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Letter from 
the President

 by Kami Hatley, CCSA President

A week in the life of a Board Member:

 First, why did we take on this responsibility?  The answer for me is, I remember all of 
those sleepless nights worrying about the next dollar, the next marketing campaign or that 
one lazy employee I wish I could get rid of!  Basically, the board wants all studio owners to 
operate efficiently as well as be profitable with the help of an inexpensive membership where 
like minded business individuals can network with each other.  

 My day typically starts with Chatter.  What am I looking for?  HELP threads, you know, 
the ones that say their kiln turned off all by itself prior to getting to the proper temp.  
How about the ones that ask how to deal with 300 kids in a field trip?  Been there, 
done that.  I may have an answer to ease their mind.  If I don’t have the answer, someone 
else will.  I learn something new on Chatter every week.  Sometimes I go on Chatter 
just to get prayed up.  I’ll make a list of all the prayer requests and add it to my list of 
asking for patience and kindness :)

 The 2nd Tuesday of the month, we have our call in board meetings.  They typically
 last an hour.  Afterwards, we focus on action items.  What did the board agree to 
implement this month and how do we bring it to fruition in a timely fashion?  The other days 
of the week I may take 2 or 3 phone calls from studio owners trying to get their viscosity 
correct.  I may answer 2 or 3 e-mails regarding events or just give a pep talk.

 The BOD meets face to face twice a year, once during convention and again at the 
upcoming convention site.  It requires a little time away from your studio and family but the ben-
efits can be endless for your business.

 Why does all this matter?  This is an election year for the CCSA.  Visit the CCSA website 
and read the Bylaws to make sure you understand how your organization operates.  We have so 
many members that have great suggestions on growing our industry as well as being able to run 
successful businesses.  We want you.  We want you to run for the Board.  We want your 
insight.  Please contact a past or current board member to ask questions about the 
responsibilities and time needed to dedicate to this organization.  I’m excited to see 
who is eager to serve.    

 Kami Hatley
 CCSA President
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 by Richard Morse

 I was recently afforded the opportunity to attend the Craft and Hobby Association 
Convention.  Amongst the countless attendees and exhibits were a few familiar faces. 
Michael  Harbridge from Royal and Langnickel brush and of course the entire team at 
iLovetoCreate were in  attendance.  The show hosted over 700 vendors in all different 
fields of interest. Yarn, buttons, scrapbooking, stickers, pens , paints, brushes, Cricut…
 if it’s a craft it was at this show.   The thing that was missing from this show that I find 
to be endearing to the CCSA convention was camaraderie. Though there were groups 
of people that knew each other, there wasn’t that sense of gathered purpose that our 
show has. Really it would be much harder to pull that off with such a large and varied 
number of people. 
 
 I had the chance to sit and chat with Rich Kizer and Georgeanne Bender about  
the CCSA and Georgeanne described us as a “Tribe” she said in all the shows that she 
goes to, with all the people that she meets there are few that even come close to the 
fellowship that the CCSA has within its ranks.  She described us this way again when 
talking to someone that joined us at lunch. 
  
 It got me thinking that our organization isn’t just about the business itself but about 
the people in the business. We are more than just bisque, glass and a myriad of other crafts. 
We are about people and helping one another.  The pull to help each other succeed is 
why this association exists.  Whether it is at convention sitting with another studio and 
chatting about the latest issues of our craft or reading chatter and trying to figure out 
challenges together. We are a “tribe” brought together for a common purpose.  
Our bond isn’t just about money, it is about family. 

 Many of us will disagree on topics, have different ways of doing things and have 
philosophies that vary from one studio to the next. With all of this, we still find ourselves 
bonded at a most common level. We all have the will to reach out and help when asked 
or needed. Small studios and large make up this organization and each of you have an 
equal share in the success of studios within our organization. It is amazing how just 
one idea, one little spark can create an enduring fire that can warm the entire tribe.

 Richard  Morse
 CCSA
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 by Alyson Dias, Director of Marketing Communications, iLoveToCreate™, a Duncan Enterprises Company

trend 
FLASH

A continuing 
series on design 
and style trends 

which affect you 
and your studio.

Viewers are engaged 
in the show and 

glee-based fads are 
quickly spinning 

into trends.

 The hills are alive with the sound of music…
 I apologize if you are now humming along to one of the most 
amazing movie soundtracks ever created (doe, a deer, a female 
deer…sorry…I just couldn’t help it!).  The Sound of Music is one 
of my all-time favorite movies – the history, 
the romance, the humor and of course the 
beautiful voice of Julie Andrews makes this 
a classic that I’ve never grown bored of.  
Alas, this article is not about The Sound of 
Music, but it is about music and our fascina-
tion with the subject.
 In the summer of 2002, 10 brave souls 
took to a stage to share their voices with 
America with the hope of becoming an 
American Idol.  The show was slotted as a summer replacement 
show and nine years later the show continues to command top 
viewership and break television ratings records.
 American Idol was only the beginning of our music fascination 
on screen.  MTV began adding music back into its programming.  
Dance competitions, with their backbone of music, have hit televi-
sion ratings gold.  Young and old are being entertained by song on 
television – from Hannah Montana on the Disney channel to one 
of the newest singing competitions, The Sing-Off.  I feel like I’m 
forgetting a show…

oh yes…glee
 Love it or hate it, I know you’ve heard of it – how could you 
not?  In just two seasons, the show and its actors have racked up 
a treasure trove of awards.  Glee is about to break 11 million fans 
on Facebook and its congratulations posting on the Golden Globe 
award received 3,271 comments and 59,664 likes.  In comparison, 
American Idol has just over four million fans.  Glee does still have 
something to aspire to…Lady Gaga has 26.6 million facebook fans!  
Viewers are engaged in the show and Glee-based fads are quickly 
spinning into trends.

Being a cover Band is cool
 Stats gathered by Wikipedia state that there have been “over 
thirteen million copies of Glee cast single releases purchased digi-

tally and over five million albums purchased worldwide.  In 2009, 
the Glee cast had 25 singles chart on the Billboard Hot 100, the 
most by any artist since The Beatles had 31 songs in the chart in 
1964.  In total, Glee has placed 104 songs on the Hot 100 weekly 

chart, second only to the 108 entries of El-
vis Presley”  This is an astonishing success, 
especially considering none of the music is 
new…the show’s cast is basically a glorified 
cover band (no disrespect meant!).  Not 
only are music enthusiasts purchasing the 
show’s cover versions, but they are pur-
chasing the original versions as well.  Glee 
has received credit for significantly impact-
ing the commercial success of songs like, 

“Don’t Stop Believin’” by Journey, Rihanna’s, “Take a Bow” and 
Cee Lo Green’s, “Forget You”.  Purchase the five Glee albums on 
iTunes for $9.99 to $13.99 each for play in your studio and you’re 
guaranteed to have people humming, and even singing, along.

glee license
 The Glee license has exploded and stores like Claire’s, Ma-
cy’s and Hallmark have created lines based on the popular show.  
Claire’s recently launched a handful of accessories including knee-
high socks, diaries, charm bracelets, fake nail and polish sets, hats, 
wallets, handbags, stationary and pillowcases.  Macy’s launched 
t-shirts and a jacket that bear the show’s popular phrases and 
names.  Hallmark introduced a line of greeting cards embedded 
with the most popular cover songs from the show.  These are just 
a few of the licensed products available.

BaBy names
 The Today Show on NBC ran a feature on December 2, 
2010 about “The Glee Effect”, a trend of naming newborns after 
glee characters.  According to BabyCenter, two of the top-rising 
popular baby names are Quinn and Finn, two characters on the 
show.  “Celebrities are our royalty and consciously or uncon-
sciously, parents want a bit of that shine to rub off on their kids,” 
said BabyCenter Editor-in-Chief Linda Murray in the Today Show 
article.  While Quinn and Finn haven’t yet made the top 10 list, 

The magic of music
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here are the top boy and girl names from 
2010 that are expected to rise in popularity 
in 2011…I suggest you use these names on 
your pottery samples:
 1.  sophia; aiden
 2.  isabella; Jacob
 3.  olivia; Jackson
 4.  emma; ethan
 5.  chloe; Jayden
 6.  ava; noah
 7.  lily; logan
 8.  madison; caden
 9.  addison; lucas
 10. abigail; liam

 So you get the point... Glee is popular and 
having a mega impact on our pop culture trends!  
But there’s more to this trend than just a single TV show.  
Music itself has a very powerful effect on creativity and should 
be considered an instrumental part of your studio’s aesthetics.  
In an article for HOW 
(a creative 
design magazine 
and conference) 
on the impact of music 
in the workplace, 
classical musician Don Campbell said that, 
“music can be used to activate, stimulate and relax 
the mind and body*.”  In the same article, another designer, 
Gil Shuler said, “music creates a comfortable, relaxed 
atmosphere. It puts you at ease and makes this more 
of a fun environment—not a stale, dry one*.”  
Music should be used with purpose in your 
studio.  The music that you play, 
the volume that you play it at and the 
way you encourage interaction with it 
will significantly impact your studio’s dynamics.  I know your next 
question – which music should I play?!
 “The key is finding the right kind of music to stimulate creativ-
ity,” says Gerald Haman, a creativity trainer with SolutionPeople, a 
creative brainstorming group in Chicago. “I recommend a variety, 
because every time the music shifts from one style to another, 
your brain shifts wave patterns, making you think in a slightly 
different way. I advise my clients to make their own re-
cordings, in short segments, kind of like a ‘brain barrage,’ 
or like a channel scan on TV, except it’s all musical*.” 
 Don’t get stuck into just turning on the radio 
or one artist’s CD.  Mix it up…create your own 
mixes that incorporate multiple genres, styles, decades, 
etc.  Play with the volume – find the happy place where 
your customers are singing along and still able to carry 
a conversation.  Encourage your staff to sing out loud and 
dance from the sales counter to the bisque shelf.  Embrace 
and enjoy music in your studio because it will have a posi-
tive impact on your customers’ experience.
 For questions and comments concerning 
this column, email Alyson Dias at 
adias@ilovetocreate.com.
 * Wohlfarth, Jenny. “Designers Tell How Music 
Influences Creativity.” Designs at Work. HOW. HOW, 
21 Jan. 2008. Web. 19 Jan. 2011.<http://www.howdesign.
com/article/musiccreativity/>.
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 recently i had the opportunity 
to meet with Wei Fu and Wenying Xiong, 

owners of sc Pottery in hangzhou, china. 

i was fortunate enough to meet 
Wenying (Win) when he attended our 

2009 convention in overland Park, Kansas. 

on their trip out here in december, i had 
the opportunity to meet his wife Wei. 
We broke bread in san Francisco and 

compared notes on the differences 
between our domestic studios here in 

the U.s. and how their studio is running 
in china. We found the similarities

 very interesting.  Read on!
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As you know, 
China has a very long 
history of ceramic art. 
Pottery and porcelain 

are parts of people’s lives. 

Tell me a liTTle BiT aBoUT yoUr BacKgroUnd 
and Wins BacKgroUnd Too. WhaT did yoU do 
BeFore yoU Were sTUdio oWners?
 The owner and the Manager: Wei Fu, graduated from the 
French Institut d’Etudes des Sciences Politiques de Paris (Sciences 
Po), expert on law, communication and public relations. I have 
worked  with the United Nations in Switzerland and in Cambodia.  
Before building SC POTTERY, I worked as journalist for the Cor-
respondence of the biggest French daily 
newspaper, Le Monde, in Beijing. 
 The co-owner and the Art Director:  
Wenying Xiong (we call him Win in English) 
has 9 years of art learning in the National 
Academy of Fine Arts in Hangzhou and this 
has made him a talented and skillful artist. 
He was a teacher for the same art school 
for 5 years. Specialized in sculpture, ceramic 
arts and painting, he is member of the US 
National Council on Education for the Ceramic Arts (NCECA). In 
2001, he held his solo exhibition in St John Art Museum, Wilming-
ton, North Carolina. He was also Resident Artist for the Racine 
Art Center in the same city. Since 2003, he has traveled frequently 
from China to the U.S. for his art projects. 
 

Why did yoU decide To oPen a PyoP sTUdio?
 First of all, it’s because we love art and creation. The idea 
started when Win saw the PYOP studios in North Carolina.  As a 
sculptor and a ceramist himself, he was amazed by the fabulous re-
sults when people painted in a PYOP studio.  As you know, China 
has a very long history of ceramic art. Pottery and porcelain are 
parts of people’s lives.  Meanwhile, bearing the old tradition, De-
signs and techniques need to be modernized. The PYOP studios 

bring a new concept with new colors - the 
low temperature non toxic underglaze. The 
colors are easier to use and it offers a great 
capacity to create.  
 When Win was back from the USA 
in 2007, we began to study the possibility 
of bringing the concept into China.  We 
found out that with the economic growth, 
the young generation has started to spend 
more money and time on making personal-

ized gifts. They find it’s ‘in’ and cool. Chinese parents are willing to 
pay for their only child’s education and fun by all means.  We joined 
the CCSA in early 2009 and opened our first studio in downtown 
Hangzhou city the 1st of October 2009. 

WhaT have Been yoUr BiggesT challenges?
 The biggest challenge is helping Chinese to accept the PYOP 
concept.  We’ve succeeded in getting popularity in Hangzhou, be-
cause of our nice décor and service.  Now let’s see in Shanghai… 
 The other one is in the kiln room. The electronic kiln, non 
toxic under glaze and non leaded clean glaze, as well as the white 
bisque, are all brand new for China. Despite the fact that China 
has a lot of excellent ceramists and technicians, PYOP studio’s re-
quirement for firing and glazing are very special.  A ceramic factory 
can allow 70% good firing and 30% waste, while a PYOP studio can 
allow, by the principle, zero mistakes. Because what we manufac-

Wei Fu and Wenying Xiong, owners of SC Pottery in Hangzhou, China. 

Chinese parents are willing to pay for 
their only child’s education and fun 
by all means.
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ture, is the client’s only piece. There are very few technical sup-
ports here. So we have to figure out every thing by ourselves.  The 
CCSA website’s chatter has been very useful for us.   

hoW does yoUr sTUdio WorK?
 Basically, it works as all American studios: clients come pick 
out a piece of bisque and a design, paint their own pottery and 
leave the piece for us to glaze and fire. To make it easy, we have 
included all fees into the bisque price so there are no studio fees.  
We have a big space here, 230 sq. meters (2475 sq. ft.) with 2 
floors. The second floor is often used as a separated place for par-
ties and learning sessions.  
 
do yoU oFFer anyThing aside From PoTTery 
PainTing?
 Yes, a lot of things.  All of our full-time employees at SC Pot-
tery are graduated from well known art universities. They are ce-
ramists, painters and designers. They make their own creations 
when the studio is not busy and leave the pieces for sale.  We are 
also an art gallery. Our second floor is a space for exhibitions. In 
the first year alone, we had 5 art exhibitions, including artists from 
Korea, France and China. We even made an exhibition for the best 
works of our clients this October. These activities have drawn big 
attention in the city. Our idea is to bring art to people.  In the past, 
fine arts are something academic and professional, people who 
are interested in art but not skillful in doing have no chance to be 
close to it, except in museums. We want to be the bridge between 
art and people’s daily life, and to create, as it says in French, l’art 
de vivre.   
 
i KnoW yoU also oFFer drinKs and snacKs. 
hoW do yoU incorPoraTe This inTo The area 
Where PeoPle are choosing BisqUe and 
PainTing? 
 The idea is to make our studio’s decoration very attractive 
and beautiful. When people step into our studio, they are sur-
prised by the decoration, and often want to stay and enjoy the 

place.  They can either paint or stay just for a coffee. In our studio, 
we have a very big bar area with mugs hanging on beautiful iron 
shelves. We have a cake showcase for people to choose snacks.  
You also have to know that our studio is located very close to the 
West Lake which is a famous tourist attraction in China. There are 
a lot of tourists on the street where we are. 

WhaT has The BiggesT challenge oF having 
Food and BisqUe TogeTher Been?
 So far, I don’t have any trouble with that. What might be dif-
ferent than a US studio is that 70% of our clients are adults, they 
don’t make a mess.  They spend much more time on painting than 
kids.  After two hours of painting, they often want to relax a while 
and take a coffee or tea break.  Coffee is not a necessity in China,  
it’s something trendy and exotic. Must of our clients are female. 
They often come with their companion.  While the lady is focused 
on painting, the man will enjoy taking in a coffee and reading a 
magazine, in a musical environment.  We have a German family 
that come up very often. The parents always have coffee while the 
two children are having fun with paints.  After the painting, kids are 
rewarded with our cookies made by a French baker. 

We have a big space: 230 square meters with 2 floors. The second floor 
is often used as a separated place for parties and learning sessions.  

In the first year alone, 
we had 5 art exhibitions, 

including artists from 
Korea, France 

and China.
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yoU are oPening a second sTUdio?
 Our second studio in Shanghai is in the process of develop-
ment. We wish to open it early next year. It is located in a resi-
dential area with a lot of international schools. So the population 
will be more open and maybe younger than the one in Hangzhou. 
It would be a great step forward for our company.  With the new 
express train, Shanghai and Hangzhou has only 40 minutes of dis-
tance.  Otherwise, it’s 2 hours by car from our studio in Hangzhou 
to the one in Shanghai. So far,  Win is the 
one who designs and is in the decoration 
stage. He goes to Shanghai every 4-5 days. In 
the future, we will also make the commute 
in same day like that. We will have someone 
run the shop day by day.  The Shanghai shop 
will make our life more interesting. 

are yoU Planning To oPen 
more sTUdios?
 Definitely yes! Our company’s premier goal is to build the 
best space for pottery art creation in China and to be the leader 
in this market.  The country has enjoyed years of extraordinary 

economic growth. The global financial downturn has only tem-
porary shaken Chinese consumers. In line with this growth, the 
market of Do it yourself (DIY) leisure is developing very fast. We 
expect to open more studios in cities such as Beijing and Guang-
zhou. We are also making a franchising program. 

here in The sTaTes cUsTomer service is The 
BiggesT Key To rUnning a sUccessFUl BUsi-

ness. coUld We eXPecT ThaT 
iT is The same in china or are 
yoUr cUsTomer’s PrioriTies 
diFFerenT?
 I think the customer service is also the 
key for our business. A PYOP studio is very 
special, what we sell, is customer’s time and 
experience. So they must feel comfortable 
in our place. Except very few foreigners, 
none of our clients has done pottery paint-

ing before. They need help and explanation, especially self confi-
dence, before starting. We do a lot of work on that. 

WhaT advice WoUld yoU give PeoPle ThaT 
are JUsT sTarTing oUT in The BUsiness or 
even To Those ThaT have Been in The BUsi-
ness For years?
 We have still a lot of things to learn.  If I can suggest some-
thing, the first thing is to join in CCSA. We became a CCSA 
member in early 2009, long time before we opened our first 
shop. CCSA has been our best technical and marketing support. 
The gallery on the website has been very useful for us. I used the 
training manual for my staff training.  
 The other important thing for me is to make your studio 
beautiful as much as you can. I think the owner, at least one of 
them, has to be an artist themselves. It’s the biggest source of 
creation of your studio.  The creation is the key thing.  And the 
creation has also to be supported by a marketing vision.    

Except very few 
foreigners, 

none of our clients 
has done pottery 
painting before. 

“The other important thing for me is 
to make your studio beautiful as much 
as you can.”

We joined the CCSA in early 2009 and opened our first studio 
in downtown Hangzhou city the 1st of October 2009. 
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A  L i g h t e r  M O M e N t

By Judy Salinas, Glazed & Amazed

Our customer 
service policy is to 
always try to say

“yes we can”. 

 Customers or Guests? How do we think of our paying public? 
This question was recently asked of me. My staff and I discussed 
what the differences might be.
 During the very busy holiday season we decided to try out a 
new greeting, instead of welcome, have you 
been in before, we now say “ Welcome to 
Glazed & Amazed, are you ready to create?” 
or if they are a returning customer we offer 
“Welcome back and so on. We have really 
concentrated on remembering their piece 
of pottery and glass, and commenting on 
how well it turned out or that we have it 
up for display we like it so much. If it is a 
really special piece I will comment that I was hoping they did not 
remember to come pick it up as we would have loved to have it 
for a display piece.
 At our store we have put the paints on the tables to make 
it easy for the customer. We offer 21- 8 oz bottles of the most 
popular colors right at their finger tips. Each place setting has a 6” 

tile with all the colors fired on so they can tell how the color will 
look when glazed. We have a huge variety of brushes and a jumbo 
mug of water at each setting. We offer many more colors, along 
with the neon palette, crystal glazes and the speckled paints in the 

art cove along with all the stencils, stamps, 
patterns and squeeze bottles. All these are 
readily available for them to access.
 We check in with customers every few 
minutes to see if they need more paper 
towels, fresh water or a special painting 
tool such as a liner brush or banding wheel. 
We offer to print patterns or ideas from 
the internet for use with the carbon paper 

and we make sure they know that we will clean up the mess, we 
are experts at cleaning!
  This year we have made staffing changes that have really 
helped the continuity for our customers. I have a manager, a full 
time employee and 3 part time ladies, By having the regular staff 
on it has really helped with remembering the customers by name 

and piece and giving the cus-
tomer a sense of home.
      During the year we have a 
five day turn around for all pot-
tery and one week for glass. If a 
customer needs a piece soon-
er, 99 percent of the time we 
are able to make it happen for 
them at no extra charge. Our 
customer service policy is to 
always try to say “yes we can”. 
This year with much planning 
we were able to still offer the 
5 day turn around and say yes 
to all requests. It was not always 
easy but it felt worth the hard 
work. Our guests seem to really 
appreciate the effort.
      My New Year’s resolution 
is to take my store to a whole 
new level. I believe our guests 
come to us for entertainment, 
relaxation, creative fun but 
most of all for a place to feel 
welcome. We want them to 
feel like guests in our “home”. 
I believe this will translate into 
growth and increased income 
for our store. So please be our 
guests!

Be Our Guest
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Another 
Lesson 
Learned:

EmployEE? EmployEE? 

Who Is 
Your
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Do I have staff that 
is going to help or 
continue to help 

my business thrive, 
or are they just 
draining your 

payroll budget?  

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

 Staff, along with a busy holiday season…
Oh boy!  As a PYOP studio owner, you 

find yourself spinning from one thing 
to the next.  How did it go for you 
this past holiday season?  Did you 
catch yourself saying, ‘What were 
they thinking?’ Or…’What  was  I 
thinking when I hired them?’ The 
post holiday quiet may be a good 
time to reflect and rethink your 
employee process.
 An important question to ask 
yourself as you plan for the 
f u t u r e : 
“Do I 

have staff 
that is go-

ing to help or 
continue to help 

my business thrive, 
or are they just draining 

your payroll budget?”
 We’re all with hope that 

who we have representing our studios 
will follow our lead, offering nothing less 
than a successful creative experience, paired 
with excellent customer service.  If you are new to the PYOP in-
dustry, having the right staff needs to be a priority, as it is vital to 
your success.  As most seasoned owners will share…We have ex-
perienced the GOOD, the BAD and yes, unfortunately the UGLY 
when it comes to employees and employee situations.  We all glow 
about the qood and question everything else.

 So what do you do when your employee expectations 
are less than you envisioned? Ask yourself…

Is my employee in question really who and 
what they presented on the day they in-
terviewed, and were hired as part of your 
team?  Remember... that moment in time is 

the best you’re ever going to get.  Through 
personal experiences and lessons learned all 

the screening guidelines can and do sometimes 
fail.  That smart, beaming, energy filled candidate, now 

employee, can show a different side — sometimes too 
soon after being hired. 
 Learning is an interesting phenomenon.  I tend to classify my 

employees into the following categories, which helps me know 
how I need to address them.  

‘shooTing sTars’
 This employee is like a sponge from day one, soaking up ev-

ery little detail of their job responsibilities, taking them on, 
needing little to no supervision.  Call them type ‘A’ personality, 

overachievers, but they are the best. They take on leadership roles, 
becoming a huge asset to your studio.  This is the employee you 
want to take care of, not for granted! 

‘FloaTing sTars’
 Floaters are just that.  They’re there, average, not a poor em-

ployee, they don’t shine but do what they are asked of — and 
on time.   Floaters can be some of your most solid and loyal 
employees.  They do need guidance and direction.  On a bad day 
this employee can make you want to pull your hair out, but don’t 
give up!  Remember, they’re there for you, they may just need a 
little more or intensive training.   Taking time to specifically show 
them step by step what a task involves can be beneficial for both 
you and them to move forward.  With patience and a little extra 
training they may just be your next ‘Shooting Star’!

‘Falling sTars’
 Unfortunately, and hopefully less often, we all will experience 
the ‘Falling Star.’  Are they ever on time for an assigned shift?  NO!  
Are they customer friendly?  NO!  Do they continually make the 
same mistakes over and over again with absolutely no remorse?  
YES!  Do you feel like you’re talking to a brick wall?  YES!  Well, 

it’s time to learn whatever lesson there is 
as this is the type of employee spreading 
nothing but negative energy. It’s time to cut 
them loose and move on!  

 Owning a business: a PYOP studio has 
many challenges.  Most that have owned 
a studio for a length of time will tell you 
staffing is one of the most difficult and frus-
trating issues to deal with.  Be proactive 
with hiring and training.  Make sure to be 
appreciative of those who are there with 
you and let go of the occasional employee 

that just doesn’t fit.  Happy Staffing :) 
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@(insert studio name here)
by Jon Salazar
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Materials:
  2lbs. of clay
  Roller and shims or slab roller
  Pin tool 
  Templates and scissors
  Cardboard
  Marker
  Small sponge for smoothing edges
  Colorful glazes
  String (for hanging when they’re all finished)

Step 1: 
  Draw your own sunglasses template or use the 
  one included here. It’s fun to have the all participates 
  bring in there favorite sunglasses to use for ideas. 

  Cut out your paper template and trace it out on to 
  a piece of cardboard. 

  Now cut out the lenses of your paper sunglasses 
  template and trace them on to cardboard. 

  Cut everything out so that you now have sturdy 
  cardboard templates for both your sunglass frames 
  and lenses.

Step 2: 
  Roll out a slab about 1/2 inch thick using the 2lbs. Clay. 

  Cut out the frames using the cardboard template 
  and remove any excess clay. 

  Now using the cardboard lenses position them 
  accordingly on the clay frame and use a roller to 
  press them into the clay to create an inset lens once 
  the cardboard is removed. 

Step 3: 
  Take time to smooth all your edges and make a nice 
  smooth surface for the lens that will become the 
  chalkboard. 

  You can now create some add-ons for the corners 
  of your glasses or choose to leave them alone.



Step 4: 
  Once your clay sunglasses have dried out for 
  about 5 minutes or so you ready to create the 
  picture frame lens. 

  Simply flip your glasses over and place the small 
  cardboard rectangle on the where you think it will 
  look best. 

  Roll out a small coil and cut it in to 3 sections 
  using a pin tool to secure them to the frames 
  around the cardboard rectangle. 

  Gently slide out the cardboard and cut out a smaller 
  rectangle inside the coil frame you just made.
  

Step 5: 
  All you have to do now is drill two small holes 
  at each end for hanging when it’s done. I keep my 
  sunglasses on a piece of plasterboard to dry out. 

  Careful when moving to the kiln when bisque firing 
  because the nose part of the glasses are delicate. 

  If you have extra kiln shelves you can put them on 
  the shelves now facing down and all you have to do 
  is put the whole shelf in the kiln when they’re ready.

   

Step 6: 
  Glaze your frames with bright fun colors and 
  designs making sure not to glaze the lens. 

  Let you imagination run wild when decorating 
  your glasses! 

  Once glazed fire the lens can be painted with 
  chalkboard paint and colorful string can be use 
  to hang your shades. 

  You can also use the chalkboard glaze that is available 
  but find the chalkboard paint from you local 
  hardware store easier to use. 

  When using the chalkboard glaze you have to 
  make sure no other type of glaze gets on it so 
  that it stays matte.
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mosaickeyby Jules Winson
Bella Mosaic



YoU wILL need:
	 •	 Skeleton	Key	Hook	(Product	Code:	BM-034)
	 •	 Murano	Stained	Glass	Crimson	Tiles	
  (Product Code: BMT-2206)
	 •	 Opalescent	Stained	Glass	Pearl	Tiles	
  (Product Code: BMT-3301)
	 •	 Opalescent	Stained	Glass	Cotton	Candy	Tiles	
  (Product Code: BMT-3302)
	 •	 Opalescent	Stained	Glass	Raku	Tiles	
  (Product Code: BMT-3306)
	 •	 Tile	nippers
	 •	 Glue
	 •	 Non-sanded	Grout	
  (we used white and tinted the grout)
	 •	 Pencil
	 •	 Safety	Goggles
	 •	 Gloves	or	Sponge
	 •	 Black	Acrylic	Paint
	 •	 Paint	Brush

STeP 1:
  After you have chosen a surface you would like to mosaic,  
  think about a design you would like on your piece. 

  We chose to make three hearts on our 
  Skeleton Key Hook. 

  Grab a pencil and sketch out your design on your piece.

STeP 2:
  After sketching your design on your mosaic surface, 
  you want to think about what tiles would go best 
  with your design. 

  We chose to use our Murano Stained Glass and 
  Opalescent Stained Glass Tiles.  If the tiles are too large, 
  cut them with your tile nippers. Remember to use your 
  safety goggles while using the tile nippers. 

  Separate the color of your tiles from lightest to darkest. 
  This will help us pick out the right shade of color 
  when we want to give our design some depth and shading.

STeP 3:
  You will start with the foreground first. We placed 
  our tiles in the middle heart first, which is a gradient 
  of red. (Murano Stained Glass Crimson)  These tiles have 
  varying shades of red and reddish orange making them 
  perfect for shading.  
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  You can glue the tiles as you go or you can place the tiles 
  how you want them to look and pick up each individual one 
  and glue it. We started with our darkest red tiles for the 
  bottom of the heart and then used lighter shades of red as 
  we filled the rest out. 

  Next, you will want to work on the pink hearts on each side 
  of the red heart. Same method as the red heart: Start with 
  your darkest shade to lightest. 

  After you have placed and glued the tiles on the hearts 
  how you like them, start cutting your white tiles. 
  Cut them very long and thin. This will create a border 
  around the hearts. Just play with them and place them 
  around the hearts before you glue them. 

  Don’t be afraid to nip certain tiles to make them fit 
  your piece.

STeP 4:
  Now let’s place tiles on our background. For this part, 
  your design can be random. 

  After we cut our tiles we just shook them up in a bag to 
  mix them around. This part will take some time because it 
  is like working on a jig-saw puzzle. You just have to find 
  the right pieces!

STeP 5:
  Let the glued tiles dry for 24-48 hours. The longer it dries 
  the stronger the bond will be. 

  After your piece is dry, mix up your grout. For every 3 parts 
  grout you want 1 part water.  We just eyeballed it and mixed 
  it around with our hands until we got a peanut butter 
  consistency. 

  We have white grout but wanted the grout to be gray. 
  Just mix in a little black acrylic paint to your white grout to 
  make it gray. Once you achieved the shade of gray you want, 
  start spreading it on your mosaic surface making sure that 
  each crack is filled. We also took the excess grout and lined 
  the sides of the piece so that we won’t see the board 
  anymore. 

  After your mosaic is covered with grout, take a damp 
  cellulose sponge and wipe off the excess grout.  Let it dry 
  for 30 minutes then polish the tiles with a soft cloth.

STeP 6:
  To get a finished look, you can take some of your black acrylic 
  paint and paint the sides of they key. Now you have a lovely 
  Skeleton Key Hook!
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redefine
Your retail
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By Helene Safford
Clay Café Studios and the Studio Resource

     Each year we face many new challenges as retailers. Studio 
owners ride the ups and downs of an unpredictable economy 
and try to stay ahead of the curve in response to savvy consum-
ers and the amorphous advertising arena. How do we continue 
to increase our customer base? 
      While the contemporary ceramic studio industry continues 
to mature, it still has a long way to go before reaching market 
saturation. Many more consumers are familiar with the “paint-
your-own-pottery” concept than they were 10 to 15 years ago.  
Market saturation is defined as “the point at which a market 
is no longer generating new demand for a firm’s products, due 
to competition, decreased need, obsolescence, or some other 
factor.” Clearly, we are not there yet. How many times a week 
do you have a new customer walk in and say, “I didn’t know you 
were here” and your store has been open for years? Yes, there 
are still so many opportunities available to us. A majority of 
studios tracking new versus return customers are still heavy on 
the “new” side. 
      Marketing theory tells us that the deeper the market pen-
etration, the higher the volume of product sales we can expect. 
In order to expand the sales of our current products, studio 
owners use some of the standard market penetration strategies 
such as cutting prices, increasing advertising, obtaining better 
store or shelf positions for their products, or innovative distri-
bution tactics. Increasing your market share usually results in 
increasing your profitability. Some key areas to focus your efforts 
on growth are:

economies oF scale
 Or trying to reduce costs through operations efficiencies or 
reducing your cost per unit (take advantage of supplier offers/
specials and incentives)

sales groWTh in a sTagnanT economy
 You can still grow and increase market share when the 
economy is slowing.

rePUTaTion
 The number one area that you 
can focus your efforts to “be the 
best you can be” and then use your 
reputation to your advantage.
      Make your studio your customer’s 
store of preference! You can work on the 
areas above through implementing some 
product, pricing and promotional changes. 

ProdUcT
      Every studio has a standard set of “staples.” 
It doesn’t matter which shelf you use, customers are 
always going to come in to find a plate, mug, or bowl 
to paint. Take a look around your studio and find those 
magic 2 or 3 shelf areas that are “prime” locations and where 
products usually fly off the shelf. Consciously position your 
products to capitalize on the location. Change it out regularly to 
spotlight your new products and seasonal displays. Don’t waste 
your prime real estate – use it to create buzz and draw custom-
ers to the location every time they come back to look for what 

You can still grow and 
increase market share 
when the economy 
is slowing.

is new and exciting. Wouldn’t it be great if we could just have 
one shelf running around the store at eye level for customers to 
choose from? Unfortunately, it doesn’t work that way so we have 
to capitalize on what store configurations we have. 
      A traditional method for changing your product value to the 
customers is by improving product quality. Our industry sup-
pliers have focused their manufacturing efforts on continuously 
increasing product quality and availably as the industry has grown 
and matured. 15 years ago we only had a few suppliers to choose 
from. Today we have suppliers worldwide. New shapes are under 
development throughout the year. Be sure to keep checking with 
suppliers and trying out their new products – this is a key area 
for improving your product offering to your customers. Keep it 
fresh!

Price
      Margins are tight for suppliers and distributors just as they 
are for studio owners. While a decrease in price may 
increase sales revenue through increased volume, 
you still want to keep an eye on your profit 
margins and not “give away the store.” 
How can we grow our market share when 
we don’t have a lot of flexibility on pric-
ing? Take advantage of sales, 
promotions, and other 
discount opportuni-
ties. Get rid of 
your losers (we 
all have some 
stuff taking up 
space on shelves and 
gathering dust). 
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Be sure to keep checking 
with suppliers and trying 
out their new products – 
this is a key area for improving 
your product offering to your 
customers. Keep it fresh!
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      Keep in mind that you have a cost associated with carrying that 
old inventory that didn’t move. I’m not going to discuss the invento-
ry carrying rate calculations (you can look that up on the Internet). I 
will just say that you have old product taking up space that could be 
replaced by new product that might fly off of the shelves. 

disTriBUTion
      Increase your market share by adding new distribution chan-
nels or increasing the intensity of each distribution channel. Do 
you currently just “direct sell” with your sales team in the studio 
or do you use your website, other resellers such as galleries or 
local art stores, or catalogs? You may be 
saying to yourself “but I just sell pottery 
that customers come in to paint.” You are 
also selling the experience. You CAN also 
sell finished products, party-to-go pack-
ages, samples, or custom painting, just to 
name a few areas. 
      If you have more than one person 
working in your studio, consider making them a specialized sales 
team. If you try to open a finished ware section of your store, 
you can focus one person’s efforts on stocking that area, tracking 
customer requests, and growing that portion of your business. 
Whether the product specialty is finished ware, party-to-go 
packages, school programs, custom painting, or glass fusing, focus 
your staff ’s attention to help you increase and build up the areas 
you want to increase.  You can track their progress through sales 
figures, you give the staff a purpose and something that they can 
take ownership of; it’s a win-win. 
      Expanding your number of stores is not the only strategy for 
business growth through distribution channels. Big box retailers 
such as Toys R Us are “taking advantage of vacant mall space, [by] 
opening 600 temporary shops—or “pop-up stores” this fall. Toys 
R Us is using this expansion model to double their number of its 
stores for the holiday season. There are vacant spaces in many 
malls and the pop-up store trend has increased since the eco-

nomic downturn took hold in 2007. If your 
studio is situated 

near a mall, chances are that there is some empty space to con-
sider using for a satellite studio over the holiday period. Pop-ups 
can be temporary, cost-saving, and capture a share of the mall 
traffic that you may not be drawing into your studio. 

PromoTion
      Increasing your advertising can increase market share. With 
a fixed budget, that may mean re-evaluating your promotion 
plan to focus your dollars on the areas with the greatest return. 
Effective advertising has transitioned from more traditional print 
areas to online. The re-evaluation process should be an ongoing 

effort for all studio owners to keep getting 
the best for your advertising dollar. Keep 
in mind that you need to make 15 impres-
sions on a consumer before they even 
begin to remember you and you brand 
your product. 
      Try this little exercise: write down ev-
ery way you can think of that you currently 

advertise your store, products, and services (don’t forget cus-
tomer’s word-of mouth). Are you hitting them 15 different ways 
from Sunday? Now double it. It’s difficult to come up with new 
ideas. Hold a team meeting with your staff and brainstorm ways 
you can increase promotion while still holding the cost down. 
      Brainstorm with some loyal customers. You can even hold 
your own focus group in the store with some customers. Invite 
them to come in and participate and give them some studio VIP 
cards for their effort. You will be making them feel very impor-
tant because you care about their opinions and you never know 
who will have that new or unusual idea to help you promote (or 
distribute) your product.
      Leveraging social networking is another area that can help 
you increase your market. The new generation of consumers, or 
Gen Y, is all joining social networks. Retailers are realizing that 
social networks are another innovative way to reach customers 
and keep the communication lines buzzing. Are they on your list 
of 15?

redesign and reinvigoraTe, 
don’T reinvenT

      Redesign your customer experience by making your store 
relevant to the customer. Evaluate your distribution and try 

to increase your market penetration through new chan-
nels. Don’t forget to keep your focus on the in-store 

customer experience by keeping your products and 
displays fresh and a focal point in your studio. 

Customer service is still the #1 way to improve 
market share! You can revamp your promo-

tional strategy without reinventing the 
wheel. If you listen to your customers, 

listen to your staff, and listen to your 
gut, you will have the approach 

you need to help you improve 
your business in significant and 

profitable ways as you ride 
the economic challenges 

of today.

Customer service 
is still the #1 way 

to improve 
market share!
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One Page 
Business 

Plan
By Teresa “Teddy“ Wright

Mayco Studio Program Coordinator
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 If you are like many small business owners, you probably 
wrote an in-depth, detailed business plan when you decided to 
open your business and haven’t looked at it since the bank ap-
proved your loan.  There is no time like the present to do some 
mental gymnastics to get re-energized and kick start the process 
by putting pen to paper.  So click off Facebook, sign off of Bejew-
eled, get over the analysis paralysis and create a new one page 
business plan.
 Tory Johnson, owner of Women for 
Hire, recommends you forget the 40 page 
extensive business plan and do a one page 
business plan, which deals with current in-
formation and in a manageable size.  Get 
your pencil and paper out so you can an-
swer the following questions.  These ten 
questions now become your 2011 Business 
Plan.  One page sounds very doable, doesn’t 
it?

1. WhaT Primary ProdUcT(s) or 
service(s) Will yoU Provide?  
 Product examples:  bisque, glass, silver 
clay, clay, mosaics, retail pottery to go, and 
so on.  Services would be custom work, in-
structional classes, lettering, firing out side-
pieces etc.  List what you plan to offer this year.  While most 
people say studios sell entertainment, you actually sell bisque and 
you market the benefit of entertainment as cheap therapy, hand-
made gifts and the sentimental qualities.

2. WhaT does iT cosT yoU To oFFer This 
ProdUcT or service?  
 This is where you need to list all of your expenses i.e., rent, 
insurance, utilities etc.  List all the direct and indirect costs to 
you.

3. WhaT Will yoU charge For yoUr 
ProdUcT(s) or service(s)?  
 Pricing is typically based on costs, profit goals and what the 
market will bear. If pricing is not your strong suit, utilize a local 
resource such as your accountant, take a class or work with the 
local Small Business Development Center.  
 
4. hoW many Pieces mUsT yoU sell 
To generaTe The revenUe yoU desire? 
 This will be a blend of birthday parties, group events, Ladies 
Night Out, walk in PYOP and so on.  This step is important to help 
you see the revenue and profit potential of your studio.  Let’s as-
sume you want to make $1,000 per week in profit.  If you are sell-
ing a vase for $10 and the profit is $5 per piece, then you must sell 
200 vases per week.  If a vase sells for $20, with a $10 profit, you’ll 
have to sell half as many per week to make the same profit.  Lower 
priced products and services will require larger sales volume to 
reach the same profit. However, that doesn’t mean you should 
sell only expensive bisque. But it does speak to the importance 
of pricing, understanding your sales model and the market’s toler-
ance for price. When pricing, keep in mind the more expensive the 
bisque the less you have to mark it up to maintain a high margin.  
Don’t get stuck in the habit of one mark up fits all bisque, you 
could price yourself out of some consistent sales.
 

5.  Who is The TargeT marKeT? 
 If you are well established, you may look at groups you are 
not currently servicing such as home-school groups, fundraising, 
ladies night, classes, etc.  If you are just getting started, consider 
using a surgical strike approach for a target market vs. a shotgun 
approach to try and reach everyone.

6. Why Will They BUy 
From yoU? 
  What do you offer that the consumer 
cannot get anywhere else?  Or what do 
you offer that your competitor does not?  
What do you offer that makes bisque a 
need vs. a want?  What benefit does pot-
tery offer?   

7. hoW eXacTly Will 
yoU reach yoUr TargeT 
marKeT To maKe The sale?  
 You need to write a specific plan based 
on your target customers.   Word of mouth 
most likely will not be sufficient.  Where 
will you find these customers?  Are they 
on-line or using social media? Figure out 
exactly how you’ll engage in conversations 

with your target market.

8. hoW Will yoU geT going righT noW 
WiTh yoUr cUrrenTly availaBle resoUrces?  
 What do you absolutely need help with?  If you list everything 
you need and find you do not have the cash to get it done – find 
a creative solution, not a barrier or excuse.  Rethink your imme-
diate business model to accommodate what is possible whether 
through bartering, gorilla marketing, interns or other creative low 
cost methods to accomplish your goals.
 
9. WhaT coUld sTand in yoUr Way oF 
generaTing sales and hoW Will yoU 
overcome The oBsTacles?  
 Just please don’t say you are the current obstacle!  For ex-
ample: competitors, lack of sales skills, lack of pricing knowledge, 
inadequate marketing plans, short of staff etc.  Make two columns 
on a piece of paper.  In one column list the obstacle and in the 
opposite column list how you will overcome the obstacle.  On the 
first draft write down every idea even if it seems silly.  Brainstorm-
ing can present ideas that come to fruition.

10. WhaT BenchmarKs mUsT yoU reach 
To qUaliFy yoUr BUsiness as a sUccess?  
 I get this question all the time.  “What do you consider a 
successful studio?”  My answer is, “If you are paying yourself what 
you need to meet your goals, then that is successful.”  Identify 
exactly what success looks like to you by figuring out what must 
happen for you to have the sales necessary to pay yourself.  Is it 
a certain number of customers, birthday parties, group sale, or 
classes?  Measure your benchmarks in money whenever possible.  
And remember retail sales have cycles.  There are slow months, 
ok months and high volume months.  Each month’s benchmark 
will be different.  But the overall picture will meet your “success” 
goal.

I get this question 
all the time:  

“What do you 
consider a successful 

studio?”  My answer is, 
“If you are paying 
yourself what you 

need to meet 
your goals, 
then that is 
successful.” 
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1. What primary product(s) or service(s) will I provide?  

2. What does it cost me to offer this product or service? 

3. What will I charge for my product(s) or service(s)? 

 

4. How many pieces must I sell to generate the revenue I desire?  

 

5.  Who is the target market? 

6. Why will they buy from me?  

7. How exactly will I reach my target market to make the sale? 

8. How will I get going right now with my currently available resources?  

 

9. What could stand in my way of generating sales and how will I overcome 
the obstacles? 

10. What benchmarks must I reach to qualify my business as a success? 
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Cat 
Made The Clay Lady Way®

Birdfeeder

Danielle McDaniel, 
The Clay Lady® has 
dedicated the last 
30 years to teaching clay 
to students of all ages. 
During that time she 
has developed her own 
modality of teaching 
called “The Clay Lady Way®” 
which is now shared with 
teachers both nationally 
and internationally.  

Most recently she has 
expanded her teaching 
by opening “The Clay 
Lady’s Artist Co-op 
& Galleries” where 
students, emerging artists, 
and professional potters 
work together to create 
and sell their work. 

For more information 
visit www.theclaylady.com
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Supplie S:
	 •	 Approximately	1.5	lb	of	clay	per	cat	bird	feeder	
  (16 per 25 lb bag of clay)
	 •	 Work	mat
	 •	 Wooden	cutting	tool
	 •	 Toothbrushes	in	container	with	a	small	amount	
  of water for making ‘Clay Glue’
	 •	 Cheap	dessert	size	paper	plates	for	carrying	the	
  project to the painting area
	 •	 Clay	Lady	Clay	Paints	if	teaching	The	Clay	Lady	Way

inSt r uCt ionS:
step one:

Take the clay and divide it into two parts

Take one piece of clay and make 
a smooth round ball

Push in the middle of the ball with the thumb 
and with your hand, make a duck quacking around

 the edge of the ball

Set it sideways for the big open mouth of the cat

• • •

step Two:

With the other piece of clay, 
pull pieces to make the eyes, nose, whiskers, 

and then make two triangles for the ears

Scratch all the parts with the wet toothbrush, 
making ‘Clay Glue’ and then attach.

•	•	•

step Three:

Make a perch for the bird 
that will be using the Cat Birdfeeder 
by making the cat’s tongue stick out

Use a thick, cookie size circle and 
‘Clay Glue’ inside the cat’s mouth 

1.

2.

3.
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step Four:

With small balls of clay make feet 
and using the wooden tool, 

shape the toes and attach with ‘Clay Glue’

• • •

step Five:

Make a hook to hang the feeder 
by making a curved cat’s tail

Make a thick carrot shape, 
bend and ‘Clay Glue’ on the back of the cat

• • •

step six:

If using The Clay Lady’s Clay Paints, 
the artist can immediately 
paint the Cat Birdfeeder 

After the Cat Birdfeeder has become bone dry, 
it can be dipped in a clear glaze 

and single fired to complete. 

The project will come out of the kiln shiny, 
the same colors as the artist painted 

and durable enough to be filled 
with birdseed and hung outside!

4.

5.

6.
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by Jessica Abbott Williams;
Brushstrokes Studio, Berkeley

 As studio owners, we have the wonderful combination of 
being both creative and business-minded.  We really have such a 
wide range of skills and abilities and we juggle them so well!  Pat 
yourself on the back now and say “Yeah me!”
 From some of the friends I’ve made in the industry, I know 
I’m not the only one who describes themselves as being “all over 
the place” (a little dash of ADHD perhaps?)  It may be part of 
what draws us to this line of work:  the fact that there is always 
something different to do and we get to be jacks-of-all-trades.
 Given the wide range of skills we need to accomplish our 
varied tasks and challenges, it’s fair to say that we’re not going to 
be good at, or interested in, all of it.
 And the good news is -- that’s OK.  Because we can “hire to 
our weaknesses,” meaning we can look for attributes in potential 
employees that we admire and require to complement us.  And 
when we find those people who possess those skills and attri-
butes we lack, take the opportunity to learn from them.  A helpful 
axiom of management is “delegate but don’t abdicate.”  Don’t al-
low yourself to abdicate certain tasks to these employees but take 
the opportunity to learn from their skills.  It’s also been said that 
it’s good to “hire people smarter than you are” but if you do, make 
sure you’re learning from them!
 Before hiring anybody, you have to take a good look into your 
self, your community and the culture of the business that you’ve 

created and hire people that will be the torch-bearers of that mis-
sion and vision.  As an example, the Cates’ sisters of “On The Pot” 
in Salina, Kansas have stressed a culture of fun and have prioritized 
hiring fun people to work for them.
 To give a personal example, I love the customers and creating 
a sense of community at my studio.  I love coming up with new 
ideas, designs, programs and directions for the business.  I love 
roping people in to our sphere and enlisting their help with what 
we’re doing and repaying them with gratitude, generosity and a 
sense of being part of something together. 
 I’m not as good at being consistent and systematic about fol-
low-through and day-to-day operations.  I’m not great at comput-
ers and technology.  There’s probably a bunch of other things I’m 
not so good at too – just ask my employees and other people in 
my life!
 So I like to “hire to my weaknesses” and don’t generally like 
to hire people who share some of my challenges.  My heart sank 
recently when one someone I hired joked about being “a little 
ADHD” and then couldn’t figure out how to work the ipod.  Oh 
no!  A lovely woman, but she didn’t work out for us (for me), but 
more on that later.
 “Hiring to your weaknesses” can have its pitfalls too.  I had a 
long-time employee who I hired in spite of a gut instinct that she 
wasn’t outgoing enough to be a good fit for the job.  But I hired 
her because she was everything I wasn’t:  she was so systematic, 
organized, thorough, consistent and efficient.  She was a wiz at 
computers and all things internet.  She could take apart a kiln and 

while remembering your priorities

Hiring to your 
weaknesses



 Today   Spring 2011 37

put it back together again. OK, now I’m kind of exaggerating but 
you get the idea – I admired these attributes and was so grateful 
for her help.  She was so effective at being “professional not per-
sonal” that some people described her style as robotic.  I actually 
kind of appreciated this – it made her really easy for me to deal 
with.  The obvious downside was that she didn’t connect with the 
customers at all and as far as we could tell, didn’t like customer 
service one bit.  I tried absolutely every-
thing to get her to loosen up and enjoy the 
“people part” of the job.   To no avail.  So 
it was with mixed feelings that I finally told 
her it was time to move on. 
 Determined to learn from my mistakes, 
I cast a wide net when looking to replace 
her.  Hiring people who could handle the 
day-to-day tasks systematically and consis-
tently was a priority, but not at the expense of being good with 
people. I was inspired by the Cates sisters at convention and their 
emphasis on hiring fun employees.  I wanted fun, but even more 
important to me is that they genuinely like people.  Even slightly 
introverted people I’ve hired have had a lot to offer customers if 
they want to.  Everyone has their own style.
 I put an ad on craigslist.com and employed a few great tips 
I learned at convention from Chinook Graham.  We set a time 
one evening for interested applicants to bring in a handwritten 
cover letter and resume (Chinook’s idea) and we said we would 
conduct mini-interviews (also Chinook’s idea).  60 people showed 
up and together with Alex, Brushstrokes’ manager, conducted 45 
mini-interviews in one evening!  What a sign of the economic 
times.  There were so many highly qualified people (notice I didn’t 

A helpful axiom of 
management is 
“delegate but 

don’t abdicate.” 

say “over-qualified” – do you feel over-qualified for your job?) – 
besides art degrees there were degrees in architecture, landscape 
design, social work, and teaching.  
 We hired five new people, some for seasonal work, others 
for permanent part-time. One of the people I hired had a very 
enchanting way with people and I was pretty charmed.  But during 
the training process, something didn’t feel quite right.  I started to 

try to force the fit, then decided to learn 
from my experience, go with my gut instinct 
and told her it wasn’t working out.  She may 
have represented a pendulum swing too far 
to the other end --great with people but 
just not getting the day-to-day stuff quickly 
enough.
 In the end, we had a great group to get 
us through the busy holiday season and we 

have a solid team moving us forward.  I’ve learned to trust my 
instincts more when hiring people.  Hopefully you get it right in 
the interview, but even if you hire someone you can trust your 
instincts if it doesn’t feel like a good fit during the training period.  
And even two or three years down the road, you can still change 
your mind about someone and do what’s right for your business.  
 As good as we are (time to pat yourself on the back again), 
we can find amazing employees to support the areas where we 
are weaker.  But at the end of the day, all of us need to be strong in 
the one area that is the essence of our business:  providing a great 
experience for our customers.  The experience is really not just 
about painting pottery, but connecting with people and creating 
community.
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A continuing series of business tips based on book reviews

By Helene Safford, Clay Cafe Studios

Biz BuzZ
 STORES Media is the publishing and communications group 
of the National Retail Federation (NRF), the world’s largest retail 
trade association. They offer a new online resource covering issues 
retailers face across all of the different retail formats. Visit the on-
line magazines at http://www.stores.org for news, marketing ideas, 
and ways to improve your studio operations. As we enter a year 
of recovery and renewal, I thought I would share some highlights 
from the “20 Ideas Worth Stealing” that Stores has posted in their 
2011 Business and Strategy section.
 “Bark up a new tree” highlights the undertaking of Lowe’s 
home improvement stores to tap into 
the estimated $11 billion market of 
pet fanatics who are home owners. 
Lowe’s is expanding into the pet sup-
ply business to build pet homes and 
containment systems with consum-
ers. How can this apply to our in-
dustry? We already offer a variety of 
paint-it-yourself pet bowls, treat jars, 
and accessories. Try cross-marketing 
with some smaller pet retailers or 
organic stores in your area that spe-
cialize in organic pet foods and treats. 
Offer discounts to their customers 
and you can end up driving more pet 
enthusiasts to your studio to custom 
paint some pet-related bisque.
 For you “twitter bugs” there is 
a great loss-leader type promotion 
called “Tweet for your Treat.” Cus-
tomers will visit a web page on your 
site to view a selection of products. 
They tweet about the products they 
are interested in. The more a prod-
uct is tweeted about, the lower the 
price goes (only slightly). You set a 
date for the final announcement and 
anyone who has tweeted is entitled 
to purchase the winning product at 

the discount price. This will drive people back to your website to 
keep checking (and keep tweeting). This is a great way to “leverage 
micro-blogging to reap exposure.” 
 Have you tried setting up a wedding registry? Cost-conscious 
bride-to-be might like a custom painted trousseau to start off 
their new life. Take some of the pain out of the process by offering 
a service to keep track of their color palette and style choices. 
The bride may even share a list of her friends for you to invite to 
paint their presents according to the new couple’s needs. You may 
even turn some of them into “regulars.” Don’t forget to try set-

ting up a Facebook page to help with 
the process to appeal to the online 
generation. Nordstrom, JCrew, and 
even McDonald’s are jumping on this 
bandwagon.
 One of my favorite ideas to 
steal is really an old stand-by for 
marketing: Ask the Customer. The 
newer twist is asking your custom-
ers to come up with ideas for a new 
iPhone/iPad app. “According to The 
Washington Post, the “free-form 
contest generated a mix of neat 
ideas, including the winner’s concept: 
to let photos taken by patrons with 
their iPhones be displayed on a digi-
tal screen on the restaurant’s wall.” 
This concept has a lot of possibilities 
for such a creative business such as 
paint-your-own studios. 
 Visit www.stores.org for 
more ideas to help jump start your 
business for 2011. With today’s econ-
omy, we all need to keep up with the 
technology of retail marketing. This 
online resource offers plenty of in-
spiration for cost-effective ways to 
keep growing your business.
 Till next time…

Ideas Worth Stealing!

Try cross-marketing with some smaller pet retailers or 
organic stores in your area that specialize in organic 
pet foods and treats. 
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FINISHING TOUCH

This work, along with many other similar adornments, graces the walls, overpasses and roof tops of Birmingham, Alabama. 

(Which just so happens to be the location of this years ccsa convention september 9-12, 2011) 
The movement is international and has been hopping from city to city in the hopes of bringing 

both individual and citywide meaning to those who read it.





sUPPlies needed:
 Paint
 Toothbrush
 Plastic splatter tub

sTePs:
 1.  Paint background color or design (if desired).  
  One or two coats will show brushstrokes.  
  It takes three generous coats for opaque coverage.  
 2.  Place your piece inside the plastic splatter tub.
 3.  Dip the toothbrush bristles into the paint.
 4.  Hold the toothbrush above your piece and run  
  your finger along the bristles.
 
Tip:  This technique works great to add a little more 
interest or help disguise imperfections.

LEAF PRINTS
sUPPlies needed:
 Paint
 Dobber Sponge
 Leaves

sTePs:
 1.  Bring in your own leaves or pick a few from 
  trees around the studio. 
 2.  Wipe the leaves off to remove any dirt or 
  debris and pat dry. 
 3.  Sponge a layer of paint on the underside 
  of the leaves.
 4.  Place in desired position and press 
  down gently.
 5.  Lift up the leaves to reveal the print.
 
Tip:  A leaf print is equivalent to one coat of paint. 
If you would like to stamp a leaf print onto a 
background – make sure to choose a darker color 
for the leaf.  

FLECKLES



sUPPlies needed:
 Paint
 Paper
 Scissors

Important:  Large designs work best on 
horizontal surfaces.  

sTePs:
 1.  Paint a background color (if desired).  One 
  or two coats will show brushstrokes.  It takes  
  three generous coats for opaque coverage.
 2.  Cut your desired shape out of paper.
 3.  Wet the paper by painting water on both sides. 
 4.  Carefully position the wet paper in the desired 
  location on your piece.  Gently press down and 
  smooth out the paper until it lays flat.  
 5.  Paint desired number of coats on top of the 
  paper. 
 6.  Wait for the paint to dry to the touch.
 7.  Use a pin or toothpick to lift up the corner  
  of the paper and peel off.
 
Tip:  Make sure the paper is completely stuck to your piece 
(no lifted edges).  Paint will seep under lifted space, 
leaving a “messy” line rather than a “clean” line.  

TExTuRE
sUPPlies needed:
 Supplies Needed:
 Paint
 Bubble Wrap
 Tissue paper
 Paper

sTePs:
 1.  Choose which texture you would like to do.  
 2.  Apply paint directly onto the paper, 
  crumpled tissue paper, or bubble wrap.
 3.  Place the painted material onto your piece 
  and gently press down. 
 4.  Lift up to reveal the textured design.
 
Tip:  If you would like to texture over a background – 
make sure to choose a darker color for the texture.

PAPER
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