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 One of my favorite things is visiting other studios.  So much so that my daughters will 
sometimes ask, “Do we have to find a studio on this trip?”  They say that with love and 
amusement, most of the time.  
 Each studio is someone’s dream.  Whether they started the store from scratch, purchased 
a franchise, or purchased a store begun by someone else, each studio is definitely someone’s 
dream.  It is truly amazing to me to see how those dreams have manifested themselves.  
We all have so much invested in what we do.  It is after all our second home.  
 Recently the board and I visited three studios in our 2010 convention city, Reno. 
The first, Clay Canvas, has been open for about 12 years and is in its second location.  
The owner, Jean Dimmick, purchased the studio from its previous owner.  Jean & her 
husband work hard to make the studio a place where you feel warm & welcome.  One of 
her customers was there with her dog who greeted us all as if she belonged there.  Jean 
also had something that I just had to have for my store!  (Get ready its really silly how bad
I wanted this!) The coolest door stop – ruby slippers with legs encased in black & white 
stockings, it looks just like the legs of the Wicked Witch of the East after the house 
dropped on her.  Why a door stop?  Well, a door propped open says “please come in.” 
Just the kind of welcome that Jean gives her customers.  
 Next stop, “Make it Yours”, Carson City.  Owned and operated by Dara Jones. This new studio 
has the look and feel of an established location.  Dara makes great use of her space – I could really 
use this in my studio.  For example, she has wheels & her stools fold flat & hang on the wall when not 
in use.  She has clay (cookie) cutters strung & hung on the wall.  For those of you that love stamps, 
she has tons displayed on the wall.  Everything has its place & she’s found great ways to display her stuff.  
What goes together is grouped together.  We could all learn something from her about organization.  
Plus she has the most beautiful counters.  The counters include brightly painted tiles set in black grout 
with black trim.  After seeing them,  I wish I could replace mine!
 Our final stop was a visit to the store designed & built by our own board member, 
Denise (Oliver) Callen.  The Playful Potter is well . . . playful!  Everywhere you look there is 
something to inspire you.  Her customers could never run out of ideas.  The studio has lots 
of natural light (two walls of windows) and plenty of space for customers & staff. What did 
I envy about Denise’s studio?  Well for sure her paint bar with lots of hints for customers 
about painting a section on custom personalization of hand & foot prints, plus a display 
of signature platters.  Ok, maybe the kiln room – lots of space to move around & keep 
track of everything.  But I know what I really envied the most was the samples, including 
the handprint plate of a 103 year old woman that used to paint in her store.  Thank you 
to each of you for opening your second home for us.  
 I’ll admit it, another of my favorite things is when any of you visit my store. Be honest - 
who amongst us doesn’t love talking about our dream & showing it off?  So, give me a call if 
you’re in the Washington  DC area.  (Yes, please call – I’m always heart broken when I hear 
someone’s dropped by & I wasn’t there to meet them.)  Let me show you my dream & please 
tell me about yours.  

Julya Myers
CCSA President
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Hello Friends,
     
 Courage is a word not often used in our industry. Though you must have it to open 
a misfired kiln, then call the subsequent customers who’s pieces have melted beyond 
recognition. This isn’t the courage I am talking about.

 The courage I speak of is the courage it takes to follow your passion.  Each of you 
found a passion. Something you believed in, something that made you feel good and 
somehow whole. Many of you dropped out of the corporate world you were in to follow 
your heart and open a studio. Others made the transition from doing jobs you just didn’t 
enjoy and opened a studio in order to step out on your own.  Whatever story is yours 
remember that following your passion, following your heart, takes real courage. 

 The pursuit of dreams can be a very arduous road. If the pot of gold is your goal, 
then the rainbow is a minefield.  Money. Time. Stress. Family. Add the media shoving 
a failing economy down your throat on a daily basis and you have yourself a path to a 
special quiet room with no windows.  Yes, courageous is the correct word to describe 
each of you.

 Your courage does not go unnoticed. The smiling faces that leave your studio are a 
testament to the goals that you set for yourself. Every piece you remove from the kiln 
reinforces your fortitude for sticking to your guns and doing what you love to do. 
Stay focused, believe in that passion. Enjoy this 
time and give yourself applause for 
having the courage to not just chase your 
dreams but to live them. 

 I am putting out 140 character tidbits 
of information, inspiration, reminders and 
news about recent and upcoming CCSA 
happenings.  As well as the little wanderings 
I tend to have throughout the day. 

 Please follow me on Twitter @RichardCCSA.

 Thanks. 

 Richard  Morse
 CCSA

Whatever story is 
yours remember that 
following your passion, 
following your heart, 
takes real courage. 
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CaLL Ginny at 800-tHE-KiLn 
if you need a Wholesale account Set-Up.
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benefit update
by Richard Morse, CCSA

Recently I had a studio member 
write and ask if it was possible to 
get some templates for Constant 
Contact that were made 
especially for our industry. Her 
concern was that none of the other 
banners or templates really related to what we do. 
She was right. I called Constant Contact and asked what they could do and the product is right here before your eyes. 
We now have three different Mastheads and one template to choose from. If you are a Constant Contact user but aren’t 
currently under the CCSA umbrella please contact them.  All you have to do is email them and let them know that you are a 
member of the CCSA and that you would like to be placed under the CCSA business Partners program. This will give you 
access to our new templates and you will also receive 
a discount. Send your email to: 
businesspartner@constantcontact.com.

Also don’t forget to cut out your 
OfficeMax retail connect card and 
use it to save on copies and supplies 
at your local OfficeMax. 

Thanks so much for being a 
member of the CCSA.

New Constant Contact
Templates Available





6  Spring 2010   Today

By Helene Safford, Clay Cafe Studios and The Studio Resource

trend 
FLASH

A continuing 
series on design 
and style trends 

which affect you 
and your studio.

 Looking at the top marketing trends of 2009 brings no sur-
prise with the realization that the current economic conditions 
played a significant role in focusing businesses back on the ba-
sics. The impact of the recession has caused businesses to put 
“renewed focus on satisfying and retaining customers.” According 
the Anderson Analytics, insight and innovation are key factors to 
weathering the storm. 
 Insight and innovation are essential to “combat down economic 
and business cycles.” Market research will increase in the next year 
in order for small businesses to gain insights into the needs of their 
customer bases during a recession. The core principles of marketing 
emphasize the customer-centric approach. Basic customer satisfac-
tion and customer retention are the key components to increasing 
revenues during recessionary times. Businesses must continue to 
build brand loyalty and emphasize customer service. 
 The negative effect of a bad economy has caused a downturn 
in “green marketing.” 18 months ago, green was the way to go. 
Consumers and businesses alike are cutting back on the green 
as they have less green to spend. While some analysts view the 
“decline in green guilt” as a result of more consumers adopting an 
overall attitude of conservation, others argue that they care less 
because of a failing economy. How does this impact your market-
ing plans? Focus less on the green aspects of your business in your 
advertising materials and more on the cost savings benefits of 
supporting your business. At the same time, please keep on recy-
cling and doing what’s right for the environment! Green has gone 
mainstream and it is the rule, not the exception. 
 While green may be on the decline, the “social elements of 
marketing” such as Twitter and Facebook continue to accelerate 
as they go from the latest buzz to mainstream. It’s not too late 
to take advantage of this trend as you continue on your journey 
to self-market your business. You can still set up a social media 
presence in your real name on sites like Twitter.com. Find new 
customers by setting up profiles and groups on Facebook and 
start recruiting customers to join. 
Don’t forget to start a blog to 
educate the public about the joy 
of painting your own pottery!

 The effectiveness of traditional marketing is decreasing as 
newspaper readership declines. Direct marketing is on the rise 
and is driven by technology. Many businesses are increasingly put-
ting customer testimonials in the form of video on their websites. 
Survey monkey and other marketing research tools are thriving as 
small businesses are focusing on their core customers. The 80/20 
rule still applies so take good care of the 20% of the customers 
that are providing you with 80% of your revenues. 
      Simplicity is essential. Marketing trends stress that “simplifying 
your offerings gives you the opportunity to differentiate yourself 
and maintain (if not increase) your price points for products or 
services that you do best.” As we begin the new decade, review 
your products, price points, and margins. Look at your business 
expenses and ask yourself, “is this helping my business 
attract and retain customers?” If the 
answer is no, get rid of it. 
 Everything we do and say 
these days is impacted by the 
economy. One analyst 
portrays this trend as 
“Value is the new black. 
Consumer spending, even 
on sale items, will continue to 
be replaced by a reason-to-buy 
at all. This spells trouble for brands 
with no authentic meaning, whether 
high-end or low.” The paint your 
own pottery industry is built on the 
premise of entertainment. It is important in the current climate 
to focus on the customer and their expectations. Communicate 
the value of your product and customer service as you continue 
on your journey to brand yourself and increase your bottom line. 
Your business will thrive on customer feedback and “buzz.” Just 
keep your eye on the prize and continue to nurture your cus-
tomer base in response to today’s reality. 
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Your business 
will thrive on 
customer 
feedback 
and “buzz.”
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oN ThE RoAD
By Bonnie Karet, CCSA Membership Relations

of All fired Up in 
riCHMond, VirGiniA

evolution
the

Essay by Amy Talley

 A studio that has been around for nearly 15 
years is doing something right. To buy a successful, 
beloved, and enduring business has its own unique 
challenges. How do you make it your own but 
keep the ambiance and character that has kept 
it successful for so many years? It sounds like a 
tightrope walk.
 Meet the tightrope walker, young entrepre-
neur Amy Talley.  At only 26 years old, she has em-
braced this challenge with great energy and with 
refreshing respect for the gifts that All Fired Up 
came with. Amy practically grew up in the studio 
she bought, so she understands its special magic. 
Amy has purchased a second studio as well, sched-
uled to open in early 2010.
 So, how do you make an existing business your 
own while preserving the attributes that made it 
so successful? Kick back with a cup of tea and en-
joy Amy’s journey in her delightful and enlightening 
account of events. 
 “I graduated with a degree in Art Education 
and I worked for three years as an elementary 
art teacher.  I loved every part of the job and had 
just finished saying, “I will be here for 30 years!” 
when a crazy God-inspired idea popped into my Amy Talley, owner of All Fired Up in Richmond, Virginia.
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head.  Wouldn’t it be amazing to own a pottery studio?!  I chuckled 
at the idea. I had zero business background and although I am a 
dreamer at heart, my husband is more practical. The chance of him 
jumping on that crazy wagon was slim to none.  
 A few weeks later, I heard about the sale of All Fired Up in 
Carytown when I came in with a group of girlfriends and saw a 
small 4x4 inch sign that said “We are all pooped out and selling the 
studio”.  
 This studio had been a part of my life 
since opening in 1996.  I had my fourteenth 
birthday party there. I had painted there with 
my husband while we were dating in college,  
and I frequented the studio with girlfriends 
for fun nights out.  I couldn’t imagine Rich-
mond without this popular studio!  We 
heard about the sale the last week of March, 
and by June 1, 2008, I owned a studio!
 All Fired Up was started in 1996 by 
two friends.  They did a wonderful job es-
tablishing a name for the business and 
educating the entire area about painting 
pottery.  They were Richmond’s original paint your own ceramics 
studio, a subtitle we still use.  All Fired Up is located at 3311 West 
Cary Street in Carytown. Carytown is a unique boutique shopping 
area in Richmond, Virginia.  There are 300 locally owned and oper-
ated businesses in Carytown.  There is something for everyone 

here! Our studio is in an old row house.  We have two floors for a 
total of 2500 square feet.  We use the two private rooms upstairs 
for parties, field trips, camps and other events.    
 The transition from teacher to studio owner was very short.  
All Fired Up only offered pottery painting.  All records were still 
done with pencil and paper.  We inherited 13 years of paper notes!  
Since I have no business background (thank goodness for Mike, 

my husband, who has some knowledge of 
accounting!), we decided to operate for 
a year before making major changes.  We 
took the first year to assess how the busi-
ness worked.   We researched, discussed and 
visited other studios, in person and online.  
I read chatter for hours on end.  We kept 
a list of the “Anniversary changes”.  We felt 
confident we were doing only things that 
would benefit the business when we finally 
did reach the year mark because we had 
taken so much time to brainstorm.  
 For our anniversary, we put in a com-
puter system. This has helped us to keep 

customer information and accurate accounts.  We replaced all of 
the carpet in the studio with flooring to make the studio cleaner 
and more appealing.  We brought in glass, wet clay and one wheel 
to use for camps, enrichment, and private lessons.  We changed 
our studio fees from hourly to flat.  We also revamped our party 

“This studio had been 
a part of my life since 
opening in 1996.  I had 
my fourteenth birthday 

party there and had 
painted there with my 
husband while we were 

dating in college.”

“When I bought All Fired Up, they only offered 
pottery painting.”

“Now we have brought in glass, wet clay and one wheel 
to use for camps, enrichment, and private lessons.”
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“I want art to be fun and achievable.  I want our studio to spark customer imagination 
so that they want to explore all our studio offers and go beyond to continue 

to enjoy art!  Art is so therapeutic!  Art is great for all ages!  I love that art 
can stir on a fantastic conversation or allow you to spend hours with your thoughts 

all alone.  Art is versatile.” Amy Talley, owner of All Fired Up, Carytown
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packages to add to-go kits and classes.  Since our year mark was 
also the beginning of the summer, we incorporated summer camp 
(which we started planning for in December!).  We offered a week 
long, four hour a day summer camp that was very successful for us.  
 With my art education background I am very passionate about 
offering classes, camps, field trips, and en-
richments.  I want art to be fun and achiev-
able.  I want our studio to spark customer 
imagination so that they want to explore all 
our studio offers and go beyond to continue 
to enjoy art!  Art is so therapeutic!  Art is 
great for all ages!  I love that art can stir on a 
fantastic conversation or allow you to spend 
hours with your thoughts all alone.  Art is 
versatile.  As an art teacher, I met people all 
the time who claimed they did not have an 
artistic bone in their body.  I am here to say 
we all do!  I am on a campaign to help my 
customers feel artistic.  It only takes one comment from a teacher, 
parent, or friend to deter someone from art.  I am hoping our en-
couragement and helpful tips will reverse that damage
  Déjà vu! Right after our one year 
changes, I heard about yet another studio 

in our area that was planning to sell.  I just couldn’t resist, and 
as of January 1, 2010 we own two studios!  The second studio 
which is also All Fired Up, will open to the public January 11.  It is 
located in Midlothian, Virginia.  A totally different location and feel 
from our Carytown studio.  Our second location is in a strip mall 

in the suburbs around several large neigh-
borhoods. We have 1600 square feet. I am 
excited for what this studio holds!  
 I can’t say enough about the CCSA.  
I love having a group to ask questions of, 
get ideas from, and vent to!  I LOVED go-
ing to convention last year.  It was my first 
and I brought back a ton of great ideas…
add-ons, the bling bar, I fired an employee 
that was just not right for us…the list goes 
on!  I just love having someone who un-
derstands what I do, the ups the downs!   I 
just can’t say it enough…thank you all who 

have helped me get through the first year and a half, and I am 
sure I will be asking a million more questions as we open our 
second studio!”

“Thank you all who 
have helped me get 

through the first year 
and a half, and I am sure 
I will be asking a million 

more questions as we 
open our second studio!”

Amy Talley pictured in her studio 
with the Governor and 

First Lady of Virginia.

We use the two private rooms upstairs for 
parties, field trips, camps and other events.    

Our studio is in an old row house.  We have 
two floors for a total of 2500 square feet.
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A  L i g h t e r  M O M e N t

By Judy Salinas, Glazed & Amazed

 After the hectic holiday season has wrapped up and we 
are back to a normal schedule, I had time to ask myself the big 
question, “What have you done for me lately?” I know that I totally 
ignored my health and sanity over the holidays. The time has come 
to figure out how to take care of myself, for a change. I have one 
of those big birthdays looming in the next few months, so maybe I 
have a little different perspective. I find that 
we as small business owners by nature put 
everyone else before ourselves. Be a little 
selfish for once and think of yourself.
 Think of what the flight attendant 
always says about putting your own mask 
on first before helping others. If you are 
completely drained and exhausted, you will not be strong enough 
to help anyone else. What would it take for you to feel rested and 
happy?  Each of us is has different wants and needs.  I am asking 
you to think of what you might need. How long has it been since 
you read a book or gone to a movie?  What if you call a friend and 

What Have You 
Done for Me Lately?

go to lunch, or sign up for a fun class you have wanted to take? 
Give yourself permission to take a day off and relax. 
 Have you see the movie the Bucket List? The story is about 
a man who has cancer and while undergoing Chemo he writes 
a list of the things he wishes he had done in his life, but now 
fears it is too late. He is given another chance to do the things 

on his list. Not to be morbid but why 
wait to make your own bucket list of the 
things important to you. Owning my own 
business was one thing on my bucket list. 
It took research and planning but I went 
out and I did it. I have checked off several 
other things on my list. I find that if I write 

it down I am more likely to take action to reach those goals. You 
can add to your list anytime. 
 Reach for the stars and dream, you never know what you will 
be able to accomplish. Ask yourself, “What can I do for myself?”  
Then actually do it. 

Give yourself 
permission to take 
a day off and relax. 



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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by Amanda Kane
Flying Saucers/Hearts of Clay, 
Spartanburg, SC

 After owning my studio for almost a year, it was obvious 
that there were more things wrong with the layout than right, 
it just didn’t fit me.  Sure, a 5,000 square foot storage room 
was nice and had the potential to expand into much more, 
but man the price to heat that place!  My front counter was 
a roomy horseshoe shape with over 30 ft of countertop, but 
easy to clutter with “projects” and customers were always 
walking behind it!  So, while we had never really talked about 
moving, the seed was planted.  It took less than 4 days to get 
everyone on board that we needed to move the studio. 
    I want to share some tidbits 
of information for those thinking of 
moving your studio.  Learn from my 
mistakes and make your move as 
pain-free as possible.
       Location, location, location.  I 
never loved the location my studio 
was in, the strip center was perfect; 
but, my studio was tucked away in 
the corner and had zero foot traffic.  No matter how I 
jazzed up the windows, I was just not seen.  When I saw 
the FOR LEASE for a smaller space in between Chuck 
E  Cheese and Toys R Us, I had the keys in my hand by 
the end of the week.  The party room is smaller, but we 
make it work.  
         Have a realistic budget.  Power for the kilns 
and new signage where a huge cost. Also, adding a 
sink with hot water, painting the walls, moving the 
FFE & inventory.  Of course, doing a lot if it yourself 
saves money, but it takes much longer and blows 
your timeline.  My motto “Do what you do best, 
out-source the rest.”  
 Since I was in the same strip center, the 
landlords were pretty helpful.  They gave me 90 

days to occupy both locations without being charged extra.  
Wow, the clean-up of the old location was a bear!  You think 
the bisque gets dusty, wait til you see behind your counter.  
 Ask for references, and call them!  Only use profession-
als who are licensed, bonded, and insured.  I had to pay $$$ 
to get carpet installed overnight as the “carpet cleaning pro-
fessional” I hired sprayed a chemical that made the existing 
carpet fade and spot.  
 Have a solid plan and back up plan, add in extra time, 
a month is very doable if you plan correctly.  If the electri-
cian tells you 3 days, plan for 5.  Know that the painter can’t 
paint in the dark, so plan on him coming after the 5 days 

for the electrician.  Oh, and get the 
water turned on before the painter 
shows up!  It takes a few days to un-
pack, put everything up on the walls, 
re-paint samples that broke in the 
move…I planned on re-opening on 
my one-year anniversary, we had to 
jump through a lot of hoops and lost 
more sleep that last week than during 

the holiday rush!
 It takes time, teamwork, and patience to move a studio.  
Nothing goes 100% the way you want, so pick your battles. 
That way you can sleep at night.  I would like the orange 
wall to be one shade brighter, but that would have cost an-
other day’s work, and opening on time and keeping my san-
ity meant more to me.  
 Since the move, we are much happier and have not 
looked back.  I love my new studio, my layout, mine, mine, 
mine.  Oh, and the new customers who walk in everyday, “I 
didn’t know a place like this existed!”  
 Make your studio yours.  If you bought an existing stu-
dio, or have owned it for its whole existence, find ways to 
breathe new life into it.  Make it fun, relaxing, and some-
where you would want to hang out!

Of course, doing a lot if 
it yourself saves money, 
but it takes much longer 
and blows your timeline. 

breathing
NEW LIfE INTO my STUdIO
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turn the page to see 
the transformation 
of amanda’s studio!
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“Since the move, 

we are much happier 
and have not looked 
back.  I love my new 

studio, my layout, mine, 
mine, mine.  Oh, and 
the new customers 

who walk in everyday, 
‘I didn’t know a place 

like this existed!’”
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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
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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by Eric Peacock 
of Total Mosaic and Lilly Ollo

 I know many of you evolve with the times and take advantage 
of the latest and greatest marketing tools, but for the most part, 
all of us are guilty of being content with the status quo. It seems 
that the speed of technology is faster than that of light sometimes. 
It is extremely difficult to keep up with all of the marketing and 
promotional products and services available. New marketing and 
promotional tools are introduced weekly if not more frequently. It 
often becomes so overwhelming that we decide to blow it all off 
and have a “build it and they will” come mentality. That does not 
work. Competition is more fierce and dollars are more scarce. 
Remember, you are not only competing with other PYOP studios, 
but with the bowling alley, the movie theatre, amusement parks 
and the home party providers of the world. Your competition 
is for your customers’ money and their attention – not simply 
for their interest in pottery (or mosaics, metal clay, jewelry, glass, 
etc).

HOW dO YOU geT THeIr aTTenTIOn??
 This is where marketing and promotion come in. The options 
seem endless… a website, Facebook, Twitter, email, blogs, direct 
mail, newspaper, radio, television and word of mouth. That last one 
should be your ultimate goal. Not only is it the least expensive 
(free), but it is also the most effective due to its genuine and hon-
est nature – the ULTIMATE viral marketing technique! But how do 
you decide which marketing and promotional tools to choose?

WHere dO YOU SPend YOUr mOneY and TIme??
 What I hear most from clients is “I don’t have time to mar-
ket, I barely have time to sleep.” Well, then you get to make the 
decision that you are content with your current revenue and the 

Marketing in
Times are 
changing, 
is your 
markeTing 
sTraTegy!

status of your business and the reality that, without marketing, it is 
highly unlikely that you will sustain and surely not flourish OR you 
decide to do something about it and grow. If you don’t have time, 
then consider 
hiring someone 
or taking advan-
tage of the talent 
around you or 
the pool of talent 
that is readily available online. 
Let’s start with social media, 
as most of it is free.

SHOUld I be a 
SOcIal bUTTerflY??
 Are you already on 
Facebook to communicate 
with your friends and family? 
If so, you have a head 
start. Let’s make this one 
easy. Why not create a postcard
to give to your customers and 
invite them to be your friend on 
Facebook. You can also create a fan page for your studio. If you are 
running a special or want to create one just for your Facebook 
friends, it won’t cost you a dime. Even if you only get one or two 
people that take advantage of it, it was worth it. Same goes for 
Twitter. I think most people are scared of Twitter. You don’t have to 
go crazy with it. It is just another tool in your social marketing bag 
of tricks. At the root of it all social media like Facebook, Twitter, 



 Today   Spring 2010 21

good news from you. 
Keep this card at the 
register and hand them a 
card to fill out that has their first 
name, email address and birthday on it 
so that you can manually enter these into 
your email database. Many of the ESPs allow you 
to set up auto-responders or drips that automatically 
send emails based on certain events. For instance, you can set 
one up that will send an email out to your customer X days after 
they are signed up to receive your newsletter. You can include a 
special coupon or offer. If you have entered their birthday, an email 
can be scheduled to be sent out to wish them a great day and 
offer them a birthday special. You just create the email one time 
and set it up and the ESP handles the rest! Don’t miss out on this 
invaluable marketing method!

SHOUld YOU enTer THe blOgOSPHere?
 I am not going to get to deep into this one. I am going to 
keep it short and sweet. If you have something to say (write) that 
is worth reading and you think that your customers will “tune in,” 
then start blogging. It is free and easy to do. If you have nothing 
to say and plan to just include an occasional coupon or special 
offer in your blog entries, skip it. Stale blogs or ones that are just 
used as sales tools aren’t effective and your time would be better 
spent elsewhere. However, there is a small exception. If you have 
no experience and no money to create a website, creating a blog 

LinkedIn, etc. are all just modern day networking tools or 
virtual business cards and flyers. You don’t have to go 
overboard and become “spammy”. Most of the time 
your friends and family (and customers) will be 
interested to know that you now carry Dis-
ney bisque or that they can create silver 
jewelry or glass pendants. Everyone 
loves a sale that saves them money. 
Using these tools will lead to 
good word of mouth adver-
tising for you!

dO YOU 
reallY 
need a 
WebSITe??
 YES! That is the easy answer. If you 
don’t have a website then many people won’t 
find you or will move on to the next studio that does. 
You don’t have to sell anything or deck it out with fancy bells 
and whistles. At the very least you should have a website that has 
your company name, describes what you offer and the benefits to 
thecustomer,  as well as contact information including a map. Of 
course the possibilities are endless when it comes to what else 
you can do with your website – ecommerce, videos, step by step 
instructions and tutorials, testimonials, a blog and a calendar of 
events. You can provide methods for people to become a fan or 
friend on Facebook or follow you on Twitter or possibly the most 
important capability is to include a sign up form for your email 
newsletter!

dO YOU Have an emaIl 
neWSleTTer?
 If not, stop reading this and start one. This can be your most 
effective and least expensive marketing and promotional weapon. 
Wield it correctly and you will see results! Let’s start out with the 
benefits of email marketing. First, it is inexpensive and targeted. 
The cost of a good quality email service provider (ESP) start at 
free and go up from there depending on the provider and how 
many contacts you have. DO NOT buy email lists or just start 
sending emails to everyone in your list. Start from scratch if you 
don’t have a list or use your current list if you do decide to switch 
ESPs. Sending a marketing email to someone that did not request 
it is not only illegal, but a waste of your time and money and if 
enough people unsubscribe or report your email as spam, your 
emails can be blocked and not delivered. You want to send emails 
to people who are interested in what you offer. Do this by promi-
nently displaying an email sign up field on your home page and/
or on all the pages throughout your website. You should ask each 
customer if they would like to receive discounts or coupons and 
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is better than nothing. Most good free blog services allow you to 
use your own web address instead of the long one that includes 
their name. You could do this in a pinch, but a legitimate website is 
always a better choice.

IS TradITIOnal medIa reallY dead??
 Direct mail, newspaper, radio and television aren’t dead. The 
question that you have to ask yourself about your business is; Are 
they are effective? Based not only on a marketing basis that would 
lead to sales, but if you can actually afford it. How much business 
will you actually gain by spending the dol-
lars necessary to create GOOD marketing 
via these media? Putting poorly designed 
marketing media out there is worse than 
none at all in most cases. Bad design is bad 
business and a bad idea. The definition of 
design is “to plan and fashion artistically or 
skillfully.” Well, that sounds pretty simple 
right? Think again and think hard about 
how you want to be seen by your prospec-
tive customers. We have all seen the differ-
ence between good design and bad design. 
But what really is the difference? Beauty is 
in the eye of the beholder, blah, blah, blah. 
Beauty (good design) is subjective, but we 
all know the difference. You know if you are shopping at a retail 
store or online that design matters. Most of us make our purchas-
es solely on design. That can be design of the product, the logo, 
interior of the store, or even the way the customer’s experience 
is designed. If you decide to use any of the traditional medias, be 
sure to hire a designer. A professional designer can really get the 

look and feel of what you offer across to the viewer of the media. 
I know it costs money, but don’t waste money and put off custom-
ers with bad design. Good design shouldn’t cost more than bad 
design. There are tons of hungry designers out there waiting for 
you. You just have to find them.

WHaT ServIce PrOvIderS SHOUld YOU 
cHOOSe??
 As mentioned previously, there seem to be an endless number 
of choices out there for internet service providers, email service 

providers, blog services, video hosting, con-
sulting, graphic and web design. There are 
too many to list here. For more information 
on these options and others I have created 
a resource page at www.rADzilla.com/ccsa.

WHaT nOW??
 Come up with your plan. Put it on pa-
per. Tell your partner, employees, friends 
and family what you plan to do. By telling 
them it will make it much more likely that 
you will follow through. Create a Face-
book fan page, start tweeting, promote via 
email, commit to calling one prospective 
customer each day or each week – scouts, 

retirement homes, hotels, red hat societies, day cares, wedding 
planners, rotary clubs, etc. Who can you connect with in your 
community that can help you? Challenge yourself and your staff 
to make something happen!
 Eric provides creative consulting for companies large and small in-
cluding branding, designing, marketing, promoting, printing and more.

If you don’t have a 
website then many people 

won’t find you or will 
move on to the next studio 

that does. You don’t 
have to sell anything 
or deck it out with 

fancy bells and whistles.
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by Spectrum Glass

Making traditional Quilt designs

witH GLASS
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With a little imagination, 
some organization, and a pattern 
to get you going, you can use fusing glass 
to recreate the old-fashion charm and appeal of a 
country fabric quilt. Quilting designs lend themselves 
well to glass fusing in that most of the cuts are straight, 
or gently curved in nature. They can be as simple as the 
classic “Ohio Star” or as creative and personal as a “Crazy Quilt.” 
Young and old alike are sure to embrace the joy of replicating 
an heirloom quilt, but in a whole new medium…glass.

An 8-in System 
96 White Heart 

was used as 
the project 

base for our 
Crazy 
Heart 
Base.
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 In this article we will cover just a few of the possible tech-
niques, and explore the opportunities that these projects might 
open up for your studio. You’ll be amazed at how creative you 
can get with fabric replications and “embroidery” techniques. Solid 
glass colors can stand alone, or be enhanced with glass paints, 
Frit, Stringer, Noodle, or Rod dots. Patterned glasses, such as 
OpalArt™, Spirit™, etc. are perfect candidates for fused quilts, as 
they require little to no additional garnishing.  

a freSH PerSPecTIve frOm an Old 
aTTIc WIndOW
 Our main project focuses on a traditional “Attic Window” 
quilting design. This is a great example of how a series of geo-
metric cuts can be used to recreate a classic quilting pattern. The 
process is very similar to quilting with fabrics – except you get the 
additional creative fun of customizing glass to look like fabric. 

 To make this traditional Attic Window design, choose your 
System 96® glass color palette for each window block. The blocks 
can all be the same, or you can alternate between two color 
groups, as we have done. For this 12-inch platter, we repeated the 
basic window design 9 times. 

YOU WIll need:
	 •		One	12	x	12	in.	square	Base
	 •		Four	3/4	x	11	1/4	in.	strips	(outermost	border)	
	 •		Four	3/4	x	10	1/2	in.	strips	(inner	border)
	 •		Nine	1	x	3	in.	light	colored	rectangles	
  (for bottom window sills - which were “mitered” in 
  a second cutting step — see sidebar for easy instructions.)
	 •		Nine	1	x	3	in.	dark	colored	rectangles	
  (for left hand side of window sills)
	 •	Nine	2	x	2	in.	squares	(window	panes)

decorAtinG your 
GLASS “windowS”

We applied Hues 2 
Fuse™ Pigments and 
medium-grade Frit to 
the individual pieces 
of glass to create 
decorative, delicate 
patterns like those 
found in quilting fabrics. 
Painted details can be 
applied using rubber 
stamps, paintbrushes, 
sponges or applicators 
with tip attachments.
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To get the correct angle cuts for the “window sills” 
take one of your 1 x 3 in. pieces and lay it down 

horizontally on your work surface. Take another 1 x 3 in. 
piece and lay it vertically across the horizontal piece. 
Using a fine point Sharpie pen, draw a line as shown.

decOraTIng YOUr glaSS “WIndOWS” 
 This is where you, your staff and customers can combine 
a passion for painting with the magic of glass! We applied 
Hues 2 Fuse™ Pigments and medium-grade Frit to the indi-
vidual pieces of glass to create decorative, delicate patterns 
like those found in quilting fabrics. Painted details can be 
applied using rubber stamps, paintbrushes, sponges or ap-
plicators with tip attachments.
 Notice that we have grouped the different cut pieces 
together for the decorating phase, making them easier 
to consistently paint. Once you have decorated all of 
your window pieces, assemble all of your components 
(as shown in photo) and adhere them to the base 
with small pinpoints of school glue. Let the piece dry 
a bit for easier transport to the kiln. Full fuse, using 
the System 96 6-segment firing schedule available at: 
http://www.system96.com/Pages/FiringGuideF.html. 
Slump, if desired.

lIberaTe YOUr Inner creaTIve SPIrIT
 For a looser quilt interpretation, try your hand at a “Crazy 
Quilt.” This style of “quilting” provides you with the freedom to 
use random shapes, colors and patterns 
that are visually connected and embellished 
with painted “embroidery” stitches. This 
quilting technique is best executed in mul-
tiple steps. By cutting and assembling all the 
glass pieces and then full fusing, you create 
an even surface on which to paint patterns, 
add dimensional adornments, and apply the 
“stitching” to connect the various colors of 
glass. This can be a great group project to 
offer to glass-hungry customers since it involves two creative ses-
sions. 
 Even if you have no sewing capabilities, or experience with 
fabric arts, there are hundreds of basic embroidery and quilting 
books to get you off on the right foot. These books can provide 
you with a vast amount of inspiration and imagery of classic quilts, 
as well as beautiful embroidery techniques like the feather stitch, 
cross-stitch, and herringbone stitch, just to name a few. 

 Grab some photos for inspiration and jump in. Don’t worry 
about perfectly squared corners and precision cutting, just keep in 
mind that a large part of the appeal of handmade quilts is the folk 

art-like quality they possess. Glass quilt tiles 
are ideal for hanging, framing, or slumping. 
Repetitive quilt blocks can be grouped to-
gether as a larger project, or try out the 
idea with a set of 4-inch coasters.

fUSed glaSS QUIlTS…
greaT fUn fOr everYOne
 We had a blast translating the hand-
sewn quilts from yesterday into the glass 

fusing experience of today; we hope you and your customers will 
find the techniques equally satisfying. Think of the possible appeal 
to quilters, church groups, Red Hatters, bridal and engagement 
parties (a Wedding Ring pattern comes to mind) … glass quilting 
could have big potential in your studio. Try it out during your next 
staff meeting. Many studios find that it’s easier to discuss house-
keeping issues when everyone’s hands are busy and their creative 
spirit is engaged! 

“Mitered” cornerS

Draw a line from the corner of the glass to the 
opposite corner of the drawn line…

this will guide you for your diagonal (miter) cut. 

Repeat on all 1 x 3 in. pieces.

This can be a great 
group project to offer 

to glass-hungry customers 
since it involves two 

creative sessions. 

Example of 4 inch 
Ohio Star glass coasters.
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By Teresa “Teddy” Wright
Mayco Studio Market Coordinator
        
 Cause Marketing is a type of marketing campaign where a 
“for profit” business and a “non-profit” organization collaborate 
for mutual benefit. Some examples of non-profit organizations are 
the local library, Humane Society, food pantry and Vera Bradley 
Foundation for Breast Cancer.  The benefits for the “for profit” 
business are increased exposure in the community and acquisi-
tion of new customers. Most likely the benefit for the non-profit 
organization is monetary.
 Consumers are found to patronize businesses that support 
causes in general, but will be particularly loyal if it is a cause for 
which they are passionate.   For example:  I used to do fundraising 
events for the local Humane Society.  Many customers supported 
my business because I supported the Humane Society.  They could 
have gone to a studio closer, but we shared a common bond with 
our mutual loyalty to the Humane Society.  The CCSA supports 
The Vera Bradley Foundation for Breast Cancer with the annual 
auction during convention.  In turn, Heidi Floyd with the Founda-
tion promotes the CCSA when she is presenting to other organi-
zations.  Cause marketing is a win-win proposal for all involved. 

 a PrOmOTIOnal camPaIgn SHOUld InclUde:
	 •		Marketing	Collateral	
	 •		Project	Ideas	
	 •		Point	of	purchase	sample	displays	
	 •		Press	release	
	 •		National	exposure
 
THe benefITS Of a PrOgram 
SHOUld be are:
	 •		Local	and	national	exposure	
	 •		Builds	loyal	customers	when	
  you support their 
  favorite cause 
	 •	 Ability	to	cross	market	
	 •	 There	is	no	additional	cost	to	you	
	 •		It	is	a	good	thing!

 This is an example of one way to oper-
ate a Cause Marketing Campaign.  You may 
be asking yourself why develop a plan of ac-
tion for Cause Marketing or Fundraising?  
 1.  Because, you will be asked to do-
nate to every event within a 50 mile radius 
of your business and you can’t afford to 
give it all away.  
 2. It solves the dilemma of which or-
ganization receives a donation and how 
much to give.  

 3. The costs of running a cause marketing program are con-
sidered marketing costs, which is a business expense and not a 
donation. 
 4. Increased exposure and publicity.
 5. You gain new customers with nominal cost.
 6. You are targeting your efforts to potential customers vs. 
random advertising.

THere are manY WaYS TO dO caUSe 
markeTIng Or fUndraISIng.  THe keY IS TO:
 1. Select an organization(s) that are a good fit with your busi-
ness.  Organizations that your customers will identify with and 
want to support.
 2. Determine your method of support; endorsed mailings; gift 
certificates; after hours event; portion of sale goes to the organiza-
tion; select a specific day for events – Friday Fundraising; Perpetual 
Partnership Program – Tithing
 3. Develop a flier that outlines your program.
 4. Post this information on your website.
 5. Train your staff
 6. Promote

 If you would like more details on the various methods of 
Cause Marketing or how to participate in a Mayco event contact 
me at twright@maycocolors.com.  Make Cause Marketing part of 
your annual marketing plan – It’s a good thing” to quote Martha 
Stewart! 

Cause Marketing or Partnering 
with the CoMMunity
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 Although the business models of all studios are different, it is 
reasonable to expect every studio owner to understand and be 
able to accurately measure several financial benchmarks for the 
business.  Benchmarking provides a snapshot of the performance 
of your business and helps you understand where you are in rela-
tion to a particular standard of the industry or compared to your 
past historical performance.  In evaluating payroll, a simple bench-
mark to calculate is payroll to gross revenue.  This financial ratio, 
or benchmark, will begin to tell you if you are managing payroll 
economically.  We will call this the payroll-revenue ratio. 
 The payroll-revenue ratio is easy to calculate.  The formula is: 
Total Payroll Expenses/Gross Revenues = Payroll-Revenue Ra-
tio. For example, let’s assume a studio earns gross revenues of 
$150,000 in one year and has payroll expenses of $42,000.  The 
payroll-revenue ratio is 28%. 
 Identifying this formula begs the question; what is the correct 
percentage to achieve?  There is no one-size-fits-all answer to this 
question as every studio owner has different staffing needs, how-
ever, a strong starting point to benchmark against is 20%-30%.  Many 
studios tip the scale at over 40% AND YES, THESE ARE TYPICALLY 
STUDIOS THAT ARE IN FINANCIAL TROUBLE. Studios with high 
payroll-revenue ratios are not in trouble only because of payroll, but 
a high payroll-revenue ratio is often coupled  with other manage-
ment challenges.  Studios that run in the 20-30 percent range tend 
to be successful at least from the payroll point of view. 
 A few notes on calculating the payroll-revenue ratio:
	 •	Payroll	costs	include	much	more	than	just	the	compensation	
you give to your employees.   Payroll costs consist of the actual 
cash paid to the employees and the withheld amounts (liabilities) 
for employee’s federal income taxes, FICA, and any various volun-
tary health and benefit plans. Employer’s payroll costs also consist 
of its matching share of employee’s FICA taxes and contributions 
to the state and federal unemployment insurance programs.  You 
should anticipate adding 12%-15% of wages in payroll costs to 
your budget. 
	 •	Many	business	owners	try	to	manipulate	this	ratio	by	not	
including their compensation in the payroll equation or by tak-
ing no paycheck, and thus the payroll numbers are artificially low.  
Another strategy business owners use to improve the ratio is to 
define their personal revenue as owners draw, and thus not count 
it in the payroll equation.  These tricks artificially lower the ratio 
and provide a false sense of the financial fitness for the studio.  If 
your goal is to take consistent compensation from your studio, 

Financial Fitness 
for Your Studio:

FocuS on 
PaYroll

by Elisa Waldman, Successful Studio Consulting, Inc.

 Whether you are Bill Gates, Warren Buffet or Penelope the 
Pottery Princess, there are only three ways to positively impact 
profitability in your business:
	 •	Decrease	expenses
	 •	Increase	Gross	Margin
	 •	Increase	sales

 While these may look like three easy steps, we all know that 
increasing cash flow and profitability can be overwhelming for a 
small business owner.   To get started, it is necessary to create a 
cash flow statement using last year’s studio performance.  If you 
do not maintain a cash flow spreadsheet, you can start today by 
creating one using free Excel templates found at www.SCORE.org.  
If you use the services of a bookkeeper or accountant, that profes-
sional may be able to assist you in preparing a cash flow spread-
sheet.  After reviewing last year’s cash flow spreadsheet, it is time 
to project your financial future by creating a cash flow spread-
sheet for 2010.  This spreadsheet will show all of your anticipated 
revenues and expenses on a monthly basis for the upcoming year; 
it is effectively your budget for 2010!

decreaSIng exPenSeS
 This article will focus on only one component of step num-
ber one, decreasing expenses.  Decreasing expenses is the easiest 
way to increase profitability because the expense savings drop 
immediately to the bottom line; in other words, there is typically 
no cost or overhead involved in decreasing expenses. To begin 
this process, review each line item of your cash flow spreadsheet 
monthly to identify any expenses which you can reduce.  
 The largest expenses for most studios are rent, payroll and in-
ventory.  While rent and inventory are critical expenses to manage, 
the most challenging may be payroll because it encompasses rela-
tionships with your employees, precious time for yourself and your 
family, and customer service, the pride and joy of most studios. 

PaYrOll
 Keeping payroll within your studio’s budget is key to success 
of the business.  Since payroll tends to be one of the largest line 
items on the expense side of any small business, it frequently is the 
Achilles’ heal of the expense side of the business. It is an expense 
item that can make or break a business operation.
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you should include any benefit you take from the studio as payroll 
for the purpose of calculating the payroll-revenue ratio.
 The payroll-revenue ratio is only an indicator. The real issue 
is what the studio owner does about the number.  Many have no 
idea how to reduce their payroll and maintain or increase produc-
tivity; therein lies the real secret for success, reducing payroll and 
increasing individual and thus overall  productivity.
 There are a number of ways to lower the percentage of dol-
lars spent on payroll, but first it is critical to learn how to identify 
the danger zone.  If your payroll-revenue is higher than 30%, it is 
time to make changes in scheduling, wages and efficiencies.  

nexT STePS
 1) Develop a cash flow projection/budget for 2010.
 2) Take the time to compute the payroll-revenue ratio, using 
the real cost of payroll, including owner compensation, taxes and 
all the add-ons, against the gross revenue.  
 3) If the ratio is high, you must correct this or financial stress 
is likely. Too high a payroll is one of the most common reasons 

businesses fail.
 When a studio is in need of financial improvement, trying 
harder does not usually  work.  The only thing that does work is 
to try differently, i.e. to make a fundamental change in the way you 
conduct your business.  As you can see, understanding and improv-
ing cash flow means accepting responsibility for the financial op-
erations of your studio.  Painting pottery is fun, but running a prof-
itable studio is even more fun, so replace your glaze and bisque 
with a spreadsheet and calculator for a few hours each month.  By 
doing so, you will gain business skills and hopefully more dollars in 
the bank account as well!  

 Elisa Waldman, Successful Studio Consulting, Inc., consults with new 
and seasoned  studio owners to help them open successful studios, 
increase profitability, maximize efficiency and enjoy their business.  She 
owned and operated a contemporary studio from 1997-2005; prior to 
opening her studio and consulting business,  Elisa practiced corporate 
law.  Elisa is also a business consultant for the Kansas Small Business 
Development Center.

When a studio is in need 
of financial improvement, 

trying harder does not usually 
work.  The only thing that does 

work is to try differently, i.e. 
to make a fundamental change 

in the way you conduct 
your business.  
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 Are your regular customers not coming in as often?  Are more 
and more people asking for a discount or reduced fee?  Once you 
get past the frustration of being nickel and dimed, can you hear the 
underlying question or issue for the customer?  The customer still 
wants to paint pottery, but it may not be in their budget.  Determin-
ing the right price is a critical step towards achieving profitability.  
Are you trying to beat the bank on the one big sale a year or are 
you trying to create repeat business with consumer friendly pric-
ing?  Now may be the time to review how you price your product 
and services.  Take some time to review your mark up strategy and 
look at pricing bisque + studio fee vs.  inclusive.  Pricing includes the 
bottom line, but it also includes psychological pricing.
 Determining how to price products and what influences that 
price is not a one mark up fits all process.  Currently, the PYOP 
market is operating on a 70% or higher gross profit percent.  What 
industry would not want a 70% gross profit percent, especially in 
this economic market?  But, there is always a but….Is this pric-
ing putting money in your pocket and is the price the price your 
customer is willing to pay?

fOr examPle:
Studio Fee + Bisque:
	 •	Studio	Bisque	Price	 	 $14.00	(4x)
	 •	Studio/Supply	Fee	 	 $7.00
	 •	Total	Selling	Price	 	 $21.00
	 •	Cost	of	Goods	 	 $3.50	
	 •	Gross	Profit	 	 $17.50	(mark up)
	 •	Gross	Profit	Percentage								83%	(Gross profit/selling price)

Inclusive Studio:
	 •	Studio	Bisque	Price	 	 $28.00	(8x)
	 •	Cost	of	Goods		 	 $3.50
	 •	Gross	Profit	 	 $24.50
	 •	Gross	Profit	Percentage	 87.5%

 Compared to other retail organizations, 70% or higher gross 
profit percent is high.  Listed below are the estimated annual gross 
margin as a percentage of sale of U.S. retail firms by kind*.
	 •	Furniture	and	home	furnishing	stores:	46.6%
	 •	Food	and	beverage	stores:	29.0%
	 •	Health	and	personal	care	stores:	29.7%
	 •	Women’s	clothing	stores:	48.1%
	 •	Sporting	goods,	hobby,	book	and	music	stores:	40.5
 Before you can determine your pricing strategy, you must know 
the costs associated with the products.  Two key elements in factoring 
costs is the cost of goods and the amount of operating expense.
 The cost of goods includes the amount paid for the product 

(bisque, glaze), plus any shipping or handling expenses.  The cost 
of operating the business i.e. rent, cams, utilities, telephone, insur-
ance, and all overhead, plus payroll, marketing and office supplies.  
Once you know how much it will cost you to run the studio you 
can determine your pricing strategy.
 According to the a CCSA Financial Survey, rent is the single 
most factors which contribute to an increase in operating expenses 
and decreased margins, followed by payroll.  The PYOP industry has 
relatively low cost of goods compared to other retail markets.  
 With out creating a huge brain freeze lets look at basic retail 
math formulas and how you can determine your profitability.

baSIc reTaIlIng fOrmUla:
 cost of goods + markup =  retail price  
 Example above is either $21 or $28 

 retail Price - cost of goods = 
 markup  
 $17.50 or $24.50

 retail Price / cost of goods = 
 markup multiplier 
 Example above is 4x or 8x Retail price 
 – Markup = Cost of Goods: $3.50

 There are a lot of computer programs and other 
tools available to help you do the retail math 
calculations available on the internet, google retail 
pricing calculator.  The CCSA offers a Pricing and 
Promotion workbook for you to plug in your information 
and assist in pricing http://www.ccsaonline.com/members/
marketing.php. Pricing and promotions workbook.xl
 If all of this makes your head freeze up and makes 
you run for chocolate, schedule an appointment 
with your accountant for assistance.  Another 
resource is The Small Business Development Center 
(SBDC) which is a free service in your community 
designed for small business owners.  
 The larger issue is if I reduce my price, will 
that increase my total revenue by increasing 
customer traffic?  How much can I reduce 
my price and still be profitable?  In the next 
newsletter article, we will discuss breakeven 
analysis.  Stay tuned...

 *Source U.S. Census Bureau and Monthly 
& Annual Retail Trends.

By Teresa “Teddy” Wright, Mayco Studio Market Coordinator

“How MucH is EnougH?”  
Is Your Pricing Strategy 

Losing You Business?
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lAST CAll 
FoR PoTTeRY To Go BoXeS!!!

Pottery-To-Go Boxes have been a huge success and were sold out after Inspiria 2009.
However, it was recently discovered that a small supply of over-run boxes were still in-stock 
at the manufacturer’s plant.  What does this mean for you? You have one last chance to order 

Pottery-To-Go boxes either for the first time or as a last chance to re-stock your existing supply. 

there are only enough boxes to fulfill 50 orders 
and, once these are sold, they will be gone for good. 

As an added bonus, we are offering these last 50 sets of boxes at a reduced cost of $50 per set 
as well as including customized labels for free — a total savings of $50 off the existing price!

To order, please contact Derek Cavilla at DC Graphix: 407-928-7257 or derek@dcgraphix.com
or visit www.ccsaonline.com and order your boxes through the marketing section online order form.
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A continuing series of business tips based on book reviews

By Helene Safford, Clay Cafe Studios and The Studio Resource

Biz BuzZ

      With a new year and a new decade comes the need to revamp 
your marketing materials and find some new inspiration. I like to 
rely on this little trio of books to bring some new “design ingenu-
ity” to my ads and spice up my brochures. While they are all small 
in footprint, they are big in the idea department. You can find used 
copies on the cheap online at www.amazon.com. 
 HOW Design Books has published a series of books by author 
Jim Krause that are worth searching for to add to your graphic design 
arsenal. The “Idea Index”, “Creative Sparks”, and the “Layout Index” 
each have a unique collection of brochure and flyer designs, advertis-
ing newsletter layouts, and basic concepts that are sure to inspire. 
 The books are pocket-sized but full of “big ideas” to guide you 
through the design process and help you create eye-catching layouts. 

The “Layout Index” takes you through each aspect of page layout to 
create stunning materials on your desktop. With nearly 1000 thumb-
nail pictures to look at, you are sure to find some that will rejuvenate 
your advertising materials and impact your bottom line. 
 “Creative Sparks” is more about stirring up your creative juic-
es that giving you step-by-step how-to’s. The “Idea Index” is similar 
to “Creative Sparks” but focuses more on the graphic effects and 
typography than “big picture” creativity. You will find these little 
books inspirational and helpful, even if you don’t create your own 
advertising or marketing materials. They will give you some ideas 
and help conceptualize new directions that you can communicate 
to your graphic designer. 
 Till next time…..

creative sparks
and  other inspiration
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International 
News

By Samantha Saville of Casa Ceramica

 BBC Children in Need is an annual British charity appeal organised 
by the BBC. Since 1980 it has raised over £500 million. The highlight of 
the Children in Need appeal is an annual telethon, held in November. 
It is one of the two high-profile British telethons during the year.
 Two years ago, Matt Sheppard of HobbyCeramicraft, Hamp-
shire, UK felt that they were not doing enough for charity and 
looked around for a charitable brand that had a good, eye catching 
logo that would easily transfer to bisque to be decorated. And so 
Pudsey bisque was born, well, poured.
 ‘Pudsey’, a yellow teddy bear with a bandage over one eye, 
was introduced in 1985 and has become a regular feature as the 
charity’s mascot.
  The BBC was initially sceptical. Were they going to make 
enough money out of people 
painting a bisque bear? We, as an 
industry, are by no stretch of the 
imagination the Asda/Walmarts of 
the world and with a lot of con-
vincing six months later, Matt was 
granted the license to exclusively 
produce Pudsey bisque.
 This year, with added mar-
keting packs made available to 
studios and mobiles, a real push 
was made to get people painting 
Pudsey. Did you know that in the 
UK, Pudsey has almost become 
an iconic brand image, with 98% 
of the UK public recognising who 
he is, and what he represents?
  Pudsey is exclusive to Hob-
byCeramicraft, and on purchasing 
Pudsey bisque you are required 
to sign a BBC contract, confirm-
ing your part in the charity, and 
initially each piece of bisque sold 
already raises 25p / .39cents in 

donations to the BBC Children in Need Appeal.  Then when it is 
sold in your studio you must agree to donate a minimum of 50p 
per piece from your sales price. Obviously you can then donate as 
much as you wish above the 50p, and in some cases a few studios 
last year donated 100% of the money taken to the appeal. 
 There are many reasons why a studio gets involved. The Char-
ity may be close to their heart, they may wish to participate in a 
highly visible charitable occasion, or just raise their studios profile. 
Who doesn’t get that warm fuzzy feeling when handing over a do-
nation that you know will benefit others less fortunate than your-
self?  One studio owner, previously with a financial background, 
felt that she “wasn’t doing it for the studio, but for her soul.” Matt’s 
quick witted response was “ high yield…..for the soul!”

 Mobile studios tend to make 
it an “event” by chosing a venue 
and setting up just to paint Pud-
sey bears that day.
 As for the kids, well they love 
the idea of painting a Pudsey and 
those old enough will learn at an 
early age the idea of giving back 
to the community and helping 
other kids. They are also engag-
ing in  Pudsey as opposed to just 
purchasing a brand product.  Yep, I 
even made my kids take £5 /$7.70 
out of their money boxes to pay 
for the Pudsey’s they painted.
 Matt’s just totting up the total 
as this goes to print, but he reck-
ons on collecting in the region of 
£3,000 for 2009! The license is 
reviewed annually, but hopefully 
the BBC will recognise that even 
in a small way, our industry has 
helped to enrich the lives of a few 
more kids in the UK.
   

Painting Pudsey





38  Spring 2010   Today

“It took us quite awhile to sort through 
the piles of mush to determine that a pile of 

blue and brown started out as a cereal bowl 
and that a pink blob was the top of a cupcake box.”

    - Denise Callen, Playful Potter

Having a
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By Denise Callen, Playful Potter

 It’s a mistake, it can’t be real….it’s the 
case of the missing zero!!  “A nightmare” 
does not even begin to describe this fear of 
studio owners around the world and it hap-
pened to me.  A kiln fired not to 07 or 06 but 
all the way to a cone 7……
      It all began on a perfectly normal, late 
fall afternoon.  The studio was bustling and 
Thanksgiving was right around the corner.  As 
on any normal day, Tabatha, my playful man-
ager, went back to the kiln room to unload 
what should have been a beautiful bounty 
of shiny pottery.  That 
was when we discov-
ered the mischievous 
kiln demon had visited 
our kiln the night be-
fore.  Upon opening 
the kiln, every piece 
was a dripping, unrec-
ognizable mess.  
      After a few tears 
and an unofficial NASCAR race back to the 
studio, I surveyed the extent of the dam-
age.  Tabatha and I came up with a plan of 
attack against this monstrous accident.  We 
also knew that we needed to plan for the 
devastating PR outbreak that was about to 
descend on the studio.  Our first step was 
to determine all pieces and customers who 
were affected.  It took us quite awhile to sort 
through the piles of mush to determine that 
a pile of blue and brown started out as a ce-
real bowl and that a pink blob was the top of 
a cupcake box.   We pulled replacements that 
we had in stock and quickly ordered any we 
did not have in the studio.  We wrote up gift 
certificates for full replacement as well as an 
additional $20 gift certificate for every piece 
that was annihilated.  
      Once we discovered the names of the 
unlucky 35 customers involved, I began mak-
ing the hardest calls of my life.  “Hi, this is 
Denise from the Playful Potter.  I wanted to 
let you know we had a major kiln disaster 
and your pieces were ruined.  We are truly 

sorry for our mistake.  We have gift certifi-
cates all ready for full replacement of your 
pieces.  We have the same pieces set aside 
for you or you can use the value of the gift 
certificate to paint something else.  We also 
have a $20 gift certificate as an apology for 
the inconvenience.  Is there anything else we 
can do to make this up to you?  Again, I am 
so sorry.”  
      Customers were upset but grateful for the 
heads-up.  We had one customer request pot-
tery to go for her two little boys who were a 
handful in the studio.  We happily delivered a 
selection of paints with her pieces.  Another 

customer requested 
a full refund since she 
lived out of town.  We 
also offered to repaint 
the simple pieces if the 
customer preferred 
and a few took us up 
on it.  Luckily, more 
than half the pieces 
destroyed were from a 

church group and they were very forgiving.  
      We tracked each gift certificate by placing 
a “K” in front of each tracking number.  Since 
most people picked up their gift certificates 
when they came in to paint, we knew that 
they were casualties of our kiln destruction.  
We gave them extra care, attention and our 
apologies flowed freely.  Because of this extra 
attention and our sincerest apologies, all but 
our out of town customer have been back to 
paint at least twice in the last year!
      Despite the hefty price tag for this 
tragedy, I can now see past it to the posi-
tive changes it has made in my business.  We 
saw the results a sincere apology can have 
when it follows a mistake.  We do have the 
ability to salvage the customer relationship 
even after melting their pottery memories.  
We were able to replace the bad memories 
with great ones of honesty, integrity and re-
spect and our studio came out on top…..
but that does not mean we have stopped 
praying daily that we never see that kiln de-
mon again!

Luckily, more than 
half the pieces destroyed 

were from a church 
group and they were 

very forgiving.  

Meltdown!
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FINISHING TOUCH

Above you see the most recent proclamation of Reno’s history as the Biggest Little City in the World. 
This sign was erected in 1987, though the slogan itself dates back to a contest for the city’s slogan in 1928. 

With prize money being $100.00! The varied entries included “Reno: Nevada’s Silver Lily” 
and “Reno: Paradise of the West” One business minded opportunist thought up 
“Reno: If you are in a rush, we will get you a divorce in less than three months.” 

Ultimately a Sacramento man nabbed the prize with “Reno: The Biggest Little City in the World” 

Reno, Nevada just happens to be the 2010 location for the CCSA Convention.

“Pretty in Paint” august 27th - 30th. We’ll see you there!



 TIE DYE + 
 PEACE SIGN =
   RETRO EASY FUN! 

By: Judi Novotny; It’s Yours Pottery, Omaha, NE

 It’s amazing how what goes around, really does come 
around again.  The latest…the peace sign!  It’s everywhere we 
look.  Jewelry, clothing, art!
 I personally have never outgrown it…admittedly, a gen-
erational throw back in many ways!  The technique offered is 
a simple one, inspired not only by the peace symbol itself, but 
from one of the many visits I seem to make these days with my 
granddaughter, Gracie, to ‘Justice’.  
 Using random swirls of color with the addition of the ever so 
popular recycled paint chips, this project makes for a great sample 
for others to copy, or better yet… think summer camp!  Although 
I have chosen my favorite pasta bowl, this technique could be used 
on any of the many pottery shapes you have on your studio shelves.  
A simple fast and easy project for all!  Try it…they’ll love it!   

POTTerY, maTerIalS, glazeS USed:
 Pottery:			 •		Duncan	#21671	serving	(pasta)	bowl
 brushes: 	 •		Fan,	round
 color: 	 •		Mayco	Foundation	Glaze	#001,	White
	 	 	 •		Duncan	#CN502,	Neon	Blue
	 	 	 •		Duncan	#CN501,	Neon	Yellow
	 	 	 •		Duncan	#CN342,	Bright	Pink
	 	 	 •		Duncan	#CN262,	Bright	Purple
	 	 	 •		Dried	glaze	chips	of	above	listed	
    Duncan Concept colors

Prepped for design Dried glaze chips Applied glaze chip design

1.  Wipe bisque, with dry sponge, to remove any dust.
2. Fully load a fan brush with White Foundation 
	 (Mayco	#001),	and	base	coat	both	front	and	back	of	bowl.		
 Let dry until shine has dissipated.
3.  Beginning with the bottom of bowl, reload fan brush with 
	 Mayco		#001)	White	Foundation,	and	side	load	with	
 Neon Blue (Duncan CN502), applying in a swirl motion
 on to piece.  
4.  Repeat step 3, alternating remaining colors, Duncan 
 CN501 Neon Yellow, CN261 Bright Purple, and 
 CN343 Bright Pink, remembering to keep your 
	 brush	loaded	with	Mayco	#001	White	Foundation.
5.  Play…Play…Play…enjoy the freedom of swirling colors!
6.  Lightly sketch a peace symbol of your choice. 
7.		 Using	a	small	round	brush	apply	a	thin	line	of	Mayco	#001	
 White Foundation to small sections of design, followed   
 with adding paint chips to that area.  (Foundation now   
 serves as a glue to hold paint chips in place). 
 Continue until design is complete.
8.  With a round brush using bright purple, neon blue, yellow 
 place random circles and dots to jazz it up a bit.
9.  Kiln fire to cone 06. (No dipping is needed with use the 
	 of	Mayco	#001	White	Foundation	glaze	as	a	base.)

 This project has been kept simple for customer success… 
although there are many ways to further jazz it up.  I’m thinking 
the circuit machine could add some great lettering or shapes. 
Have fun either way!  
  NOTE: To make paint chips, spread a thin layer of glaze color(s) 
on tin foil, letting it dry completely. Break away into chips of color.
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