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JAy 
GoLtz

using left Brain 
strategies to 
succeed in a 
Right Brain World: 
Misconceptions and 
Missed opportunities
     A frank discussion of the 
challenges of running a busi-
ness in a creative field where 
you work with people that 
have a more creative mindset 
than a business background 
— it’s not about compromise, 
it’s about collaboration.

Customer service as a 
Competitive Weapon:

Is the Customer always Right?
 Jay reveals how using conventional training and worn-out cli-
chés will end up with mediocre customer service at best. His ap-
proach will help staff truly understand what they should be doing 
and why, resulting in happier employees and customers. 

 Jay Goltz started a picture framing business right out of college, a 
decision that was not the conventional wisdom of the times. The busi-
ness grew quickly and before long was twenty times the size of the 
average frame business, making it by far the largest in the country. Jay 
soon expanded into other related businesses and now each is at the 
top of its field. When Jay realized there was a lack of real-world advice 
for small businesses, he wrote his first book, The Street Smart Entre-
preneur: 133 Tough Lessons I Learned the Hard Way. It has been trans-

lated into three languages. Now 
a popular speaker, Jay Goltz 
has become the Voice of Small 
Business through his keynotes, 
New York Times blog and broad 
media exposure. Jay is widely 
recognized for his unique abil-
ity to bring clarity and insight to 
complex, often confusing, small 
business challenges. Keep up 
with Jay on his blog “You’re the 
Boss” at NYTimes.com.

MARy Liz 
CURtin

Grow your Business 
With In store events
    Generate excitement and 

new customers with effective and fun in store events! PYOP stu-
dios are perfect settings for successful in store events. Mary Liz 
will show you how to create and market in store events, and how 
to turn those attendees into repeat customers.

smart, effective 
Merchandising
     See what the big stores are doing to make their shops exciting 
and learn how to make their ideas your own.
 Moving those slow sellers to make room for more inventory 
is essential to stay profitable. Learn how to re-merchandise prod-
uct to give it new life. 

 Mary Liz Curtin is passionate about independent retail. Her knowl-
edge of all aspects of the gift, craft and home industries gives her a 
unique point of view, encompassing the needs of retailers, vendors and 
sales representatives. She is also a hack of a retail shopper and loves to 
crawl malls, discover downtowns and walk through the Web to find ideas 
and inspirations for her presentations.
 With over 35 years of hands-on experience in the gift and home 
industries, Mary Liz is an internationally acknowledged expert in inde-
pendent retail and has advised numerous manufacturers on marketing, 
sales and management issues with her unique brand of Sales and Mar-
keting Therapy. http://marylizcurtin.com/index.php

DAniELLE 
RoDEnBoUGH

employee Compliance (Hiring, firing, etc)
 Having a great staff is essential! Avoid common mistakes and 
learn how to make good hiring and firing decisions by following a 
few simple guidelines.
                                
employee Policies (employee Handbook, attendance 
policies, being an effective and empowering boss)
 Once you have your staff, train them properly. Give them the 
tools they need to do their jobs with confidence. Be a fantastic 
boss and have fantastic employees!

 Danielle Rodenbough is the principal of trouble at work?, a hu-
man resources outsourcing and consulting firm founded in 2000 that 
provides outsourcing and consulting services.  She works regularly with 
the manufacturing organizations, federal government, municipalities, the 
hospitality industry, architectural firms, financial institutions and non-
profits.
 Danielle and her staff regularly providing counsel on employee 
relations issues, performance management, culture development, time 
off practices, recruitment and selection, conflict management and legal 
compliance.  
 Before founding trouble at work?, Danielle was the Director of Hu-
man Resources for Hallmark’s Crayola subsidiary, the Director of Sourc-
ing and Immigration for a Pasteur Merieux Connaught, a Rhone Poulenc 
company, and  consulted to companies such as Merck, General Electric 
and TransAmerica Financial Services.
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Celebrate our creativity!
Celebrate our tenacity!
Celebrate our industry!
Great Shapes Auction and 
Reception, at the CCSA 
“Fuel your Creative 
Fire” Convention. Heidi 
Floyd will join us once 
again as we party down 
and raise money to fight 
breast cancer!

SHoW oFF yoUR MAD SKiLLS! 
Create a piece of art to donate to the Great Shapes 
Auction. Pottery painting, glass fusing, 
mosaics, 
or any other 
art form is 
accepted. 

All proceeds 
from the 
auction go 
to the 
Vera Bradley 
Foundation 
for Breast 
Cancer.



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

or fax with Visa or Mastercard inforMation to 888-291-2272 (+805-265-5428 for international)
QuESTiONS? contact ccsa at 888-291-2272 - ext. 1 or 4, or email susan@ccsaonline.com or bonnie@ccsaonline.com

dress is casual but wear plenty of layers as classrooms do get chilly!

Business Name (if  open): ___________________________________________________

Contact Name: ___________________________________________________________

Address: _______________________________________________________________

City: ___________________________ State: __________ Zip: __________________  

Country: ______________________________  Phone: ___________________________ 

Fax: __________________________ Email: ___________________________________

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

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

Is your studio open?  r Yes  r No        Are you a CCSA member?  r Yes  r No

CONVENTiON PACKAGE: Package includes convention classes and exhibits, the member mixer, 1 breakfast, 
2 lunches and the fabulous final night Reception and Auction. The convention begins at 4pm on September 9th 
and closes at 2:30pm on September 12th.
MEMbEr fee (before July 1):  $289.00 (1st person); $195.00 (per additional person)       

NON-MeMber fee (before July 1):   $514.00 (1st person); $195.00 (per additional person) fee includes a one year membership to the ccsa.

MEMbEr fee (after July 1):  $329.00 (1st person); $269.00 (per additional person)       

NON-MeMber fee (before July 1):   $554.00 (1st person); $269.00 (per additional person) fee includes a one year membership to the ccsa.     

                                                                                                                      Number of  people at prices above_______ ToTAl: $ ______________

                                                             Reception Only for guests not registered. September 11th • $45 per person _______  ToTAl: $ ______________

First Name(s) for Badges: ___________________________________________________________________________________________

PrE-CONVENTiON CLASSES: friday, septeMber 9, 2011 
Technique classes require advance registration. No on-site sign up will be available.

r  bisque and glass-Magic in a single firing (and other goodies!), Michael harbridge; 9:00am _______ people @ $50 each

r  pumpkin carving, slab rolling, open pour Mold Making — put your studio to work!
     Julia Mcnair, sandi kirkwood; 9:00am _______ people @ $50 each 

r  summer camps that sizzle!, robin cates, Julie cates, bonnie karet; 1:00pm _______ people @ $50 each 

r  how to really sell glass in your studio!, denise christmas gibson; 1:00pm _______ people @ $50 each          

                                                                                                                              TOTAL OF ALL iTEMS OrdErEd: $ ______________

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

Name as it appears on card: ______________________________ Signature: ____________________________________________________

Billing address:  __________________________________________________________________________________________________

By signing below, I understand that fees are not refundable after July 25th and a $50.00 cancellation fee will apply if  I do cancel.

Signature: ______________________________________________________________________________________________________

***Convention fee is based on occupancy at the convention hotel. If  attendee 
chooses to stay at another hotel, an additional convention fee of  $150 applies 
and will be collected at badge pick up the CCSA Registration desk.
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smile and a handshake. It’s one thing to talk a good line but your 
future employee should be able to demonstrate that they care 
about your business. I am always looking for clues that a candi-
date has come prepared for an interview. They should check out 
our website in advance, understand what we do, and have some 
general information such as operating hours. Your interview starts 
when the candidate walks in the door. Be sure to observe their 
attitude and how they interact with your staff and customers. 

exPeCT PassIon anD MoTIvaTIon!
 Now that you have found your new employee, what can you 
expect and how can you keep them? We are all passionate about our 
businesses and this industry. Expect your employees to share in your 
passion. When they feel part of a team working for a common goal, 
they will motivate each other. Studio owners need to “model” this 
behavior. Don’t just share the failures; share the studio’s successes 
and your vision for the future. When the owner treats everyone with 

respect, the employees are more likely to 
follow suit. A positive work environment is 
directly related to how long you retain good 
employees. 

BeneFITs you Can aFFoRD To 
GIve eveRyone!
 A small business with tight margins 
who is competing for consumers “expend-
able income” can only afford to pay so 

much on an hourly scale. People usually think about employee 
benefits in terms of health insurance and retirement. There are 
other paid and unpaid time-off benefits you can offer. You might 
consider offering holidays, vacation or sick leave, or even a “mental 
health day” for a great employee that is going through some tough 
pressures such as family problems. 
 As the owner, you can offer any type of fringe benefit you like to 
your employees. In the long run, these “special considerations” add up 
to a large amount of job satisfaction for your employees. You probably 
won’t be able to afford a company car or country club membership any 
time soon, but you may be able to foot the bill for a night out at a local 
restaurant or movie tickets to the area theater. Even the occasional 
free coffee or a company picnic can improve employee morale. Many of 
these little extras are considered minimal fringe benefits but you should 
always check with your accountant about any tax consequences. 
 Take some care and search for the right “personality”. If you try to 
match a person’s skills and talents with your daily work needs, your em-
ployees will show initiative in how they achieve the tasks. Expect great-
ness in your employees and you will build a mutually rewarding relation-
ship with them. You can spend the next year building the skills you need 
and your new team member will build the experience you want.

 Hiring and retaining great employees is a daunting task for busi-
nesses small and large. The morale of your employees has a direct 
impact on your business’s financial bottom line. Employees that sell 
and help promote your business are worth “keeping them happy.” 
What about the employees who fall somewhere in between? They 
aren’t terrible but they also aren’t exceptional either. Are they hurt-
ing your business? They can most definitely be costing you money.

HIRe FoR THe PeRsonalITy – you Can TRaIn THe 
ResT!
 So how do you go about attracting great employees to your 
small business? Industry experts believe that the small business 
owner should “emphasize the aspects of your business such as 
the opportunity to handle multiple duties; 
the ability to use a wide range of skills;” or 
the ability to work in an unstructured envi-
ronment. Before you interview, think about 
what your studio is like as a workplace and 
decide how to communicate the challeng-
es that employees face on a regular basis. 
These are the things that make your busi-
ness unique. 
 The amount of experience that an ap-
plicant has may not be the most important factor to consider when 
you are in the market to hire someone. You can give someone ex-
perience. You can’t give them a personality transplant. A potential 
employee’s work ethic has a direct impact on how they will get the 
job done. If they are responsible and honest with a great attitude 
they will help grow your business and in turn, your profitability. 
 Consider how upbeat your candidate is when answering your 
questions. The amount of energy they emit can be contagious in the 
workplace. Try to ask questions that will help you understand what they 
will bring to your business and whether they value customer service. 
 If you have other employees in your studio, it’s a great idea 
to havethem talk to potential candidates to see how they respond 
to the people that “aren’t in charge.” It’s one thing to talk politely 
and respectfully to your future employer but how do they behave 
when they are talking to future co-workers? You might be sur-
prised at the different perspectives you may get about potential 
employees from your various staff members. 

FIRsT IMPRessIons CounT!
 Always trust your gut when you are hiring new staff. The most 
obvious first impression is arriving on time, greeting you with a 

A positive work 
environment is 

directly related to 
how long you retain 

good employees. 

Is 
EvErythIng!

By Helene Safford, Clay Café Studios
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by Lisa Feltz

 Studio owners understand that one of the most wonderful things 
Contemporary Ceramic Studios do is provide 
an opportunity for people to share a memory 
with their loved ones.  We know that each lit-
tle handprint and footprint will bring such joy 
to the person on the receiving end of the gift.  
It’s not that often, however, that one of these 
moments touches us personally.
 I recently had one of those moments, 
and I wanted to share it with you all.  Our 
business is somewhat unique, so we are often 
asked how we ended up running a Contem-
porary Ceramic Studio.  For the last 12 years when I’ve been asked 
that question I tell the story of how in 1997, one of my fifth grade 
students gave me a handmade bowl as an end-of-the-year gift.  This 

was the first I’d heard of paint your own pottery.  I started researching 
the industry and opened my first studio in 1999.  My favorite part of 
telling that story was my ending line, “I still have the bowl!”

 Telling the story and seeing the bowl of 
course always made me think of the little girl 
who’d given it to me.  Her name was Tay-
lor, and she was a sweet, shy, loving little girl 
who I remember with a surprising amount 
of detail.  In March of this year, I came across 
a photo on the internet.  The photo looked 
familiar, so I clicked on the link.  The smile 
that spread on my face when I realized I was 
looking at the grown-up version of Taylor 
quickly faded as I processed the headline that 

accompanied it: First American Victim of Japan Tsunami Confirmed.
 Before I knew what happened, I was bent in two and crying.  
My coworkers at Chesapeake Ceramics immediately asked me what 

was wrong.  Once again, I told the 
story of Taylor and the bowl.  Of 
course, when I went home that af-
ternoon I took out the bowl and 
had a special moment with it and 
my memories.  Having the bowl to 
hold and study provided me such a 
tactile way to remember Taylor.  The 
strokes of blue, the happy stamps 
decorating the outside and the word, 
“Taylor” written with a paintbrush 
on the base eminated such a strong, 
happy feeling.  Just knowing that she 
had touched it, thought about it, put 
such effort into it meant so much at 
that moment.  I knew right then that 
I needed to send the bowl back to 
her parents, Andy and Jean.  Though 
it took me longer than I thought it 
would to let go of the bowl and put 
it in the mail, I’m confident that the 
happiness it will bring her family is 
worth the sadness of letting go of 
the bowl I’d treasured for so many 
years.  
 It also occurred to me that 
I wanted to share this experience 
with you, my colleagues.  It’s im-
portant that through the ups and 
downs of the business of what we 
do, we remember the beauty be-
hind what we do.  We play a part 
in helping people make memories 
that matter.  Never forget that, and 
thanks to all of you who bring this 
amazing opportunity to people 
around the globe.

Making Memories
It’s	important	that	through	
the ups and downs of the 
business of what we do, 

we remember the beauty 
behind what we do.
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         by Jay Goltz

                Groupon, and “Groupon like” businesses have 
      made a big splash in the media. It has most retail-
ers wondering whether or not they can really  jump in and get 
the benefit of hundreds, or even thousands of new customers 
delivered right to their door. It is not a simple question, because 
Groupon is a completely new type of advertising vehicle.
 First of all, the entire concept is based on people saving mon-
ey. But not just some money, like a 10% or 20% off coupon - it is 
usually much more. Discounts greater than 
50% off are typical. The potential “new cus-
tomers” are not targeted by local geogra-
phy, age, specific interest, or general popula-
tion. This is a group that has signed up to 
save money. While the concept of coupons 
has been around for years in the form of 
Welcome Wagon, ValPac, and many others, 
this is truly different. First, people sign them-
selves up for these coupons, versus a mailer 
that goes out to everyone in a certain neighborhood that can be 
qualified by average income. Second, the biggest difference in this 
new approach is how you pay for the advertising. Instead of writ-
ing a check and worrying whether anyone will show up with your 
coupons, you get a check when the coupons are sold. This is a 
very different business model than most business owners are used 
to, and it is tempting since it won’t cost you anything if it doesn’t 
work. Too good to be true? Maybe, maybe not.
 The fact is there are risks to using one of these companies, but 
not in the traditional sense.  No question - you will make sales. The 
real question, or calculation ,is whether  or not you will make any 
money, or lose money. What will be your average sale price, and will 
any of these sales actually result in getting any long term custom-
ers? Hard to tell, but I am convinced that these new media coupon 
generate far less repeat customers because of the heavy discounts. 
There are other factors to consider as well. How well known is your 
business, what are your margins, can your staff handle the increased 
business, and what will this drastic discount do to your “branding”? 
Here are some numbers you would need to know in order to cal-

culate whether this is worth trying, or how well it worked if you did 
try it. What percentage of the participants were existing customers? 
How many coupons did each customer try to use? I know, they all say 
one per customer. I can tell you with certainty that many people will 
come in with multiple coupons. You can get away with “sorry, only one 
per item”, but you will have a wrestling match if you refuse to take a 
separate groupon for each item on the ticket, no matter what the fine 
print says. Next you have to know your true profit margin on each 
sale, including all your material and labor costs. If you have a class with 
empty seats and no material cost, it is going to be very different than 

selling paint brushes at 55% off. You also have 
to know how much money was spent over 
and above the amount of the coupon.
 If you can get a handle on all of these 
numbers, you should be able to calculate how 
much money you made or lost on this cam-
paign. But you are not done yet. You also have 
to know how much it usually costs to do a 
traditional advertising campaign. In my expe-
rience, it is very easy to lose money on any 

advertising campaign, whether it be newspaper ads, radio, or direct mail. 
Advertising is an investment that should be made primarily with the 
repeat customer and referrals in mind. This is where it really gets tricky. 
Are these 55% off customers ever coming back? Or are they just look-
ing for the next business that offers 55% off?  Did you do damage to 
your “price integrity” since you just sold your product or services for 
55% off? Does it make your regular prices look like a phony “list price”? 
Was the huge surge of customers bothersome to your regulars who 
paid full price? There is no one answer. I am sure that in some cases 
it can provide a much needed boost to a business, but in many other 
cases it is counter productive. You have to do the math, and you have to 
understand your position in the market. How many people don’t know 
you exist? This is not an exact science, and it is impossible to predict 
what the actual results of a campaign will be. If you do try it, you will at 
least be able to get an accurate read on the number of new customers, 
but you still won’t know how many of them will be coming back.
 Groupon in fact might be great for your business if used intel-
ligently, or it might be a disaster. Proceed with caution. One thing 
is certain, Groupon is not going away.

G o o d ,  b a d ,  o r  u G l y ?

Groupon in fact might 
be great for your business 

if used intelligently, or 
it might be a disaster. 
Proceed with caution.

GRoupoN FoR 
YouR BuSINESS?
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 Business today is tough. It’s hard to keep up, and it’s easy to 
get burned out. It’s also easy to get so wrapped up in the day-to-
day workings of your store that you forget or overlook the small 
details that can help you grow your business. We asked successful 
retailers to share the little tricks they rely on to keep on track, 
things that have helped them cut costs and increase sales, while 
increasing the bottom line.

 1. HIRe a RIGHT HanD PeRson. You can’t be the one 
and	only	answer	person	–	you	need	someone	you	can	rely	on	to	
relieve some of the day-to-day pressures. Your store won’t reach 
its full potential if you spend all of your time answering every-
one’s questions: “Do I have to write that up as a special order?” 
“Where are the chenille sticks that came in 
last week?” “Remember the photo albums 
we advertised in last week’s ad? Where are 
they?” If you spend all of your time putting 
out fires and doing everyone else’s jobs, 
then you’ll never have time to focus on the 
big	picture	–	your	real	job.
 The biggest lie we often tell ourselves 
is “no one can do it as well as I can.” If you 
think you don’t need any help then take this test: Keep a small 
notebook in your pocket for two weeks, and write down all the 
questions you answer that you shouldn’t have to answer, and all 
the tasks you completed that could have been handled by some-
one else. At the end of the two weeks, take a look at your note-
book, and you’ll know exactly why you need someone you can 
trust to help ease some of the daily pressures.

 2. GeT oRGanIzeD. There is real truth in the statement 
that you just aren’t as effective when your office is a mess. Clutter 
can make you less efficient and can be de-motivating. The person 
who wrote the slogan, “A cluttered office is the sign of a creative 
mind” on the sign that’s buried under the 3-foot pile of paper on 
your desk is a liar. It’s time to clean out your office, purge your files, 
get	organized,	and	stay	that	way.	Help	is	out	there	–	we	Googled	
“organize your office” and in 0.17 seconds found 14,500,000 web 
sites, articles, and professional organizers just waiting to help you 
get started.

 3. TaKe a neGoTIaTIons CouRse. Are you getting 
the best price on all that you buy? If you’re not sure, consider tak-

ing a course in the fine art of negotiation. A solid knowledge of 
negotiation skills, behaviors, and principles will help you in every 
part of your life. Sign up for a class at your local community college 
or get a course on CD and learn new skills on your drive to and 
from work.

 4. seT non-neGoTIaBle BuDGeTs FoR eveRy 
aRea oF THe sToRe. Go through the list of expenditures 
and review how much you spend on each category. Now, using 
your good judgment, choose an arbitrary figure to use as your 
new budget. Tell everyone involved in purchasing that this dollar 
amount is all the money there is to spend. Period. We’d be willing 
to bet that each month you will be at, or under, budget.

 5. THInK: Do you Really 
neeD WHaT you’Re aBouT To 
Buy? Take a hard look around your store. 
Do you have piles of unused supplies in 
your office? Are there boxes of overstock 
stacked in your bathroom? Did you really 
need that expensive piece of equipment 
you had to have but rarely use? Maybe 

you have an associate who just isn’t working out. Develop a cost-
cutting mindset. When you cut down on all nonprofit- producing 
costs, you’ll have more money for productive expenditures.

 6. CHeCK all InCoMInG InvoICes anD sTaTe-
MenTs CaReFully. Hold yourself and your staff accountable 
for reimbursables. Insist on receipts for travel, samples, mileage, 
entertainment, and other miscellaneous expenses.
 Here’s another tip: Get into the habit of weighing the UPS 
packages that are delivered to your store. Check to see how much 
it would cost you to return the package to the sender, then review 
the invoice to make sure you were charged the correct amount.

 7. lITTle DollaRs Can aDD uP To BIG sav-
InGs. We saved a bundle when we opted not to renew the ser-
vice contracts on some of our office equipment. Most came with 
one to three year warranties anyway, so even when they were out 
of warranty and needed servicing, it usually wasn’t enough to pay 
for the cost of the service contract. Likewise with subscriptions 
to magazines and newspapers you never have time to read, and 
memberships you renew just because they send you a bill.

 by Rich Kizer & Georganne Bender

12 EASY WAYS 
to Mind Your 
Own Business

Take charge, set goals, 
and be persistent about 
the day-to-day details 
of running your store.
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and more. Log on to the “members only” sections of the associa-
tions you belong to and see what you’ve been missing. Start here: 
www.ccsaonline.com.

 11. Don’T Buy IT WHen you Can DoWnloaD 
IT FoR FRee. You can find all kinds of free forms that you can 
easily download, customize, and print while sitting at your own 
desk. Start at http://office.microsoft.com/templates and www.free-
businessforms.com. While you’re online, check out download.com 
to try all kinds of software products. You’ll find free trials, limited 
versions of the full product, and free software.

 12. aDoPT THe sCaRleTT o’HaRa aPPRoaCH. 
Scarlett said, “I’ll think about it tomorrow.” Sometimes procras-
tination is a good thing, especially when you are facing a big pur-
chase or decision and acting on impulse can get you into trouble. 
Sleep on it. If it still makes sense in the morning, go for it.

 Take charge, set goals, and be persistent about the day-to-day 
details of running your store. Take it one step at a time if that’s 
what you are comfortable with. Or jump in with both feet. Either 
way, you’ll begin to see areas of improvement, and other areas in 
which you can improve. Start now and planning for 2012 and be-
yond  will be a piece of cake.
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 8. BeFoRe you Buy a BIG TICKeT ITeM, asK FoR 
a TesT DRIve. A tenacious copier salesperson, figuring we 
made thousands of copies of workbooks each month (he was 
right), tried to entice us to buy an expensive copy machine. “Think 
of the convenience!” he said. He just wouldn’t give up, so we asked 
if we could try one for a week. They delivered that machine two 
days before a presentation that required 400 10-page workbooks. 
After a frustrating night of loading, unloading, and fixing paper 
jams, we decided we’d stick with our local copy shop. That test 
drive saved us a bundle in cash and stress.

 9. BaRTeR. We Have a ColleaGue WHo BaR-
TeRs FoR alMosT eveRyTHInG. He found barter to be 
the perfect solution to getting the things he needs without having 
to hand over his hard-earned cash. You can trade goods or servic-
es with any number of companies. Google the word “barter” and 
you’ll find thousands of opportunities. Or join the National Asso-
ciation of Trade Exchanges (NATE), the “premier organization for 
trade exchange owners from across the country and around the 
world.” Visit www.natebarter.com for more information.

 10. sHoP youR assoCIaTIons. The trade associa-
tions you belong to, like CCSA, offer special member discounts on 
everything from foffice supplies to printing to supplier discounts, 
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Fake 
Mosaic 
Mandala Plate

by Cindy Donenfeld,
Two	Hands,	Israel



 The word mandala has its origins in Sanskrit; it means “circle”.  
Sacred Hindu art often takes the form of a mandala.  For more 
information	(there’s	a	lot	out	in	cyberland)	you	–	GOOGLE!		
 For our purposes, a mandala is a circular pattern divided into 
a number of sections which repeat themselves, and it radiates con-
centrically.  For example:

 

 In order to find a mandala for this project, I often google 
“mandala coloring pages” and search through the results.  Also, 
you can draw your own on a piece of paper.  For children I recom-
mend less complicated designs.

suPPlIes neeDeD:  
	 •	 Round	plate,	brushes,	paints,	scratching	tool	
  (can be toothpicks or skewers)
	 •	 Printer	for	printing	designs
	 •	 Copy	paper
	 •	 Pencils
	 •	 Scissors
	 •	 Masking	tape
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InsTRuCTIons:
 1.  Pick a plate and print out a design that is the right 
   size for your plate.  Use a piece of masking tape to 
   anchor it in place (center it as much as possible).

 2.  Using copy paper and a pencil, trace the design onto 
   the plate.

 3.  Paint in the details using colors of your choice.  Paint 
   with two good coats.  Sometimes I have children paint 
   3 coats.  If the paint is not thick enough on the plate, 
   then it will be difficult to scratch it away later.

 4.  Fill in the background color, also painting with two 
   good coats (or three!).

 5.  Let the paint dry enough so that the crumbs that 
   result from scratching away some of the paint, won’t 
   stick to it.

 6.  Use a sgrafitto tool (toothpicks or skewers will 
   work too) to scratch along the outlines of the 
   different shapes, revealing the bisque.

 7.  Dust off all of the crumbs.

 8.  Paint the back side of the plate with the same color 
   as the background on the front.

 9.  Clear glaze (dip or brush) and fire to Cone 06.
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By Teresa “Teddy” Wright, Mayco Studio Market Coordinator

Are You CreAting A 
Customer Friendly environment?

 I’m sure, if asked, you would say that your staff does a great 
job of making your customers feel welcome in the studio.  But 
what about your silent sales person, aka the signage in your stu-
dio?  These signs act as a silent sales person by providing informa-
tion, direction and hopefully a call to action that will inspire the 
customer to buy buy, buy.  But what happens if that silent sales 
person gets a little snarky and you didn’t know it was happening?
 First rule of thumb on signage is to have printed signs, well 
placed and not a lot of them cluttering your windows.  
 Second, signs written in a positive tone vs. a negative tone 
convey a pleasant environment.  Here are 
some examples of a positive way to inform 
and inspire your customers.

neGaTIve: You break it, you buy it!
PosITIve: Everything is so pretty, so 
look with your eyes, not your hands to re-
ally enjoy.

neGaTIve: You will be charged extra for wasted glaze. 
PosITIve: No sign at all.  Create a paint pallet with small wells. 
This will help minimize extra pours.

neGaTIve: Do not touch! 
PosITIve: Feel free to pick up the painted samples.

neGaTIve: We are not babysitters. 
PosITIve: No sign. Have a back- up plan to keep children enter-
tained and in their seat i.e. such as crayons or put them to work 
washing dishes as your assistant.

neGaTIve: Do not microwave or put in dishwasher. 
PosITIve: Treat this like fine china since you hand painted this 
heirloom.

neGaTIve: Do not pour dirty water into sink. 
PosITIve: Please pour into this bucket.

neGaTIve: No Kids Allowed! 
PosITIve: Tonight is Ladies Night. Sorry girls if you are under 
18, you don’t have enough wrinkles to hang with us!

neGaTIve:	Customers	Work	–	Do	Not	Touch	
PosITIve: Keep the work behind a counter or out of reach so 
the customers are not tempted to pick up to ooooh and aaaaah.

neGaTIve: Ladies Night $25 
PosITIve: Ladies	Night	–	a	fun	filled	evening	of	creating,	chat-
ting, and beverages A $35 value, but tonight only $25!  Make res-
ervations now. (Show the features, benefits and savings vs. just the 
cost.)

neGaTIve: Tips Appreciated 
PosITIve: No tip signs or jars in the studio. If the customer 
wants to provide a tip for a party or a service, that is great. Own-
ers should never expect a gratuity and staff is paid a reasonable 

salary for a premium service. Some studios 
add a tip line to the charge slip as an op-
tion.

 The goal is to always encourage the 
customers to become engaged in your stu-
dio.
 The more your silent sales person says 
no or don’t do that the more that message 
looms in the customers mind.  Typically, 

parents are concerned about their kids breaking the bisque.  So 
if they walk into your studio and see all these “Don’t touch, don’t 
break, don’t waste” signs you have just added to their apprehen-
sion level. 
 Your silent sales person should create a welcoming, informa-
tive and sales driven environment.  Take a minute to review your 
signage and make sure it is reflecting the type of business and 
environment that encourages interaction and sales.

Your silent sales 
person should create 

a welcoming, 
informative and 

sales driven environment. 
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Believe!
by Bonnie Karet, Art Monkey Studio, Lithia FL

Mid rANge stONewAre 
MAkes us ALL Artists!
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 Turn “I am not creative” into “I am a creative beast!” with this fun 
stoneware project!  You will make even your most artistically insecure 
customers believers with the dramatic results they can achieve with 
cone5/6 clays and glazes. Estimated cost to you approx. $10 plus firing 
per big, beautiful bowl, or less, depending on what quantity you pur-
chase your clay in. Many people say they do not want to fire to cone 5. 
Try it! You can make magic in your kiln and draw in a very different cli-
entele. You could easily charge $75 for this class with the right sample 
on display, but you would be making a good profit if you charged $50. 

WHaT you neeD: 
	 •		5-6	lbs	of	clay	and	about	1/2 a pint of glaze for each project. 
	 •	 Rolling	pins	or	a	slab	roller
	 •	 Large	plastic	bowls	(from	the	dollar	store)	and	newspaper
	 •	 Pin	tool	or	bamboo	barbecue	skewers

HeRe aRe THe easy sTePs To CReaTe THIs 
GoRGeous BoWl:

 1. Roll out the clay to about .75 cm thick. You want a circular 
shape approx. 18” diameter. Using your skewer, finesse the edge and 
shape of the form; straight or wavy, but keep the shape kind of round.  
Smooth down any rough spots with your fingers on the edge.

 2. Pick up the round slab and carefully place it in a large plas-
tic bowl that has been lined with newspaper. Very gently shimmy 
it into place. Alternatively, if you wanted a wider and more open 
shape, you could turn the plastic bowl over, put the newspaper 
over it, and slump the clay over the bottom of the bowl.

 3. Carefully arrange the folds as it pleases you. Smooth any 
rough edges. This is a free form bowl, so relax and have fun with it. 
Perfection can be paralyzing

 4. Let it dry for a week. 

 5. Fire to cone 04 slow.

 6. Set out a nice variety of cone 5/6 glazes. Pinks, blues, 
greens, browns are all popular and look nice together. Encourage 
your customers to take a walk on the wild side and use more than 
one glaze. The results are nice. (as your sample will show)  Some 
customers will still only want to use one color, and that’s ok too. 
Paint 3 coats using a nice soft fan brush to the inside and the 
outside of the bowl, but NOT THE BOTTOM. This is important 
because you will not be stilting this piece. It has to be dryfooted. 
No part of the bottom should have glaze on it. If glaze gets on the 
bottom, wipe it off with a wet sponge.

 7. Fire it up! Load the kiln with as many big beautiful bowls 
as it can handle, ( double check to make sure no glaze is on the 
bottom of them), do not stilt, fire to cone 5 medium speed.

 8. Open the kiln, look at the amazing creations, throw your 
head back and yell ”I’M A BELIEVER!”

 Note:  You can also use low-fire earthenware and some of the spe-
cialty low-fire glazes on the market. It will look great anyway, but using 
stoneware offers a really good selling point; if your customers have a 
special crab dip or other baked treat, they can bake it in the stoneware 
bowl.  They could also freeze or microwave the bowl, so it is really ver-
satile and durable. Mention that and eyes light up as they imagine their 
special dip baked in the special bowl they made themselves. They are 
already fantasizing about the dinner party where their envious friends 
say “Wow! Your crab dip is always so delicious, and you are so talented!  
And where on earth did you find this incredible baking dish?”
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by Helen Hajny, 
Get Fired Up, Sanford, MN.

 Donald Trump makes it look so easy, when in fact it is a har-
rowing experience for anyone with compassion and empathy. 
 I knew months ago that my newest employee was not work-
ing (literally), but I counseled and waited, saw some improvement 
right after counseling and grabbed onto hope with both hands 
that everything would work out. You would think that firing some-
one meant actually shooting them (or putting them in the kiln) for 
all the trepidation I felt after coming to the conclusion that the 
deed had to be done. 
 Decision made, now, execution. (Not a 
bad choice of words considering how I felt) 
Should I call her in to drop the ax? Should I 
wait until her next shift, and if I wait would 
it be best to do it after she works or before 
her shift starts? I never liked the notion of 
firing someone after work, which seemed 
too sneaky for me. Calling her in, having her 
drive to the studio just to be fired did not 
seem fair either. 
 After a sleepless night, still torn by what it is that I am going to 
do, I open my face book page and discover that my employee was 
out partying all night, but “don’t worry Helen, I will be at work”.  
My decision to fire is reinforced. 
 I am in at ten o’clock because the studio opens at eleven. I 
think that I may have had too many cups of coffee because my 
hands are trembling a bit as I go over in my head the best way to 
say what needs to be said. I wait. As the clock hands move closer 
to eleven at a very slow pace, I keep my ears tuned for the front 
door; nothing.  At eleven the door opens and my employee walks 

in knowing full well that in my studio 
if you are early you are on time if you 
are on time you are late.
 My mouth is dry; my hands 
have gone way past trembling to shak-
ing. I ask her to sit before taking her 
things to the back. My heart being in 
my throat makes it difficult to speak. 
She is looking at me with no indica-
tion that she knows what I am about 
to do and my overactive guilt gene is 
pumping out adrenaline faster than 
my shaking hands can disperse it. 
Here I go.
   “I have to tell you that today 
is your last day. You are welcome to 
work it or you may leave now. It is 
entirely up to you. I like you as a 
person but your working here is 
just not working for me” 
      Silence.
      More silence.
     Good Lord please don’t 
let her cry, is she angry? She 
doesn’t look angry. Why 
is she being so quiet? Oh 
man I think I want to cry. 
Her mouth opens. Here 
it comes, I think to myself; 

brace yourself.

 She says “Ok. I guess I will go home.”
 That’s it.
 I would like to think that after this experience it will be easier in 
the future to let someone go, but I doubt it.  Perhaps if I got a comb 
over like the Donald has it would help. I will have to look into that. 

 After reading helen’s harrowing 
story of firing an employee, we 
decided to ask Danielle Rodenbough, 

an hR consultant 
with trouble At Work?,  
a few questions about how to 
reduce the angst around 
personel decisions. 

WHaT aRe GooD InTeRvIeW 
QuesTIons?
	 When	interviewing,	you	must	assess	two	factors	–	the	qualifi-
cations of the individual and their suitability for your organization.  
Segment your questions first into “qualifications”.  If the candidate is 
not qualified technically, then hiring a suitable employee won’t help 
you.  You’ll end up with someone you like who cannot do the job.  
Some recommended interview questions for “suitability” are:
	 •	Tell	me	your	work	history	from	the	first	job	you	had	until	
now.  Tell me what attracted you to the job and why you were 
willing to leave it.

Perhaps	if	I	got	a	
comb over like the 

Donald has it would 
help.	I	will	have	to	

look into that. 

2011
Convention

Teacher
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	 •	How	would	previous	employers	describe	you?
	 •	What	is	the	last	big	mistake	you	made	at	work?
	 •	How	would	you	describe	your	work	ethic?		(Then	ask	them	
to give two or three examples to prove it.)
	 •	Which	job	was	your	favorite	job	and	why?
	 •	What	is	the	best	and	worst	supervisor	you	ever	had?
	 •	Describe	team	work	at	your	last	employer,	and	what	role	
did you play on the team?

WHaT Is THe BesT Way To TRaIn an eMPloyee 
anD HelP THeM unDeRsTanD WHaT youR 
exPeCTaTIons aRe?
	 •	Always	put	a	training	plan	in	writing	for	the	new	employee,	
and write “performance expectations”, which are the exact, mea-
surable expectations you have within a defined timeframe.  For in-
stance, learn how to navigate the organization’s data base without 
assistance within 4 weeks.

WHen an eMPloyee Is MaKInG MIsTaKes oR 
noT CaTCHInG on, WHaT aRe soMe 
sTRaTeGIes FoR ReDIReCTInG?
	 •	Sometimes	people	have	different	learning	styles.		Try	a	differ-
ent way of explaining it, and try working backwards from the end 
result back to the beginning.  Put training steps in writing so the 
employee can refer back to it.

HoW Do you KnoW WHen THe eMPloyee 
WIll noT WoRK ouT?
	 •	There	is	no	magical	formula	for	knowing	when	someone	will	
not work out.  Basically if you find yourself dealing with the issue 
repeatedly and you have done your best to counsel the employee 
to either make the required changes or perform better, then a 
final written warning is preferred before termination.  Employees 
generally do not believe things are really that bad until they see it 
in writing.  If there is a specific rule that has been broken, refer to 
that rule.  

HoW Do you FIRe THaT eMPloyee? 
	 •	Always	 terminate	with	 dignity.	 	Most	 terminations	 should	
not come as a surprise, and have a witness there whenever pos-
sible.  Get help with a script so that you do not say too much 
which could backfire on you later.  Get help before terminating 
someone as there could be many repercussions.

WHaT sHoulD you Tell THe ResT oF THe 
sTaFF?
	 •	Most	business	owners	want	to	share	reasons	with	the	rest	
of the staff.  Less information is preferable for ethical and legal 
reasons.  In most organizations, everyone already knows the rea-
son so there’s no need to explain.  Leave the terminated employee 
with their dignity.  Again, get help from a Human Resources con-
sultant or your employment attorney before releasing any infor-
mation to anyone about reasons for a termination.

WHaT Can you say, oR noT say, IF soMeone 
Calls FoR a ReFeRenCe FoR THe PeRson you 
FIReD?
	 •	It	is	recommended	that	you	only	share	dates	of	employment	
and you may confirm salary.  Anything you say can be recorded, re-
peated or misinterpreted.  Resist the urge to trash the employee 
who is gone, no matter how tempting. 
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 As my advertising dollars are migrating to the online mar-
ket, so are my resources for developing my social media strategy. 
Whether you are thinking about testing the water or looking to 
retool your online presence, the following articles are worth a few 
clicks. It’s time to “participate in the conversation.”
	 Don’t	forget	to	bookmark	the	sites	that	you	like	–	they	tend	
to change frequently to keep up with the latest trends. You may 
want to try one of the social bookmarking tools like Del.icio.us at 
http://delicious.com/ or Diigo at http://www.diigo.com/. It’s free to 
join and you can access your favorite sites from any computer.
 Facebook is Great, But Does It Make Businesses any 
Money? http://www.readwriteweb.com/biz/2011/04/facebook-is-
great-but-does-it-make-businesses-any-money.php
 What Is Facebook’s Future as an e-commerce Plat-
form? http://blogs.forbes.com/tomiogeron/2011/04/12/what-is-
facebooks-future-as-an-e-commerce-platform/
 How to spread your Business Footprint around the 
Web http://mashable.com/2011/04/12/web-footprint-branding/
 How to Build the Perfect Facebook Fan Page, 2011 
edition http://www.techipedia.com/2011/build-facebook-page/
 How to run an effective Facebook campaign for $5
http://www.socialmedia.biz/2011/04/12/how-to-run-an-effective-
facebook-campaign-for-5/
 10 Ways To Market To Women on Facebook http://
www.allfacebook.com/10-ways-to-market-to-women-on-face-
book-2011-04
 The Facebook Marketing Minimum Protocol http://
scalableintimacy.com/the-facebook-marketing-minimum-proto-
col/
 I put this resource at the bottom but it may belong at the top 
of the list. There are some guiding questions to help you decide if 
you need some “social media support.” should you outsource 
your social Media efforts? http://mashable.com/2011/04/11/
outsource-social-media/
 Till next time….

A continuing series of business tips based on book reviews

By Helene Safford, Clay Cafe Studios

Biz BuzZ
Online Resources 
to Help Build Your 
Social Media Strategy
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Learn how to re-create Lynn Adams’ 
2010 Supplier Award Winning Design (shown above)

at the “Fuel your Creative Fire” 2011 CCsa Convention in Birmingham, alabama.

See pages 21-28 of this issue for a preview of the convention and be sure to check out the 
Fall 2011 issue of CCSA Today for a full convention schedule of classes and events.
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MaTeRIals:
	 •	 Glass	Strips
	 •	 3x3	and/or	4x4	squares
	 •	 Decorative	glass
	 •	 Large	bisque	tile	lined	with	8-9”	square	Thinfire
	 •	 Copper	or	high-fire	wire

CuTTInG GuIDe FoR BuTTeRFly WInGs:
	 •	 Cut	one	3x3”	square	on	a	diagonal	for	lower	wings
	 •	 Cut	one	2x4”	piece	on	a	diagonal	for	upper	wings

CuTTInG GuIDe FoR DRaGonFly WInGs:
	 •	 Cut	one	4x4”	square	in	half	vertically
	 •	 Cut	each	of	those	pieces	on	a	diagonal

asseMBly:

1. Decorate the wings, but leave the point of each triangle 
 that will be under the body clear of any decorative glass. 

 Lay the wing pieces on the Thinfire so the clean points 
 touch in the center.

2. Bend and curl a piece of wire for the antennae. Glue onto 
 a small chip and place it on the Thinfire 1-2” above where 
 the wings meet. (See “bfly 1” and “dfly 1”)

3. Cut a strip to the desired length for the body and decorate. 
 Lay over the other pieces of glass so the top of the strip 
 covers the antennae wire, and the middle of the body 
 covers the intersecting points of the wings. 

4. Add wire hoops for hanging on the top tips of the wings.
 TIP:	Use	all	that	empty	space	on	the	Thinfire	to	
 make your own pebbles and kid-safe glass out 
 of scraps!

5. Fire your bugs in the kiln. Attach ribbon or bead/wire 
 for hanging.

Glass Dragonf lies and Butterf lies
by Rachel Klobucher, 

The Mud Room



Recipe	Courtesy	of	Gare,	Inc.

InGReDIenTs:
	 •	 Item	#	1601	Classic	Rim	Dinner	Plate
	 •	 Item	#	4106	I	Love	Dad	Mug
	 •	 Item	#8143	Turtle	Bisquie

ColoRs:
	 •	 FS-2305	Blue	Heaven
	 •	 FS-2366	Happy	Trails
	 •	 FS-2314	Black	Lab
	 •	 FS-2336	Wineona
	 •	 FS-2341	Kermit
	 •	 FS-2373	Key	Lime	Pie
	 •	 FS-2387	Pool	Party
	 •	 FS-2390	Orange	Crush
	 •	 FS-2392	Rockin	Red
	 •	 BD-2300	Bumpy	Snow

BRusHes anD oTHeR MaTeRIals:
	 •	 #	8	Round	Brush	(6506)
	 •	 #	6	Round	Brush	(6505)
	 •	 #	3/0	Detail	Brush	(6520)
	 •	 Fun	Writer	for	Black	Lab,	Rockin	Red,	Orange	Crush	
  and Kermit
	 •	 Sponge

DIReCTIons:

Step	1:		 Using	the	#	8	round	brush,	apply	a	light	wash	of	
   Pool Party to the center of the plate and the outside 
   of the mug excluding the handle. Sponge 3 coats of
   Blue Heaven to the rim of the plate. Using the 
	 	 	 #	6	round	brush,	apply	3	coats	of	Wineona	to	the	
   inside of the mug, handle of the mug, and letters “I” 
   and “DAD”. Apply 3 coats of Rockin Red to the 
   heart on the mug.

Step 2:  Use a child’s hand print for fish in the center of 
   the plate and a fingerprint on the mug for the small 
   fish to the right of the letter “I”.

Step 3:  Using the Fun Writer with Black Lab, outline the fish, 
   the hook with fishing line on the mug and plate, and 
   the Happy Father’s Day letters on the rim of the plate. 
   Use a sponge to do a rim of Wineona to the edge 
   of the plate.

Step 4:  Using the Fun Writer filled bottles, apply the sea plants 
   using Kermit, Rockin Red and Orange Crush as seen 
   in the photo.

Step	5:		 Use	the	#	6	round	brush	to	apply	3	coats	of	Key	Lime	
   Pie to the turtles body. Apply 3 coats of Happy Trails 
   to the entire shell. Using the Fun Writer with
   Kermit apply markings on the shell. Use the detail 
   brush to apply the eyes to the turtle.

Step 6:  Using the Bumpy Snow, apply some bubbles running 
   up the mug and the plate.

Step 7:  Dip all pieces into Dazzle Dip Clear Glaze and fire to
   cone 06. Dip turtle bisquie separately and sit on the
   plate and fire together or epoxy to plate after firing.

Dad’s Day 
Sea Prints
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