
the spike in sales in 
our industry doesn’t 

always match traditional 
retailing businesses.
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by Jessica Abbott Williams
Owner of Brushstrokes Studio, Inc. in Berkeley, California

 I’ve just [re-]discovered painting pottery and it turns out to be 
SO MUCH FUN!  
 That may sound funny considering I’ve owned my studio for 13 
years, but I’ve been away for a while.  Thanks to an amazing staff, I’ve 
had the luxury of taking “off” the last few years to start a family. 
 Now that my boys are in preschool, I’m spending more time 
at the studio and seeing it with fresh eyes.  Feeling rusty, I’ve had to 
reacquaint myself with how to paint pottery.  This has given me a 

unique perspective on how customers feel when discovering our 
studio for the first time.  I’ve experienced some of the fear of 

failure and disappointment in my work that our customers 
sometimes feel.

 I’ve also re-discovered the pleasure of 
it and how addictive it can be.  Since there 
never seems to be enough time during the 
day, I cleared out a shelf in a closet at home 
for damaged bisque and paint, so now I can 
spend some evening hours painting too. I 
can relate with the customer who said “I 
haven’t had this much fun since Kinder-
garten!”  And I’ve been enjoying what an-
other customer recently called “the zen 
of painting pottery.”  
 So now I’m on a mission to get EVERY-
ONE to paint pottery.  I’m quite seri-
ous, I think everyone would enjoy it.  But 
first, I need to understand what holds 
people back.  Kids “get it” and love it -- 

no problem there.  But it’s the adults I’m 

(And Helping Your 
Customers Find Theirs Too!)

Your 
Muse
Re-discovering



paint something.  For those times that they are still sitting on the 
sidelines, hand them this book to plant the seed for next time.  The 
scrapbook could include quotes from famous artists and other 
inspirational figures.
 On this subject, my husband, who is a designer, said: “point of 
view is very important. We have so much information coming at us 
from so many different channels that there is just so much static.  
There’s value in finding inspirational people and studios, curators 
who bring the information to you that you care about, to cut 

through the static.”
 This scrapbook is an opportunity for 
your studio to show “a point of view” -- de-
signs you like which will help people to think 
about what to paint and how to paint it!  

 4.  Keep an “artist at work” table going 
where you and your staff can show work in 
progress.  Keep your source material out 

on the table (a card, a photograph, a piece of wrapping paper or 
scrapbooking paper), take notes on what you’re learning and do-
ing so you can use them in your new Inspiration Scrapbook or as 
a handout when you teach a class.  Your notes might include the 
lessons you learned, the mistakes and corrections, even personal 
asides on how you felt about what you were doing.

 5.  Teach easy, cheap (or free) classes on how to make a spe-
cific piece.  Send a photo of the project in the email invitation say-
ing:  “Learn how to make this piece!  It’s easy, we’ll show you how.”  
Teach a day of classes one Sunday a month rather than sprinkling 
the classes all over the calendar.  This way, it’s easy for people to 
remember and it’s easy for staff to tell people about it.  They can 
take one session (one hour) or stay for the whole day (the day-
long price will be a really good deal.)  

 6.  For those who feel like they don’t need anything for their 
homes, prompt them with suggestions for useful items like a but-
terdish, a spoonrest, a clock, or gift ideas like a set of olive bowls, 
a teapot or an ornament.

 7.  Convey this to your staff as a renewed challenge for the 
studio.  Remind them about the fears that people have to over-
come.  Give them clear instruction on how they can direct, en-
courage, instruct and inspire (see #1-#6 above.)  Our goal is to 
help the adult population who already come in to our studio to 
break through their fears and resistance, to get better at painting 
pottery so they get more satisfying results.  Then they will enjoy it 
more and it will become more a part of their lives. These custom-
ers will certainly spread the word to others about this new world 
they have discovered.  

 Last but not least, continually re-discover your muse and keep 
painting pottery.  We need to have what the Buddhists call a “be-
ginner’s mind” while also being a guide and inspiration to our cus-
tomers.  As studio owners and staff, we can help people with their 
fear and guide them through a creative process that they can enjoy, 
to an end result they can feel really happy with.  
 Lately I’ve been thinking of this as a high calling.  We should 
embrace this role and realize how important it is in the world.  We 
are not just business owners -- the creative outlet we offer has the 
potential to make a profound difference in people’s lives.
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 The creative outlet 
we offer has the potential 

to make a profound 
difference in people’s lives.

after, the ones who sit on the sidelines while their kids are painting 
and won’t allow themselves to dive in too.  Some of my closest 
friends don’t even come in to paint pottery – and I wanted to find 
out why.  So I asked some of them.
 One friend said “I don’t feel like an artist and I just don’t think 
I’m going to make something that I think is beautiful.”  Another 
one said “I don’t think I could make anything that I would want 
to put in my home.”  My friend Shoshana Berger, DIY maven and 
Founding Editor of  Readymade magazine said “most of us are 
giving so much to our children that we are 
not feeling creative, we’re out of practice. 
So just give me an idea and let me execute 
it -- I can’t manage all this freedom!  People 
want parameters, they want set instructions, 
something clear that they can follow.”

 I’ve come up with the following 
three reasons that hold people at 
bay, fear being the obvious one, but the second two ideas 
seemed important to consider too:

 1.  Fear, lack of confidence and insecurity:  The fear of doing 
something new, lack of confidence in their ideas and insecurity 
about being able to execute the ideas well.  

 2. Aesthetics: Not sure how to make something that would 
suit the look of their home  (they’ll make an exception for funky 
kid’s art).

 3.  Need:  Not sure what they could make that they actually 
need in their home or would want to give to someone as a gift 
(most of us already have too much stuff).

 here are some suggestions to get people to think be-
yond pottery painting as “just for kids”:
 
 1. Get fresh and modern design ideas from a wider range of 
sources including design blogs like http://www.designspongeonline.
com/.  Follow their links and see what ideas you find for samples for 
the studio.  My best friend is a ceramic artist whose design blog beau-
tifully illustrates where she gets her inspiration: http://raedunn.blog-
spot.com/.  Collect samples and ideas from scrapbooking stores and 
fine paper stores like Paper Source  (www.Paper-Source.com.)  Re-
member, not everyone wants shiny, brightly-painted pottery in their 
home.  Are there some more minimal designs they might prefer?

 2. Create a new flyer specifically targeted at adults with so-
phisticated designs and shapes.  Highlight classes, Ladies’ Night, 
date night and other programs just for adults.  Whenever parents 
are dropping their kids off at a party, looking around the studio 
and saying “Wow, this place is beautiful,” hand them a flyer and say: 
“We’re open till 8 p.m !  Come with a friend after work, bring a 
bottle of wine, relax and paint pottery.”

 3.  Develop a new “Inspiration Scrapbook,” specifically tar-
geted at grown-ups, that tells a creative story.   Show source mate-
rial for a design, describe the step-by-step instructions for how to 
translate it onto the pottery, show a photograph of the fired work 
and include a photograph of the finished piece in context (i.e. a 
pedestal fruit bowl on my dining room table filled with lemons).  
 Some people will come in several times before they actually 
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Terrif ic 
Techniques 

for PainTing PoTTery

GLASS FUSING
TerrIFIc TechNIqUeS For

Contact person: _________________________________________

Studio Name: ___________________________________________

Address : _____________________________________________

____________________________________________________

City, state, postal code: ____________________________________

Country: ______________________________________________

Telephone: ____________________________________________

Fax: _________________________________________________

Email: ________________________________________________

Website: ______________________________________________

By signing this application, I agree to use CCSA Glass or PYOP Techniques Video 
for my own business only and will not share information or images received from 
CCSA with any other person or business who are not members of  CCSA.

____________________________________________________
Name and Company       
                                     

____________________________________________________
Signature 

You MAY pAY bY CheCk (in uS fundS) And MAil to:
CCSA, 1099 e. Champlain, Ste A #143 fresno, CA 93720

You MAY pAY bY ViSA/MASterCArd bY fAxing to:
559-298-8943

MC or Visa #: __________________________________________

Expires: ______________________________________________

Security code: __________ The last 3 numbers on the back of  your credit card on the signature line.

Billing address for credit card: _______________________________

Postal code: ___________________________________________

Name on card: __________________________________________

Signature: _____________________________________________

Terrific Techniques for Glass Fusing  ...............Qty _____ @ $85 = _______ 

Terrific Techniques for Painting Pottery  .........Qty _____ @ $65 = _______ 

 totAl:_______________ 

CCSA DVD 
order Form

For a limited time only 
buy both dvds for only 

$125: a $65 discount!
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Great Holiday savings on both of  our technique DVDs.
 Buy one and save a little or buy both and save a lot!

our popular terrific techniques 
for painting pottery dVd 

at the incredible price of just 
$65.00 (regular price $95.00)

our fantastic terrific techniques 
for glass fusing dVd for just 

$85.00 (regular price $95.00)

enjoY both And SAVe eVen More! 
both dVds for just $125.00

  
These DVDs are great to have playing in your studio, 

to use as a training tool or have on hand for 
that customer that would really like to learn 

some of  the techniques displayed in your studio. 

However you use them this price won’t last. 
So get ‘em while they are hot! 

Contact Susan if  you have any questions. 
susan@ccsaonline.com or 1-888-291-2272 x 7

Special pricing expires 01/01/10
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Newly Designed 
Consumer Brochures
Now AvAilABle!

We are now 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 remains 
the same and you will still have 
plenty of space to imprint your 
studio’s pertinent information.

We will continue to offer the 
previous brochure design as well, 

so if you are happy with your 
current look, you will still be 

able to order what you already 
have — there are simply now
two options to choose from!

order your brochures today
by filling our the order form 

provided to the right or
through our secure ordering 

system at www.ccsaonline.com
in the Marketing section.

For more information, please 
contact Derek Cavilla at 

DC Graphix: 407-928-7257.  
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            MARKETING MATERIALS
 To order your supply of Palm Cards, Full Color Brochures, Pottery Stationery, Pottery-To-Go Boxes or Ceramic Process Posters, please 
provide the following information and mail or fax to reach Derek Cavilla at the address below. Please feel free to call if you have any ques-
tions.

Company name ____________________________________________________________________________________

Company address ___________________________________________________________________________________

City, state, zip ______________________________________________________________________________________

Contact person  ____________________________________________________________________________________

Telephone _______________________________________ Fax ______________________________________________

Email ____________________________________________________________________________________________

Type of payment:    ❒ Check    ❒ MasterCard, Visa, American Express or Discover

Card number ________________________________________________________ Expires _______________________

Name on card_______________________________________ Signature _______________________________________

Credit Card Billing Address_____________________________________________ Zip code _______________________

pALM cARdS:

GENERAL:  Qty _____ packages of 750 cards 

neW!!! ❒ Blank — $50/package • ❒ Customized— $100/package

BRIdAL:  Qty _____ packages of 750 cards 
 ❒ Blank — $45/package • ❒ Customized— $95/package

BIRTHdAY:  Qty _____ packages of 1000 cards 
 ❒ Blank — $45/package • ❒ Customized— $95/package

SpEcIAL OccASION:  Qty _____ packages of 1000 cards 
 ❒ Blank — $45/package • ❒ Customized— $95/package

GIRLFRIENdS:  Qty _____ packages of 1000 cards 
 ❒ Blank — $45/package • ❒ Customized— $95/package

cORpORATE pARTY:  Qty _____ packages of 250 cards 
 ❒ Blank — $30/package • ❒ Customized— $80/package

KIdS pARTY (BOY & GIRL):  Qty _____ packages of 1000 cards 
 ❒ Blank — $50/package • ❒ Customized— $100/package

pARTY INVITATIONS:  Qty _____ packages of 1000 cards 
 ❒ Blank — $50/package • ❒ Customized— $100/package

All shipping is included in the price. If you require 
expedited or international service please call for a 

quote before placing your order. All prices include tax. 
IF ORdERING 5 SETS OR MORE, pLEASE cALL 

BEFORE pLAcING YOuR ORdER FOR A 
quANTITY dIScOuNT.

DC Graphix • Attn: Derek Cavilla
614 E. Livingston St. • Orlando, FL  32803
Phone (407) 928-7257 • Fax (407) 843-8401
derek@dcgraphix.com

neW!!! FuLL cOLOR BROcHuRES: neW!!!

 _______ packages of 500 brochures at $200/package

 _______ packages of 1000 brochures at $225/package

Brochure Imprint Color and Template Choice:

❒ Black  ❒ Blue   ❒ Purple  ❒ Burgundy   ❒ Ver. ‘08   ❒ Ver. ‘09

pOTTERY STATIONERY:

_________ packages of 250 sheets at $25/package

pOTTERY-TO-GO BOxES:

❒ _________ packages of 10 boxes at $80/package

❒ _________ sets of 10 customized labels at $20/package

NEW pALM cARdS!

dAd & ME:  Qty _____ packages of 1000 cards 

neW!!! ❒ Blank — $50/package • ❒ Customized— $100/package
 
GLASS FuSION:  Qty _____ packages of 1000 cards 

neW!!! ❒ Blank — $50/package • ❒ Customized— $100/package
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 Contemporary Studios and Suppliers are like 
peanut butter and jelly, Batman and Robin, oxygen 
and breathing, and the Sun and the Moon.  
We compliment each other and need each 
other to exist.
 This relationship is not much different 
than some romantic relationships: First is the 
courtship, then love, next marriage and a honeymoon 
period.  Then, suddenly you don’t listen any more and 
the honeymoon is over.  Good communication keeps 
every relationship working and alive and periodically
you fall in love all over again.  Depending on how long 
your studio has been open, you could be an old 
married couple with your supplier or in the 
honeymoon phase.  Either way, here’s some 
relationship advice that can keep a good working 
relationship humming along.
 1.  Remember, practically all of the CCSA suppliers 
are owner/operators just like you.  Our industry is not 
full of the nameless/faceless big box corporations.  
Everyone is trying to give the best service possible. 
 2. Studios are suppliers to the community 
served. You provide the same service to your 
customers as your supplier does for you.  
Treat your supplier as you would like your 
customers to treat you. 
 3. Refund or breakage policy: Know the 
refund policy and adhere to the time frames stated.
 4. Placing orders: Provide as much lead time as 
possible for special orders or large quantity item orders.  
Studios:  if you know in January that you will need 500 
mugs in May, let your supplier know in January so they 
can stock in appropriately.  Orders can be shipped closer 
to your event.  This is a trickle up effect when your customer comes 
in and needs the mugs in five days.  We’ve all heard it before “I meant 
to come in two month’s ago, but I’ve been so busy.” Now everyone is 
scrambling to provide great service.  Remember the old adage “your 
failure to plan does not make it my crisis to solve.” If possible give 
your supplier two weeks notice.  This will allow stock in time and 
best possible delivery methods. Know the stock number.  Calling for 
a case of “the same mug you ordered last time” may lead to some 
confusions and the wrong item being shipped. Have your order ready 
when you call rather than walking around the shelves trying to decide 
what you need as you have the rep on the phone.
 5. Technical: Be part of the solutions with as much informa-
tion as possible. Provide lot numbers. Site the problem, crazing, 
shivering, hard spot etc. Provide witness cone information. Provide 

product used. Return the product for examination. Follow manu-
facturer’s recommended procedures. Contact your supplier first 
for advice or solutions.
 6. Communication:  The key to every great relationship. Talk to 
each other. State the good and/or the bad in a non-confrontational 
manner. This is business, not personal. State expectations. Please 
and thank you go a long way!  
 There are many theories regarding supply chain management.  
In today’s world, the most successful, sustainable relationships are 
those that involve mutual respect, mutual desire for success and 
profitability- a true partnership.  
 As Gloria Estefan sings “8-9-10-11, I’m just gonna keep on 
counting ... You know we go like hand in glove.”

By Teddy Wright

StudioS & SupplierS:
You Know We Go Like Hand in Glove







 This little book is a great addition to your staff training arse-
nal. We should all value positive and supportive behavior and keep 
trying to improve our company’s culture. My favorite comment in 
the book – “Nice Makes More Money.”
 Till next time.
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A continuing series of business tips based on book reviews

By Helene Safford, Clay Cafe Studios and The Studio Resource

 What a unique idea! Linda Kaplan Thaler and Robin Koval 
want the business world to take a cue from the “teachings” of 
Deepak Chopra, the movie “Pay it Forward,” and “Chicken Soup 
for the Soul and Random Acts of Kindness.” The book has some 
real life examples from business icons like Donald Trump but the 
most intriguing examples are the “Nice Cubes” at 
the end of each chapter. The nice cube suggestions 
range from holding a networking party, to the sim-
plest things to do such as flashing a smile or offer-
ing a sweet treat. 
 The authors explore some key business areas 
like dealing with the competition with some very 
good advice such as making friends with them “be-
fore they can become enemies” and a strategy of 
cooperation to “skate your best programs.” I am 
a strong believer in not focusing too much on the 
competition because I may fall down while looking 
backward. I do agree with the authors that some 
thoughtful reflection about your rivals and offering 
cooperation when it doesn’t “hinder your own busi-
ness” is a professional way to conduct business. 
 The nice cube exercises offer more than 
just canned motivational phrases. Many of them 
are easy to implement and offer some topics that 
would initiate productive discussions to improve 
your staff ’s customer service skills. “The Power of 
Nice” reinforces some of the principles of positive 
thinking and finding the “yes” in the no.” The au-
thors have created the 6 power of nice principles 
that you can use to refresh and rejuvenate during 
the busy season with your staff:
 1. Positive impressions are like seeds — good-
will is contagious
 2. You never know — that person you offer 
to share a cab with today may be the prospect at 
tomorrow’s big sales pitch
 3. People change — that lowly assistant may 
eventually run a successful company… perhaps 
one you might want to work for one day!
 4. Nice must be automatic — small things 
like holding a door or offering a seat can actually 
make the difference in someone’s overall opinion 
of you
 5. Negative impressions are like germs — they 
infect you and everyone around you
 6. YOU will know — ultimately it’s about how 
you live your life and what you value

Biz BuzZ
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International 
News

By Richard Morse, CCSA

   I had the opportunity to sit with the international 
contingent at the convention this year.  Studios from 
China, Australia, Ireland, England, Scotland, Israel, St Lu-
cia, Columbia and Canada attended our little luncheon 
to discuss some of the topics that most affected them 
as members of the CCSA.  
   The international demographic is very diverse and 
no one mold can be placed on the entire contingent. 
Even studios in the same town but different areas have 
different needs. Can you imagine the different needs of 
studios in China as compared to Scotland?  
   Interestingly there is a lot of common ground too. 

International studios still grapple with the same issues 
that our domestic studios wrestle with. Shipping issues, 

bisque issues, paint choices and even just the classic “All 
Inclusive?” or “Studio Fee?”  However, some of the issues 

can be daunting. Shipping to Israel isn’t as easy or cost effec-
tive as you might think. Bisque choices can be limited and paint 

even more so.“All inclusive?” or “Studio Fee?”  That is a riddle 
as difficult as which came first the chicken or the egg?  Will it ever 

be solved, really? 
     The conclusions that we did come to were that the international 

studios are supportive and intuitive of the industry and the CCSA. They 
have insights and perspectives that we can all learn from and they have become 

an experienced lot. For a few of them this was their first convention. For others 
they are yearly participants. The trip across “the pond”, the pacific or just across the border 
can be an arduous and expensive one.  I feel privileged to have met each of them and have a 
new understanding of how diverse our CCSA community has become.  Thank you to all the 
international studios that spent time with us at the convention.  
 

international
Conundrum

the
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TECH 
TALK

Preparing Your 
Kiln for the 

holiday Season
By Jim Skutt, Skutt Kilns

With the holiday season 
coming soon, studio owners 
need to ensure their 
equipment will give good 
service during this busy 
time.  Below are a few tips 
to make sure your kiln is 
ready for the holiday season.

❒ 1.  Make sure the kiln is centered on the stand   
  and that the stand is stable. 
  Remove objects from around the kiln that are  
  trip hazards or inhibit loading.

❒ 2.  Vacuum the kiln with the brush nozzle of a 
  vacuum. Remember to vacuum the brick  
  grooves. If you have difficulty removing debris 
  inside the grooves, use a narrow wand-type 
  vacuum cleaner nozzle being careful not to 
  scrape the brick walls.

❒ 3.  Vacuum around and under the kiln: floor, 
  shelves, and walls. This keeps the kiln interior 
  cleaner and adds life to the vent motor.

❒ 4.  Check the kiln wash on shelves and kiln 
  bottom for cracks and bare spots in the 
  coating. Remove any glaze drips. Reapply 
  kiln wash if needed.

❒ 5.  Check the power cord and outlet for heat 
  damage. Has the cord touched the side of the 
  kiln during firing? This will damage the 
  cord insulation. Replace the cord set or wall 
  outlet that shows signs of heat damage.

❒ 6.  Make sure elements are not bulging out of 
  the grooves. Repair if  necessary.

❒ 7.  Kiln Downdraft Vent: Check the aluminum 
  vent duct for leaks.

❒ 8.  Digital kilns: Make sure the thermocouple 
  extends far enough into kiln.  For most models 
  the thermocouple should extend at least 1” 
  into the firing chamber. Run a test firing using 
  an Orton Self Supporting cone on a shelf 
  adjacent to the thermocouple. If the cone 
  is melted on the shelf the thermocouple 
  should be replaced before you fire any more 
  products.

❒ 9.  Check that all the lid hardware is tight 
  including screws and lid bands.

❒ 10.  If the firing time is significantly longer than 
  normal (e.g. 2-3 hours longer than normal) 
  it might be time for a new set of heating 
  elements. Discuss this with the manufacturer, 
  your kiln repair person or your local distributor.

 Beyond these basics there are some decisions that 
need to be made on how to handle parts like elements, 
thermocouples, and relays that have a certain life expec-
tancy.  Studio owners can opt to replace their elements, 
relays, and thermocouple every year to prevent these 
items from failing during the Holiday season.  This type of 
maintenance may cost more in the short run but it pre-
vents possible issues later.  Or studios can have some ba-
sic spare parts available in the studio including elements, 
relays, and thermocouples.  If the studio maintains the 
spare parts in the studio, they are able to repair the kilns 
much faster.  They can either repair the kiln themselves or 
have the parts on site for a repairman to come immedi-
ately so they do not wait for parts from the factory.
 A kiln is a piece of capital equipment and essential 
to the operation of a studio.  If it is maintained well it 
will offer years of reliable service.
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In our lives we can only hope to be fortunate enough to have someone of Julie’s creativity and talent enter into it. 
Julie is not only a wonderful person and friend — she is about as talented as they come!

The CCSA is so thankful to have her in our ranks. 
Julie, your constant efforts on behalf of the CCSA are beyond measure and are very much appreciated.





Recipe Courtesy of Gare, Inc. 

gARE SUpplIES:
 •  1601 Classic Rim Dinner Plate
 • 1600 Classic Rim Salad Plate
 • 4101 Red Wine Goblet
 • 4102 Martini 

 • FS-2387 Pool Party
 • FS-2315 What-a-Yolk
 • FS-2314 Black Lab
 • FS-2392 Rockin’ Red 
 • 6541 Soft Fan Brush
 • Cricut
 • Cricut Doodlecharms Cartridge
 • Contact Paper 
 • Small Sponge
 • Fun Writers & Medium Tips

DIRECtIonS:

  Plates & Red Wine Goblets:

Step 1: Cut out various sized dots from Cricut Doodlec-
harms. Place them randomly around rim of plate. Cover with 
3 coats of Pool Party. Let dry.

Step 2: Remove stickers. Using Fun Writers, paint one circle 

Blue Holiday Set
with Rockin’ Red. Add an ornament cap using What-a-Yolk. 
Make the ornament hook with Black Lab.

Step 3: Cover back with 3 coats of Pool Party. Let dry.

  Complete tree set on the Classic Salad Plate and the 
snow flakes on the Red Wine Goblets using the same steps.   
 Don’t forget to place a dot of Rockin’ Red using a Fun Writ-
er, on one of the 4 trees in each pattern.
  Dip in Gare’s Dazzle Dip Clear Glaze and fire to cone 06.

  Martini:

Step 1: Coat the inside of the martini stemware with 3 coats 
of Pool Party.

Step 2: After the Cricut cuts out the swirly shapes, remove 
the inside pattern.  Place the piece of contact paper with the 
pattern removed onto the bisque.  Sponge 3 coats of Pool 
Party onto the pattern and repeat until you have swirls all 
around the ball of the stemware.  Let dry. 
 
Step 3: Paint the stem with 3 coats of Pool Party.  Let dry. 

Step 4: Remove stickers.  

  Dip in Gare’s Dazzle Dip Clear Glaze and fire to cone 06.



Found
object

Art
 
  By Jenn Bassen

One of my favorite art forms is 
stuff made from found objects.  

I love the opportunities to enjoy 
something another time around in 

another context.  I also love the clever 
innovation that comes along with that.  

One such way for found object art to 
translate into what we do is utilizing “found” 

objects to create new paint techniques!   
 

I love circles, and incorporate them into most 
everything I paint.  These circles were made by 

dipping a marker lid into a shallow pool of paint and 
stamping it onto the bisque.  You can make varied 
sizes of circle prints using lots of “found objects”, 

ie.  milk jug lids, paper cup rims, toilet paper tubes, 
empty bottles, straws, etc.

 
This technique was created by dipping embroidery floss 

into paint then dragging it across the bisque.  
Unwaxed dental floss, yarn, twine, or ribbon also work 

well for this technique.

Try experimenting with food prints- anyone’s lunch left in 
the shop’s fridge becomes subject to testing...grapes 

make nice “organic” looking bloobules.  Broccoli makes 
a terrific bumpy texture.  Ever cut an apple horizontally?  

There’s a cool star pattern in there that would make a really 
cool print, too! So do some experimenting... 

you never know what you may stumble upon.



the CCSA Magazine 
is published by the 
Contemporary Ceramic
Studios Association

© 2009.  All Rights Reserved.  

no portion of this publication 
can be copied without express 
permission of the CCSA.

Contemporary Ceramic Studios Association Magazine

OUR MISSION:
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researching and developing programs, 
sharing concepts, 

and building long-lasting 
relationships among all members.  

This year, in addition to the President’s Award, the CCSA had two new presentations. The Best Supplier award, 
as voted on by the membership and a Special Services Award for extraordinary service to the members of the CCSA. 

 
the president’s Award went to Sylvia palmer. If you attended the mixer on Friday night you can thank Sylvia. 
This is just the type of effort and commitment that Sylvia has shown the CCSA throughout her time as a member.

   
the Suppliers Award voting ended in a tie. When the dust cleared gare Inc. and Bisque Imports were on top of the list. 

 
the Special Services Award went to Executive Assistant Susan Walker. Susan has always shown the highest dedication 

to both her job and the membership. This was a well deserved honor. 

 And the Winner is…

Susan Walker and Richard Morse Sandi Kirkwood and Sylvia Palmer Richard Morse and Dave Alaimo

The gang at Bisque Imports


