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Hello, CCSA Members!

 It’s an exciting time for our association. Executive Director Dena Pearlman has been busy 
generating new programs and benefits, as well as helping to create our new website. 
The Board has been impressed with the progress in the past six months and knows you 
will be too! Please be sure to read the monthly newsletters for all the latest information.

 Spring break will be here before you know it. Now is the time to develop your summer
 camps and print your marketing material. The volume of customers during spring break 
will be a great way to push what you have planned for the summer.

 Another great market to target this time of year is to schools or room moms. 
They are looking for Mother’s Day options as well as end-of-school-year gifts. 
I always say, what’s better than customers painting in your studio?  
Customers painting outside of your studio!

 The board just met in January at our Austin convention site. It’s GREAT! 
The hotel, the location, the food, and the convenience of everything impressed us. 
The speakers and teachers will impress our members. Don’t miss out on the opportunity 
to push your business to the next level. Plan on joining us in Austin—
you can’t afford to miss it!

 Kami Hatley,
 CCSA President 
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 GOOD-BYE 2011! HELLO 2012!

 Ready or not, 2012 is here, so what are you planning for your business in the 
new year? In the last five months we have added webinars, new discounts with 
Office Max, PAC groups, suppliers, and partnered with Faulkingham Merchants 
(credit card processing),Trouble at Work? (HR Professional advisors), and Partywirks.  
These partnerships offer studio owners discounted services while generating non-dues 
revenue for the association.  On the international side, we have started a monthly 
newsletter geared to their needs and are currently looking for 
FFYF International-style projects.

 In the year to come we have our work cut out for us and we have a long list 
of things we want to accomplish. Most important, we want to grow our membership. 
The more members we have, the more we can do for the association. We want to 
add more suppliers and find additional partners that will generate non-dues revenue 
for the association. We will be working with the Vera Bradley Foundation to bring an 
“Event in a Box” program, and Heidi Floyd will teach a class at Convention in August 
to help everyone get started. We will also have new banners for Constant Contact 
that will assist you in your marketing efforts. The biggest change in the first quarter 
of 2012 is the new association software and a new CCSA website. When these changes 
are made, members will be able to renew their membership, print receipts, update studio 
information, and register for any event or program all online.

 Keep reading the newsletters to keep up with all the changes and the updates to your 
member benefits.

Dena Pearlman
Executive Director

letter from the 

executive 
Director
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Dear Kiln Goddess,
 Is there such thing as a Kiln God?

 Signed,
 Equal Opportunities for All

Dear Aren’t You Sweet,
 Well, yes, there is. We think he’s just adorable, especially when 
he tells us how shiny our glaze is. He’s such a flatterer.

Dear Kiln Goddess,
 Paraphrasing here, but: We have some very specific 
questions about glaze viscosity and oolites specific to our 
situation. . . .

 Signed,
 Glazed and Confused

Dear the Answer is Closer Than You Think,
 Whoa, Nelly! Is this the subject that causes the most distress 
in our industry, or what? (You sit right down, shivering. I’m dealing 
with you next.). The Kiln Goddess received not one, not two, but 
three different emails asking about oolites and viscosity.  The Kiln 
Goddess is far too modest to mention that she discussed oolites a 
few months ago, understanding that it can be difficult for everyone 
to remember everything they’ve ever read.
      The basic opinion of the Kiln Goddess, when it comes to dealing 
with your glaze, is to call your suppliers. Yes, I’ve said this before, and 
you’ve heard other people say it, too, but it’s true. If you have oolites, 
you need to call your supplier. If you have something else floating 
around in your glaze, call your supplier. Unless it’s because you dipped 
a piece with paint crumbles on it, because then you shouldn’t call your 
supplier because they are going to say, “You did what?” and then you 
will be the person that they talk about at lunch that day.
      The same is true for checking your viscosity. Each supplier 
knows the ideal viscosity for their glaze. Call them, ask them, and 
check yours.
      HAVING SAID THAT, you also need to look at your ware: 
is it pretty? Does the glaze look nice? Got the right shine? Then 
whatever viscosity you are using is the “right” one.
      Now, it goes without saying that you are using your witness 
cones to make sure your kiln is firing correctly. Of course you are, 
my darlings. I wouldn’t expect any less out of any studio owner.
      (Now, pinky-promise me that you’ll find that box of witness cones 
with the layer of dust on it, and check on how your kiln is doing. If not 
every kiln load, at least once a week. OKAY FINE, once a month. But 
then you can wear the “of course I use witness cones” face when you 
are asked. It’s a smug face, and you deserve to wear it. Much better 

Ask the
Kiln Goddess 

than the embarrassed “Ummmm, I own a box?” face. Trust me.)

Dear Kiln Goddess,
 It’s happening again! I can’t believe it! But . . . shiver-
ing. I get my product from different sources, use different 
products, and every time I think I have a handle on what’s 
happening, it starts again. And when I call my suppliers, 
they all point fingers at each other. I’m giving money back 
to customers, and pulling my hair out! Help me stop be-
fore I’m bald and broke!

 Signed,
 Past Frustrated a LONG time ago

Dear I Hear You,
 I feel for you, sister. Truly I do. I’m pretty sure there is nothing 
more frustrating than doing all the things you are supposed to do, 
and then opening up the kiln and seeing flaked paint. Or, even worse, 
getting it on the pick-up shelf where it doesn’t rear its flaky head un-
til the customer arrives—and you discover it at the same time they 
do. Nothing like looking stupid in front of the customer, am I right?
      So what causes shivering? Well, it could be underfired bisque. 
Or overfired bisque. Or a talc issue. Or an overapplication of col-
or. Or overcleaned bisque.
      What I’m saying is this: There are a lot of causes, and that’s 
part of why shivering is so frustrating. It truly can be many differ-
ent things. First thing you do (and yes I am a broken record on 
this) is call your supplier. They need to know that this is happening, 
because if they see a pattern they can work with it.
      I will say this: if we get shivering on one item, we assume the 
whole case is also going to shiver, and we pull the entire case until 
we can test it. The worst thing that can happen is for shivering to 
happen on one item, and then pull another from the same case 
and see the same results. Now the customer thinks everything will 
shiver—since for her, it’s been the truth, right?
      You can try to refire the offending bisque to 04 and test it. That’s 
all well and good in September (I think there is no coincidence that 
September and Shivering both start with S, you know what I mean?) 
but in December you won’t have time for that. Pull it from the 
shelves, call your supplier, test another item, and if it’s still shivering 
pretend that it’s out of stock and pick a different piece. 
      If it will make you feel any better, and it just might: get a hammer 
and just DESTROY the test piece. It’s amazing how that works.

 As for the advice here, take it or leave it, but don’t blame the CCSA 
as we don’t take responsibility for the answers! Please send your Kiln 
Goddess questions to KilnGoddess@ccsaonline.com and we will for-
ward them to the Kiln Goddess!





many cultures communal dining is a tradition that is both intimate 
and social at the same time. Tapas restaurants (tapas are appetiz-
ers in Spanish cuisine) encourage the ordering of several dishes 
so that guests spend time in conversation and mingling, and less 
time focused on eating an entire meal placed in front them at 
the table. This casual, comfortable atmosphere is exactly what you 
want when having guests in your home. 
 A few weeks after my friend’s party, I was out shopping and no-

ticed that several retail stores were picking up 
on this new way of entertaining at home. One 
store sold a variety of mini individual sam-
plers, glassware, trays, and platters perfect for 
getting creative with food and themes. Baby 
showers, Girls’ Night In, Friday Night Cock-
tails, and even family game night are common 
themes that can be made more festive with 
the right small dinnerware items. Creating a 
theme built around an exotic location with 
foods representing that destination would be 

a great conversation starter. Something as easy as a wine and cheese, or 
desserts, would be perfect served on small plates and in mini cups.
 How can your contemporary ceramic studio encour-
age your patrons to try this trend in small plate enter-
taining? Here are some ideas:
 Pull together all the small plates, mini cups, and platters in bisque 
that you have and create vignettes suggesting how a customer could 
customize and build their own mini dinnerware collection. 
 Invite customers to experience a small-plate tasting night in your 
studio when they sign up for a theme night painting experience. For 
example, offer an evening of “Moroccan Escape.” Play Moroccan mu-
sic, and suggest traditional color palettes and patterns to paint their 
choice of bisque. Offer an appetizer table with bite-sized food served 
on small painted plates and platters that have been inspired by your 
theme. Colorful tablecloths and inexpensive lanterns can lend authen-
ticity to your decor. Any exotic destination will do!
 Create a window display featuring painted bisque pieces 
mixed and matched with non-bisque items so customers can see 
that they can create an at-home party experience without having 
to make or buy everything new.
 In the end, it’s all about trying something new and creating an 
experience that your customers won’t soon forget. The more you 
can do as a studio owner to inspire creativity and out-of-the-box 
thinking in your customers, the more your studio will become a 
creative destination!
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 by Jennifer Blevins, Consumer Trends Specialists, I Love to Create

trend 
FLASH

A continuing 
series on design 
and style trends 

which affect 
you and your 

studio.

 Everyone’s done it to some extent: downsized.
 Smaller houses, less stuff, smaller packaging (does anyone sell 
a half gallon of ice cream anymore?), smaller cars, less extrava-
gance, smaller gatherings—almost everything is shrinking. And 
that’s okay. Learning to live with less may actually bring more to 
the table, so to speak. One thing that seems to be growing is 
people’s need for connection and relationships. Just because we’re 
more careful about how we spend our time and money doesn’t 
mean we don’t want to entertain and have 
a great time. And what better way to con-
nect and build a more intimate relationship 
with our friends and family than to partake 
in some great food together?
 Just because we’re more careful about how 
we spend our time and money doesn’t mean we 
don’t want to entertain and have a great time.
 Recently I went to a friend’s home to cel-
ebrate her latest job promotion. She welcomed 
an eclectic mix of friends and provided an 
equally eclectic mix of foods. All across her table were mini trays filled 
with appetizers and goodies. Shot glasses held single portions of shrimp 
cocktail, little cups held just the right amount of pasta salad, mini des-
serts were on mini plates. It was like ordering from an appetizer menu. 
Everything was displayed so that guests could have a bite-sized taste of 
everything. It seemed elegant and adventurous for the guests, and easy 
for the hostess. At least she said it was easy. She didn’t have to try to 
please everyone with one big prepared meal, and she was able to serve 
many different types of food. I was impressed! The presentation was 
equally as important as the food. The small plates seemed appropriately 
filled with just one or two individual portions on them. I didn’t feel any 
pressure to load my plate as I might if I were at a dinner party. It felt 
casual, relaxed, and even festive. I left that evening determined to host 
my next informal get-together in much the same way. 
 Chefs and restaurants have been driving this culinary trend 
for several years. Small-plate eateries have been serving scaled-
down portions to customers who like to graze on several appetiz-
er-style courses while sharing food with their friends. Each serving 
costs less than ordering a main course, so dining out is a more 
affordable experience. It is also a great way to be adventurous and 
try some new dishes.
 It was like ordering from an appetizer menu. Everything was dis-
played so that guests could have a bite-sized taste of everything.
 Perhaps another reason for the popularity of small-plate din-
ing is the trend in cultural diversity the world is embracing. In 

M i n i  B i t e s

 It was like ordering 
from an appetizer menu. 
Everything was displayed 

so that guests could 
have a bite-sized taste 

of everything.
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EXPLORE OUR NEW WEBSITE: www.creative-hobbies.com

It’s open to the public so to access the Wholesale Section, use your customer number 
or 01-03950 as Username and 123 as a Password.

 
CaLL Ginny at 800-tHE-KiLn if you need a Wholesale account Set-Up.

benefit update
EXcluSIVE SAVINGS fRom offIcEmAX®. 

ESPEcIAlly foR you!

OfficeMax has partnered with CCSA to bring you an exciting new way to save: OfficeMax Customer Perks.
Now when you shop at any of the OfficeMax retail locations, you’ll receive 10% off nearly all supplies, furniture, 

ink and toner and OfficeMax ImPress® services; as well as 5% off nearly all technology items.

HOW It WOrKS:
Visit NEED WEBSItE FrOm DENA) and then click on “OfficeMax Customer Perks.”

Once there, click on the application page and complete the application. 
Once it’s submitted, OfficeMax will send your Customer Perks membership card via email.

It’s that simple. Just bring your card and proof of employment to any OfficeMax store and start saving.
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oN ThE RoAD
By Emily Rhodes, The Polka Dot Pot, Winchester, VA

 Location, location, location. From where you live to where you 
decide to locate your business, it all boils down to picking the right 
location. My lease is up in August and I have had it with my current 
location. I want to move. A couple of studios I know have moved 
recently, with great results, and so I decided to pick their brains!
      Glazed Bisque-It had been around for seven years when Pam 
B. bought it. She has now owned it for four years. The business was 
located in downtown Roanoke, Virginia, in a great space in an old 
building with high ceilings and lots of character. But parking was a 
nightmare and there was no lease with the landlord. After a persis-
tent leaky roof destroyed a lot of bisque, Pam asked the landlord 
to fix the leaks. He didn’t commit to doing any work on the roof, 
yet demanded that she sign a three-year lease or move out in 30 
days. Since the landlord was unwilling to budge on his demands, 
Pam hired an agent to help her find a new space quickly. The agent 
came back with a couple of nice places to choose from and she 
selected a spot on one of the busiest roads in Roanoke.
      Next on the agenda: the build-out and move. Due to the time 
constraints, Pam had to move eleven years’ worth of stuff before 
the build-out in the new space could happen. So all of the bisque, 
kilns, tables, and everything else was in the middle of the floor of 
the new space while contractors were building walls! The Glazed 
Bisque-It was closed for three months, including some of the sum-
mer, which cut down on camp business.
      Pam was able to open the new studio in October and has been 
crazy busy ever since. The new spot is a gold mine. She has been 
swamped and has had to do no advertising. Parking is a thousand 
times better and her old customers are telling her how glad they are 
that she moved. She is also seeing lots of new customers. The studio 
went from 2400 to 3500 square feet. The extra space has allowed 
her to build a separate party room and have room to expand her 
glass area. When I asked her if she was glad she moved she respond-
ed, “If I knew how much money and work was in front of me I would 
have signed the lease at the old location. Today I’m glad I didn’t. The 
customers are happy and I hear it from them every day.”

Glazed 
Bisque-it 

The studio went from 2400 to 3500 square feet. The extra space has allowed her 
to build a separate party room and have room to expand her glass area.  Pam B.
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They say that there were two very 
important things about their move: 
having a good realtor to negotiate the 
lease was essential, and getting really 
effective, visible signage up as soon 
as possible was key. Lisa Haas and Dolena Sinclair

 Lisa Haas and Dolena Sinclair opened Art from the Heart in 
Stafford, Virginia, in January 2006. They decided to open a PYOP 
studio after Dolena visited a studio in Chesapeake that a friend 
had opened. She and Lisa had worked together in the past and 
decided to give it a go. They found a 2100-square-foot location in 
a strip mall with a women’s gym, a pet store, a hair salon, and sev-
eral restaurants. It was also one of the few spaces in the area with 
affordable rent. They consulted with the studio owner in Chesa-
peake, joined CCSA, and attended as many pottery camps and 
conventions as they could to learn the business. 
      Most of their customers came from word of mouth and people 
Googling “paint pottery.” The first couple of years they advertised 
in every local paper and did what they could to get their name out 
in the community. The walk-by traffic was not as they expected. In 
their third year of business the recession hit. They maintained their 
business but others around them were closing. Their lease was up 
in December 2010, so in the summer of that year they decided they 
needed to cut their losses and close or else find a better location. 
      Neither wanted to let go of the dream, so they hired a commer-
cial realtor to help them look for the new spot. They knew the area 
they wanted to be in but the only available spot was a former cigar 
shop. After being assured they could get the smell out, they signed 
a letter of intent. The space was smaller, 1500 square feet, but less 
square footage meant they could afford to be on a main thorough-
fare in Stafford. After negotiating, mainly due to the smoke damage 
to the building, they signed the lease in February 2011. Meanwhile, 
the old landlord let them stay in a month-to-month lease until they 
moved in April. They set a budget for the build-out of the new space 
and kept it low by doing only what they absolutely needed to do. 
They brought most things with them from the old location, even the 
proverbial kitchen sink! Quite a bit of the build-out was also repair 
for the smoke damage, so that helped keep costs down. They did 
spend more money on flooring, but decided it was worth it.
      They closed the old location on April 15 and reopened in the 
new one on April 20. The next week was spring break in the com-
munity and they had a stellar week. They had an immediate increase 
in business, with a huge increase in September. Walk-by traffic has 
been incredible, with business up 100 to 200 percent in the months 
since they moved. They are more visible and they have a sign on 
the road that helps bring people in. The shopping center they are 
in now is very busy. They say that there were two very important 
things about their move: having a good realtor to negotiate the lease 
was essential, and getting really effective, visible signage up as soon 
as possible was key. Both are ecstatic that they made the move and 
their business is growing like crazy. Location really does matter!
 So I’m off to find a good realtor to help me with my search 
and will start cleaning out the years of “stuff” I have accumulated. 
Once I get my spot I need a plan for build-out and moving, and I 
need to get my signage up as soon as possible. Time for me to get 
moving!

art From
the heart
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   By Michelle Booth, 
  Glazed Over 
 Ceramics Studio,  
Houston, Texas

This will be a quarterly column 
to address marketing in the so-

cial media. In the upcoming year 
we want to cover the way to market 

effectively using these mostly free, or inex-
pensive outlets. We will talk about Twitter, Linked 

In, Constant Contact, Tumblr, Pinterest, Google Plus, 
Google Adwords, Facebooks Ads, and more. We will also explore the benefits stu-
dio owners have found using them. For this issue, we will talk about Facebook.
     I actually have friends who own businesses who tell me they’ll nev-
er get on Facebook, or don’t really update their business Facebook 
page. I find this truly amazing, because Facebook has changed our 
world, and the way we market our businesses. Let me give you some 
statistics: Facebook has more than 800 million 
users. (The world’s population is just under 7 
billion). In fact, 75 percent of active users on 
Facebook are from outside the United States. 
More than 50 percent of FB active users are 
on it every day, mostly because 350 million of 
them check it through their phones. Talk about a captive audience! 
An average FB user is connected to 80 different groups, events, and 
businesses. They also have, on average, 130 friends. I don’t think to-
day’s business owner has any other option than to be on Facebook. 
Fortunately, it’s easy, and it’s free! Did I mention, it’s free?
     The benefits I have found while doing my business Facebook page 
are numerous. I get to instantly tell my customers what’s going on in 
the studio. I get to announce events, and invite people to them. I get to 
post a picture or a video of something fun and/or new that we’re doing. 
I get to tell them about specials, new pottery, or glass pieces, and feature 
our “Piece of the Week,” I can also tell them about all the latest trends. 
Sometimes I test out something new to see what kind of reaction I 
will get. I love the instant feedback! I even get to post my latest emailed 
newsletter from Constant Contact. I can direct them to my website. I 
get to remind them on my page on any given day that I am still here, and 
am waiting for them to come back in when they’re ready. But, most of all, 
I get more of what I call “Google Juice”! That is, the more my business is 
on the Internet, the more people can find me in a Google search.
     It couldn’t be easier to start a FB page for your business. First, just 
go to www.Facebook.com. Scroll to the very bottom, under the green 
“sign-up” button which reads: “Create a page for a celebrity, band, or 
business.” Then the site walks you through the rest. It is recommended 
that if you already have a personal FB page that you use a different email 
address for the new business one, because then your customers and 
whoever “likes” your business page don’t have access to your personal 
page information, or pictures. You have to log out and log in separately 
to check each of them, but it’s a minor hassle to preserve your privacy.
 Because you have this captive audience, it works best if you can try 
to post something on your business page at least a couple of times a day. 
What works well for me is to post morning, afternoon, and evening. I 
know that I don’t have time to scroll through all my friends’ news feeds 
every day, and my busy customers don’t either. So if I catch their atten-

tion at least once in those three times, I’ve reminded them that I’m here! 
And it’s important to keep it up to date, just like your website! When 
you do get that customer clicking over to look at your FB page, you 
don’t want to be a month or even a week behind on your updates.
     Some of the things I post on my business page: my daily specials, 
trivia questions, my holiday hours, regular hours, fun things that have 
happened, and new products that have come in. We also post all events, 
classes, camps, and the like on the calendar. It’s great to put in some per-
sonal things as well. Examples could be a long-term employee graduating 
from college, or an employee winning an award at school. This personal 
touch adds a level of trust, and strengthens your personal brand in the 
community. I even like to post when a new employee joins the studio 
team, along with their picture. Also, with parents’ permission, you can 
post school or church outings. These kids will tell everyone that they 
were on your FB page. We even paint a plate that has the Facebook 
“Like” button on it, so the teens and tweens would do just that!
     Pictures and videos are not only great for adding Google Juice as well, 
but people love to look at pictures! If you can get people to “like” them—

you guessed it—more Google Juice! We love 
to post pictures of new products, samples, cre-
ative ideas, and our customers’ great pieces. We 
call that our “Piece of the Week,” and I’ve got-
ten a lot of positive feedback on that. I’ll even 
have different albums for all the holiday pottery 

and glass pieces. Also, it is priceless if you can get your customers to post 
their own masterpieces on your FB page. I post a lot of our adult party 
pictures (of course, ask their permission first), in order to give custom-
ers ideas for hosting their own party. Also, they may have never realized 
that they could do a corporate team building event, or a bridal shower. 
The more photos of your customers you can post, the more they will 
tag you, and the more of their friends who will come see you!
     Cross-promoting other businesses on FB pays off in a big way 
as well. When companies come in for painting parties, I always try 
to mention them on our FB page, and ask them to tag us as well. 
I try to do the same with local businesses. They’ll mention me if I 
mention them, and vice versa. I even got a new paint counter from 
a local contractor because I did marketing for them!
     Videos are perhaps the best thing you can post on your page, 
because it really helps your Google Search. I let my staff use my video 
camera to film one another talking about our specials, camps, birthday 
parties, and so on. They have so much fun doing this! They will have all 
their friends check it out, and it will certainly get passed around. Take 
the time to make a few quick videos, and start a YouTube Channel for 
your studio. This really bumps up the Internet search.
     I also post my Constant Contact newsletter on my FB page, 
and invite my fans to sign up on the emails. In turn, I ask my CC 
customers to “like” my FB page. This cross promotion is helping 
me increase customers on both sides.
     When utilizing a FB business page, it is essential to follow the 
rules. FB has rules against doing sweepstakes or contests on your 
page, unless you use an independent application for this. I usually 
will direct them either to our website or to Constant Contact 
emails for contests. Make sure your website and store address 
are posted as well. You want people to find you, and you definitely 
don’t want them mixing you up with another studio!

Need to edit five lines to make fit.

Social Media Marketing

This cross promotion is 
helping me increase 

customers on both sides.
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By Charlotte Mortensen, 
A Pigment of Your Imagination, Lawton, Oklahoma

 The previous article in this series was all about the problem 
of running a studio while raising a family with school-age children. 
What happens when those kiddos grow up and move on? Are 
you dreading them leaving home? Read on for insights from four 
studio owners who offer some interesting insights on the issue.

tHE StUDIO OWNErS ArE:
 Helen Hajny: daughter, Kate (26), and son, T-J (20), owner of 
Get Fired Up in Sanford, Maine (6 years in business)
 Julya Myers: son, Daniel (29), and two daughters, Marcia (19) 
and Megan (16), owner of The Amazing Art Studio in Gaithersburg, 
Maryland (11? years in business, 8 years as studio owner)
 Laura Riegel: three daughters, Madeline (25), Rachel (24), and 
Miranda (16), owner of Glazed Expressions in Clive, Iowa (13 
years in business)
 Tracy Schultz: three sons, Thomas (22), Jonathan (21), and 
Jackson (16), owner of Ceramics for You of Antioch in Antioch, 
Illinois (4 years)

DID ANY OF YOUr CHILDrEN HELP OUt IN tHE 
StUDIO BEFOrE tHEY LEFt HOmE?
 Helen: Kate helped out at the studio but T-J was not too keen 
about working in it.
 Julya: All of our children were home-
schooled, so they spent at least five days a 
week at the studio and helped out as need-
ed. Every now and then they get “grumbly” 
but they do respect and value the business 
that we do.
 Laura: All three of our children have 
worked in the studio since they were 
young.
 Tracy: My two oldest, Thomas and Jonathan, have helped a lot 
over the years. The youngest one, Jackson, is our future worker.

WHEN tHEY rEtUrN tO VISIt, DO tHEY PItCH IN 
AND HELP Or FEEL LEFt OUt BECAUSE YOU’rE 
tOO BUSY WItH rUNNING tHE StUDIO?
 Helen: Kate continues to help out at the studio as she can 
and still lives at home. T-J is a very quiet and nice person and has a 
great sense of humor with those he’s familiar with, but feels over-
whelmed having to talk with people he doesn’t know, so for the 
most part he wants nothing to do with it. Now that he’s married, 

his wife helps out at the studio while he’s deployed to Korea.
 Julya: Daniel managed the studio for two years; he also spent 
time in the Marines and now lives in the area and is going to col-
lege. He loves the business but it’s not what he wants to do and 
we’re okay with that. Marcia attends college full time in Florida, 
where she’s studying elementary education. Although she helps 
out when home on breaks, she doesn’t “love” the studio, but she 
gets it. Megan works one day a week and one weekend a month. 
Since the other two do not want to work in the studio, Megan felt 
that she would have to be the one to take over the family business 
and was relieved when I told her that someday we want to sell the 
business and retire and she said “You mean I don’t have to take it 
over?”
 Laura: Mine have not “flown the coop”; in fact, they all have 
stayed at home. Madeline works full time at the studio and is a 
great help. Rachel is a wonderful nurse (RN) and has a full-time 
job, but she will pitch in when things get crazy. Miranda works 
part time on the weekends and is great with marketing and her 
customer service skills are out of this world. No one will care 
about your business like your children do—they have a vested in-
terested in the studio. There is built-in value to having family there. 
It’s like extra eyes and ears at the studio, too.
 Tracy: Our two oldest ones fill in when needed. Thomas is 
currently in pharmacy school, although he did take some ceramic 
courses in college and learned a lot. It was a great venue for him to 
expand his knowledge base. All those skills have been put to good 

use in the studio, from mixing glazes to 
dipping pottery and loading kilns. Loading 
a kiln is an art form, according to him. He 
prides himself on how much he can fit into 
a kiln, and the firings are perfect. Jonathan 
is our “muscle man.” When he’s around, 
he helps with the unloading of shipments, 
breakdown, and packing stuff.

WHAt WAS tHE mOSt DIFFICULt PArt FOr YOU 
AS A StUDIO OWNEr WHEN tHEY LEFt?
 Helen: Since T-J is married and his wife works at the studio, it 
was difficult to plan time off to see him since we both wanted to 
see him before he left for Korea. We have to share him now.
 Julya: It was a hard transition not having the children around 
all the time, so we got a puppy to take to work with us. We really 
miss having them around, but are happy that they are moving on 
with their life and are moderately well adjusted.
 Laura: We are really blessed that our family has remained to-
gether. Since our home is large enough, my mother lives with us 

The paint-your-own 
pottery industry fosters 

an ease of caring for 
families and allowing 
them to stay together.

They Flew the Coop...

or DiD They?
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too. I feel we have an extra sense of security in our family by being 
together.
 Tracy: It was very hard when Thomas left; he now lives three 
hours away. It really left a void since he was the “fill in” person for 
us. Staffing issues are easier with family members, because you can 
slip a family member into a slot easier than regular employees and 
after the holidays you don’t feel you have to keep them on when 
the work is slower. They do have great people skills when working 
in the studio. Oh, sometimes they moan and groan, but they are 
not obligated to work. 

IS tHErE ANYtHING ELSE tHAt YOU FEEL PUtS 
A NEW tWISt ON tHINGS, NOW tHAt tHEY’rE 
GONE FrOm tHE HOmE, Or StILL At HOmE?
 Helen: It is difficult to survive on your own these days, even 
with scholarships, so leaving home can be difficult. My daughter-
in-law is living with us until T-J comes home from deployment and 
Kate is still at home with us.
 Julya: Our children are respectful of what we do and realize 
the value of the things they do have because of the family business, 
such as vacations, schooling, and the fact that as parents we were 
always available for them.
 Laura: Our children have learned the best parts of life skills 
by staying in or near the nest and working in the family business. 
They’ve grown up learning to deal with helping difficult people 

and can take that education with them whereever they go in life. 
In addition, they save money by not moving out of the home.
 Tracy: This is such a positive industry. What they learn from 
working in the business, they can compound on in life when they do 
in fact leave the nest. It’s been a valuable learning tool for them.

SO, HAVE tHE APrON StrINGS BEEN CUt Or 
NOt?
 When talking with Helen, Julya, Laura, and Tracy, one thread 
seemed very strong. There appears to be a trending back to the 
multigenerational family unit. It does appear that we are coming 
full circle. In the past, several generations of a family grew up in the 
same town, worked in the family businesses, or lived together. To-
day’s economy is a difficult one for many people, so older children 
are often opting not to leave home but are remaining at home to 
help save money. It’s sometimes a boon to those of us with studios 
since it can help lower the cost of staffing or provide staffing in a 
pinch. The paint-your-own pottery industry fosters an ease of car-
ing for families and allowing them to stay together.
        Again, thank you to everyone who helped provide valuable 
input from their experiences running a studio and raising a family. 
I know many in our industry are facing the same or similar issues, 
and it does help to put voice to those issues, to remind ourselves 
that we are not in this alone, no matter where on the continuum 
we are.

Jonathan, Tracy Schultz (mother and owner of studio), 
Thomas, and Jackson.
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By Amarilys Barnett, 
Painted By U, Birmingham, Alabama

 There’s a television show that sets up unsuspecting people 
in unbelievable situations in order to film their reactions. I often 
feel that way in my own studio. As if at any moment, someone will 
come relieve me from the uncomfortable situation a customer, an 
employee, or even our own actions have put us in. Many times, the 
situation is unavoidable. The question is, how do you handle such 
events?
 In subsequent columns we’ll explore 
any number of issues that might arise. Let’s 
start with an issue that we’ve all faced.

 ISSUE: An item breaks either 
in firing or through handling. What 
would you do?
 A. Wait for the customer to come in 
and hope for the best. Maybe she won’t be 
upset.
 B. Call the customer, apprise them of 
the situation, and take it from there.
 C. Tell the customer to grow up. It’s just pottery and if she’s 
going to patronize your shop, she’ll have to get used to things hap-
pening.
 Obviously, the correct answer is B. It’s happened to all of us. 
In fact, this same situation happened to me very recently. True to 
our policy, my employee called the customer to let her know and 
the customer was quite unhappy, to say the least. She asked that 
I, as the owner, call her. Of course I did, and I was very apologetic 
about the broken plate. I followed these rules:

 Don’t argue back: Sure, these things happen but this is seem-
ingly the end of the world to the customer. Let her get her anger 
out, even if it isn’t justified . . . and boy, did my customer let me 
have it. “How often does this happen!” “Why don’t you tell the 
customer about the risks of breakage?” “I spent four hours work-
ing on this plate.”
 Use your ears more than your mouth: Most of the time, the 
customer wants to be heard. So let her talk. I let my customer talk 
and say everything that she wanted to tell me. I interjected only to 
answer a question or to agree with her, which goes back to: “Don’t 

argue back.”
 Show that you care: Once my customer 
finished talking, I assured her I understood 
why she was upset and that while I was able 
to refund her money and could give her the 
chance to repaint, the only thing I couldn’t 
offer her was a refund on her time—and 
for that, I was terribly sorry. Since that was 
at the heart of the anger, it took the wind 
out of her sails.
 Offer a solution: I offered her the 
chance to repaint and made sure I was 

there to hold her hand. I saved the broken plate so she could at 
least see it and then helped her pick out colors and gave her tips 
on ways to improve her technique.
 In the end, she was smiling and happy that she had a second 
chance to improve a plate that, frankly, was not the prettiest thing 
I’ve ever seen. And that’s what I did.
 If you have any customer issues and/or potential resolutions 
that you’d like to share, please forward them to me at amarilys@
paintedbyu.com

What Would You do?

In the end, she was 
smiling and happy 

that she had a second 
chance to improve a 
plate that, frankly, 

was not the prettiest 
thing I’ve ever seen.
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By Teddy Wright, Mayco

 Kid camps are not just for fun and keeping the kids busy in the 
summer. A good art camp will address several areas:
 Skills Development
 Fine motor skills
 Critical thinking skills
 Creative thinking skills
 Social Skills Development 
 Communication 
 Participation 
 Self-respect and Character Building 
 Responsibility 
 Resourcefulness 
 Resilience 
 Responsibility

 In today’s economic environment parents are looking for the 
most bang for their buck. Think about including the skill develop-
ment aspect in your marketing material.

KidS CaMPS PLanninG
 Children are the bread and butter of our industry. So how do 
you tap into this market?

Step 1: Evaluate your market
 Not all studios do a high-volume business in kid’s camps and 
classes. Does your studio do 75 percent of its sales to adults and 
only 25 percent to children? Then you may not want to put a lot 
of effort into week-long workshops. Are 90 percent of your busi-
ness sales to kids and related activities? Then you may have great 
success with kids’ camps.
      Do you have a lot of competition with other organizations 
for children’s time? Soccer camps, YMCA, art programs, outdoor 
sports, and other activities may compete with your classes.
      Is art valued in your community? Listen to your customers—
they will give you indications of what they want. Do you receive 
continuous requests for clay activities, functional items, general 
craft requests, advanced techniques, and so forth? Do the local 
schools offer afterschool art programs?
      Are you in an affluent area that will bear high-priced camps 
or an average blue-collar neighborhood that wants an affordable 
experience for their children?

Step 2: Structure
 This is one of the most-asked questions I receive: “How do I 
structure my camps?”  There is no right or wrong way to struc-
ture a camp and it may take a year or two of trial and tribulation 
to find a structure that works best for your community. Also, it is 

Running 
a Kids’

In today’s economic environment 
parents are looking for the 
most bang for their buck. 
Think about including the 
skill development aspect in 
your marketing material.

Camp
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rare for a camp to go gangbusters the first year. It takes constant 
marketing to grow your camps.

 Various camp structures: 
  One-day workshops
  Three- to four-day classes
  One-week camps
  All day 
  2 hours or 4 hours per session
  Holiday camps
  School’s out specials
  One camp a week with different projects
  Repeat week classes each month 

 Considerations when establishing a structure
 
  Staffing: Will you have to teach the class or do you 
  have staff to handle all of the classes?
 
  Age-appropriate projects. You will need to break 
  the classes into age groups. A 5-year-old will not have 
  the same patience or skill level as a 12-year-old.

  Time frame: How long will the class last? Younger 
  children (3–6 years) generally participate for up to 
  one hour. Beyond that you lose their interest. 
  Ages 7–11 are good for about 1? to 2 hours. Ages 11 
  and older typically are good for 2–4 hours per session, 
  with a break in between projects.
 
  Projects: When you access Mayco’s Project Library, each 
  project estimates the amount of time needed per project.

  Pricing: The number of projects you include in a camp 
  will determine cost. Too many projects may price you 
  out of the competition.

Step 3: Pricing
 How do I price my camps? 
 Cost + cost + cost + labor x mark up = Price.
 
  Cost of supplies: pottery, glaze, accessories, firing
 
  Labor: Cost of instructor, which includes preparation, 
  cleanup, and post work on each camp.

  Determine a break-even point. How many campers will 
  it take to break even when offering this class?

Step 4: Marketing
 Marketing never ends. Tell them what you are going to do, tell 
them what it is, tell them again. We live in a very busy society that 
is bombarded with marketing, ads, activities, and very little free 
time. So you need to repeat the message until it grabs their atten-
tion. How you ask?

  Put a message on your telephone answering machine 
  and change it regularly.

  Develop a calendar of events for your studio that is 
  visible and up to date.

  Establish a calendar of events on your website.

  Create fliers with all the pertinent information. 
  Have the fliers’ available in-studio and use bag stuffers.

  Create a display with all of the projects for people to view.

  Train staff to tell everyone about the upcoming classes.

  Send e-mail blasts announcing the classes and include 
  pictures.

 When marketing, it is important to include the 
 following information:
  Date, Time, Location
  Cost
  What they will do, make, learn, and receive
  Cancellation policy
  Registration deadlines
  Refund policy
  Sibling discounts
  Benefits of attending your class, because we live in 
      a WIFM society (what’s in it for me)
  Local papers and publications typically do a kids’ camp issue.
  Early bird registration discount.
  Walk-in pricing

Step 5: Planning
 marketing is not a last-minute event. If you fail to 
 plan, then you plan to fail.
 
  Determine the date of the event. Make sure it does 
  not compete with holidays, school events, or other 
  local activities.

  Back into your promotions. This is a timeline example I 
  used in Kansas City, Missouri.

  January: send camp information to the Kansas City 
  Star newspaper for free Camp Guide listing.

  January: create all pottery projects and set up 
  a display.

  February: bag stuffers with camp information and 
  begin handing out. This is a must for March 
  spring break!

  Put the information on your website.

  Eight weeks before the class send out an email blast 
  with early bird registration pricing.

  Four weeks before the class send out another 
  email blast.

  Four weeks before the session put the class i
  nformation on your telephone answering machine.

  One week before the camp: Last chance to register 
  at a discount price. Charge a higher price for anyone 
  registering less than one week before camp starts.
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 Are you considering bringing clay into your studio either full 
time or maybe just for camps and workshops? If you haven’t con-
sidered clay, maybe it is time. Clay hand building is the easiest way 
to introduce the craft to your customers. Clay works well for:
 Scout badges
 Kids camps and workshops
 Adult education
 Hobbies
 Afterschool programs
 4-H groups
 Homeschool groups
 If your space is small and you cannot offer it every day, maybe 
offer it on a specific day. You could hold a Muddy Monday or Clay 
Play Tuesday. This way you can manage the activities and schedule 
accordingly. Also noodle this: sell clay by the pound so people can 
make projects at home. Sell the glaze and either charge a firing fee 
or include the firing in the price of the clay.
 Clay as a product is inexpensive. You already have the glaze, 
a kiln, space, and staff, so with a nominal investment you can offer 
clay. Now all you need to do is learn the basics and get some sup-
plies to create truly fabulous, hand-made art.

SUPPLIES YOU mAY NEED:
•  Rolling pins or a slab roller •  Press tools
•  Sprig molds   •  Hump & slump molds
•  Clay cutter   •  Knives or clay cleaning tools
•     1/4” Shims   •  Cookie cutters
•  Sponges   •  Slip/clay slurry

tErmS tO KNOW
 Coil: This is the technique of building ceramic forms by roll-
ing out coils, or ropes of clay, and joining them together with the 
fingers or a tool.
 Hand building: One of several techniques of building 
pots using only the hands and simple tools rather than 
the potter’s wheel.
 molding: In this technique, flat slabs of clay 
are pressed into molds in order to create various 
shapes or forms.
 Pinch pot: “Pinch” in ceramics is a method of 
shaping clay by inserting the thumb of one hand into the 
clay and lightly pinching with the thumb and fingers while 
slowly rotating the ball in the palm of the other hand.
 Score and slip: A method of joining two piec-
es of clay together. First, “score” the clay by making 
scratches in the surfaces that will be sticking together. 
Then wet the surface with some slip, using it like glue. 
Next, press the two pieces together. It is very important 

always to score and slip clay that is leather hard. If you do not, the 
pieces will likely pop apart when they are fired.
 Slab: Clay that has been made flat by rolling. 
 Slab Construction: Hand-building technique in which flat 
pieces of clay are joined. (Clay is flattened and thinned with a roll-
ing pin or slab roller.)
 Slip: Liquid clay.
 Slump mold: A form—typically made of plaster—that is 
used to support wet clay in the early stages of construction
 Stages of dryness: When speaking of clay, we refer to three 
basic stages of dryness:
  1. Wet—the clay still contains moisture and is 
  very pliable.
  2. Leather hard—clay that is dry but still damp enough 
  to be joined to other pieces or carved without 
  distortion. Clay at this state resembles leather. It is 
  hard to bend but soft enough to be carved.
  3. Bone dry—all the moisture is gone from the clay and 
  it is ready to be fired. Clay is VERY FRAGILE at 
  this stage.
 Wedging: Method of kneading clay to make it homogenous; 
ridding the clay of all air pockets
 Okay, now you have the right terms and supplies. So the ques-
tion is: How do you create great-looking projects? The easiest place 
to start is with your supplier and CCSA’s website. Most suppliers 
have great techniques on their websites. Additionally, there are lots 
of books, videos, and websites dedicated to hand building.
 What is the most valuable asset in your studio? The kiln! The 
kiln is what makes your business different than Michaels, Hobby 
Lobby, or any other craft entity. So why not capitalize on this dif-
ference? The kiln can really add to your bottom line with bisque, 
glass, and clay sales!

By Teresa “Teddy” Wright, Mayco Studio Market Coordinator

Bringing Clay 
into the Studio
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 Your assignment, should you choose to accept it, is to paint a 
bowl using the following colors: pink, orange, yellow, green, blue, 
purple and black. These instructions will self-destruct after one 
hour. Now go create!
 Here is a selection of bowls created with only those param-
eters. We see variety in our customers’ works every day so it is 
critical to keep that in mind when creating samples too. While 
some customers have lots of time to lavish on a piece, it is impor-
tant to keep a mix of quick and easy samples on display to show 
them it is possible to create in only a short amount of time.
 Bowl 1: Customer Kim sponge painted and added a solid 
yellow rim. “I like to keep it simple. I chose to paint with yellow and 
blue to match other pieces in my set and to match my kitchen.”
 Bowl 2: Owner Denise found inspiration from Donna Touhey’s 
class at the 2010 convention with a banded background and brush-
stroke koi fish. “I have a hard time painting something for myself. I’ve 
gotten so used to painting custom work that when I can do whatever 
I want, sometimes I end up ‘floundering.’ Inspiration can come in the 
strangest forms! Instead of floundering, I decided that I would go with 
a fish theme and a re-creation of Donna’s koi fish class.”
 Bowl 3: Manager Tabatha used brushstroke techniques and 
a liner brush for outlining. “This bowl is practice for a custom 
project I’m about to start. I sketched on the grapes and I’m only 
going to paint one coat to give the grapes a highlighted look. I will 
make it a little funky with swoopy liner work in black. I have to be 
finished in 20 minutes so I can’t dilly dally!”
 Bowl 4: Customer Barb used a stencil to create the look 
of wheat over a light wash. “I like that a wash can add just a little 
bit of color without overpowering the main part of the design. I 
stenciled on the design with a marker first and I’m glad that the 
marker disappears since my first outlines were really off. I was 
running out of time to finish so I just did one coat of paint and an 
outline like I have done in tole painting.”
 Bowl 5: Employee Briana used sponge sticks for dots and 
fine writers to add some doodles. “I wanted to make something 
that would be easy for customers to copy. Kids and adults love 
sponge sticks and a doodle on top in the same color fine writer 
takes the design to the next level.”
 Bowl 6: Employee Chelsea banded the sky, sponged the grass, 
and created dot flowers with the back of a brush. “Once you learn 
how, banding is a quick way to add color to a piece. I like the contrast 
of the streaky banding and the sponged grass texture. I also added 
some pink sponging to give the illusion of smaller flowers. Coming up 
with an idea and painting it in an hour is hard and we do this all the 
time. It is a good reminder for me when I’m dealing with customers 
who don’t have a lot of time to paint. Keep it simple!”

Mission POSSIBLE!

Coming up with an idea and painting it in an 
hour is hard and we do this all the time.
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WHAt IS YOUr StANDArD FOr GOOD 
CUStOmEr SErVICE?
 Darren: Our standard for good custom-
er service is made up of a number of areas. 
The main one is listening. It’s important to 
know what your customers want and act 
on it. After all, they are the very reasons we 
are in business. The second most important 
issue is service. Customers should be able 
to buy on demand. Some smaller studios 
may not have the financial backing than 
some of the larger ones to enable them 
to carry lots of stock, so it’s important 
for the 

studio owners to know that supplies are available and ready to be 
delivered whenever they need them.
 Ann: Open conversation about the 
good and bad of what we have to offer and 
what we expect from our clients. We are 
here for your “fill-in” orders. We don’t offer 
tiles, plates, cups, and so on at a price that is 
competitive with the importers. We do of-
fer the different and unique items that can 
set your studio apart from other studios. 
We only service one studio in a town. So 
if you are in a city with several studios, our 

selection can set you apart from the “normal” studio.

WHAt IS tHE BESt PIECE OF ADVICE tHAt YOU 
CAN OFFEr A StUDIO OWNEr?

     Darren: Buy direct from the manufacturer wherever 
possible. This enables the studio owner to form a work-
ing relationship with the actual manufacturer of their 
products and should there ever be any issues with the 
quality or service or simply 
a technical question, they can get straight to the cause 
and rectify the problems directly.
 Ann: Follow the setup advice. Get your studio 
into a normal groove. Then break away and add the 
different and unique items that make your studio 
“special.”

HOW HAS YOUr BUSINESS ADAPtED 
AND COPED WItH tHE CUrrENt 
DOWNtUrN IN tHE ECONOmY?
 Darren: Ceramico appears to have coped quite 
well in the current economic downturn. Analysis 
shows this results from keeping the cost of our 
products low due to our direct supply policy to 
studios instead of using distributors.
 Ann: We found that requiring four orders a year 
with a $75 minimum was not working for our 
wholesale clients. So we have adopted a Volume 
Discount Policy with no minimum orders. When 
an item is asked for and is available from mold 

companies, we normally are willing to add it to our 
inventory.

Meet Your 
SupplierS:

Darren Pitt of CeramiCo & 
ann Watson of ann’s CeramiCs

“Get your studio into a 
normal groove. Then break 

away and add the 
different and unique 
items that make your 

studio “special.”
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 These simple heart nightlights are a hit year round with kids 
and adults. Use them for Valentine’s Day, Mother’s Day, Father’s 
Day and summer camps.

mAtErIALS:
 Clear glass   Colored transparent glass
 GlasTac glue   ThinFire shelf paper
 Grozer plier    Running plier 
 Glass cutter   Nippers
 6-inch bisque tile  Nightlight kit

DIrECtIONS:

1.  From clear glass, cut a 21/4 inch square and a 3 inch square. 
 Cut a 21/4 inch circle from the 3-inch square. 
 Cut the circle in half.

2.  Place ThinFire shelf paper on the 6-inch bisque tile. Place the 
 square on the prepared tile in a “diamond” position. Place 
 the half circles on the top edges of the diamond to form 
 a heart shape. Use GlasTac to adhere the pieces to the paper.

3.  Cover the entire heart base with small nipped pieces of glass. 
 It’s very important to cover the seams with glass, where the 
 half circles meet the square.

4.  Optional: Add more clear nipped glass to the surface of the 
 colored nipped glass. This gives strength to the entire piece 
 when fired, plus adds a visual dimension.

5.  Fire to Tack Fuse.

6.  Glue on nightlight kit.

Heart 
Nightlight

By Denise Christmas-Gibson, 
Delphi Glass





26  Spring 2012   Today



 Today   Spring 2012 27

A CCSA Business Blog

By Helene Safford, Clay Café Studios, Falls Church, Virginia

Biz BuzZ

 I always make it a habit to start each year reflecting on my 
business and what worked (or didn’t work) based on my annual 

plan. As part of that process, 
I try to find information that 
will point me in new direc-
tions and help me to de-
velop a fresh plan that will 
continue to rejuvenate the 
business and push us toward 
increased success (aka more 
SALES). I believe that I have 
found a great resource to 
share with my fellow studio 
owners to start us off on a 
good path this year.
       Consummate trendspot-
ter Marian Salzman is the 
CEO of Euro RSCG World-
wide PR, North America, 
and Euro RSCG Life PR. Ms 

Salzman has an impressive track record of analyzing thousands of 
sources each year in order to compile comprehensive data for re-
tailers across the globe. She has just released her new report, “The 
Big Little Book of Nexts: Trendspotting for 2012,” which you can 
download for free at http://mariansalzman.com/?page_id=1674.
       There are over 150 trends discussed in 32 categories in the 
160-page PDF, many of which are directly related to areas critical 
to our business. Some of the areas highlighted include advertising, 
lifestyle and Hispanic marketing, shopping, retail, social media, and 
color (just to name a few). There are a few topics that hit home 
while I was madly clicking through the file online, such as “big mar-
keters think local.” It’s always a smart idea to keep an eye on what 
the big box retailers such as Macy’s and Nordstrom are doing. We 
don’t compete head to head with them but we can certainly take 
a few pointers from them (take a look at my previous article on 
QR codes, for examples).
       The empty nests are filling back up and everyone is still very 
conscious and hopeful of an economic recovery. These trends 
make the generational marketing and “socially conscious shop-
ping” topics particularly relevant. Would you consider paint-your-
own pottery “eco chic?” I don’t know but I love the concept and 
I believe that we can certainly capitalize on the concept that “eco/
organic trends have made their way to the dog bowl.” Ms Salzman 
stresses the “conscious home” and “pets rule” trends that are a 
cornerstone of the paint-your-own pottery concept. While these 
are not particularly new trends, we have some new marketing 
terms to promote as we give our materials a facelift this year.
       Color is king! If you still have room on your flash drive, down-
load Pantone’s spring 2012 fashion color report from www.pan-
tone.com/downloads/support/FCR/PANTONE_FCR_Spring2012.
pdf. Ms Salzman provides a brief synopsis of the trends but the 
real deal comes from Pantone each year.
       Well, in the end, much of what we do to market and grow 
our business is based on an educated guessing game. However, 
with ever-growing online resources to help pad our possibilities, 
consider downloading these great resources and start your year 
off with the possibility of bigger and better successes!
 Till next time . . .

trendSpotting or gueSSing gaMe: 
ConsiDer the sourCe



 Enjoy these selections sure to delight you and your custom-
ers. If you have some music you would like share, please contact 
me at: karen@ccsaonline.com

NEW ON tHE SCENE
Something you may have not heard yet
 Jason Mraz, “I Won’t Give Up,” iTunes. 
This single, was released on January 3, 2012, and 
if the single is a reflection of the album to come, 
you may want to wait to purchase the entire 
album. Jason—made world famous by the song 

“I’m Yours” from his We Sing, We Dance, We Steal Things album—
may just have another award-winning song with “I Won’t Give Up.”
 In December 2011, Mraz told Jeff Benjamin of Billboard magazine 
about his CD (to be fully released in February 2012), “Musically, I think 
people are going to like it. It’s personal. It’s melodic. And it’s mellow. There 
are a couple of up-tempo tunes, but mostly the rhythm of the heartbeat 
kind of takes precedence on this record. Medium-tempo tunes, which I 
love. It feels more like the pace of life.” To view new single “I Won’t Give 
Up,” visit YouTube: www.youtube.com/watch?v=TdN5GyTl8K0. Enjoy 
his mellow pace. It warms the heart and soul!

JUSt BECAUSE I LIKE It
Tunes with something special that caught my ear
 Armik; Rain Dancer (Baja Records) So 
often music brings back images of where you 
were when you first heard it; I first heard Ar-
mik;  in a retail shop in beautiful Carmel by the 

Sea, California, I’m sure I spent a lot of money on retail therapy 
that day, to include the album “Rain Dancer”.  The entire album 
sets a happy and peaceful mood.  Favorite tracks include; For An-
nette, Concierto de Aranjuez and Nights in Negril.  Armik, has 
gone on since this debut album to become internationally famous 
and has been a top ten Billboard New Age artist for 6 years.  His 
bravura guitar is sure to delight your customers and this album 
still sounds as fantastic as it did 18 years ago! 

OLD FAVOrItES
Like a comfortable pair 
of shoes, these tunes feel 
good anytime!
 The Antonio Car-
los Jobim Songbook; 
Verve Records.  Jobim 
is considered one of 
the most important 
songwriters of the 20th 
century.  This album fea-
tures some of his most 
famous works and in-
cludes performances by 

other legends, to include; Stan Getz, Joao Gilberto, Sara Vaughan, 
Ella Fitzgerald, Dizzy Gillespie and more!   Of the thousands of 
albums in my collection this is in the top 50!  A MUST HAVE!  
Favorite tracks include:  Agua de Beber, and One Note Samba…. 
The entire album is a treasure!

World Muse Picks: Music to Inspire Your Customers and Enhance the Studio Experience
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International 
News

By Karen Maroot, CCSA International Development Director 

 Who can design the best-looking ceramic teapot!?  At our May 20th 
International Regional Wine and Cheese Party in Stoke-on-Trent, England, 
we will judge the entries and select the winners!
 • First-place winner will receive $300.00 worth of ceramic supplies from 
  major vendors and the designer face teapot pictured here ($250.00 value). 
 • Second place: $200.00 in ceramic supplies 
 • third place: $100.00 in ceramic supplies
 All teapots will be auctioned off at the International Event on May 20, 2012, 
in Stoke-on-Trent, UK, with proceeds to benefit International Breast Cancer Awareness.
 Open to all studios (even US studios). Suppliers may enter as well, and if they win they 
give their prize to the next-level winner. US entries must be received by April 1, 2012. 
Ship to: Karen Marootm 6040 N Stockdale Drive, Fresno, CA 93722.
 International entries must be brought to the International Event at Stoke-on-Trent, 
UK, and are due by May 20, 2012.

let the international CeramiC Games BeGin! 
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 There has never been a better time for you to be part of the 
Contemporary Ceramic Studios Association!
 We are pleased to announce that CCSA will be hosting our 
first international event exclusively for International Studios on 
Sunday, May 20, 2012, in Stoke-on-Trent, England, an area known 
for industrial pottery since as early as the 17th century!
 The CCSA “Team U.S.” is crossing the pond to join with top 
designers, artists, and business leaders worldwide to share the 
latest trends in marketing, design, and business for the Contem-
porary Ceramic Studio Owner. Many international manufacturers 
will also have displays and free samples of their latest product of-
ferings at this event.
 Cost for CCSA members who renew their membership for 
2012:
 Members: $100.00 by March 1, after that $125.00
 Members, 2nd person fee: $125.00
 Non-Members Fees for the event:
 Non-Members: $275.00 by March 1, after that $300.00
 Non-Members, 2nd person fee: $150.00
 NOTE: All non-members who register will receive $125.00 credit 
toward a CCSA membership if they choose to join during the event!

 We have some awesome CCSA events in the coming months. 
I believe it’s important to take advantage of these events. Not only 
do they give you the opportunity to take time for yourself, but you 
can come away with some fresh ideas (business and techniques), 
connect with your suppliers, see old friends, meet new friends, and 
get to know your CCSA staff.

INtErNAtIONAL rEGIONAL EVENt:
Sunday, may 20, 2012
Stoke-on-trent, England
 Continental breakfast, lunch, wine and cheese reception 
 5 project classes
 Sample Package: Color, bisque, brushes, apron, and more! 
  ($200 value 1 per studio) 
 Marketing and merchandising workshop 
 Business trends workshop 
 Teapot auction, to Benefit; Breast Cancer Awareness 
 Networking with studios from around the world, 
  local suppliers, and international manufacturers

mIDWESt rEGIONAL EVENt
tuesday, may 22 – Wednesday, may 23, 2012
Woodbury, mN
 Michael Harbridge from Royal Brush will be teaching
 Constant Contact will be there
 Chesapeake Ceramics
 Bisque Imports

calling All International 
Studio owners:

YOUr DAY WILL INCLUDE:
 Continental breakfast, lunch, wine & cheese reception
 5 project classes
 Sample package: Color, bisque, brushes, apron & more! 
  ($200.00 value per studio)
 Marketing and merchandising workshop
 Business trends workshop
 Teapot auction, to Benefit; Breast Cancer Awareness
 Networking with studios from around the world, 
  local suppliers, and international manufacturers

 We expect a full house with attendance from around the UK 
and Europe, so reserve your space early and be inspired! Get your 
registration form today, by sending an email to karen@ccsaonline.
com. Register by March 1, 2012, to receive SIGNIFICANT SAV-
INGS!

 We look forward to meeting you! Visit us online at: 
http://www.jotform.com/form/20083229157

ccSA Events for 2012:
 Everyone will leave with a Marketing Calendar with ideas 
  for a year of events
 Idea exchange
 Great door prizes and gift bags 

CCSA ANNUAL CONVENtION
Friday, August 24 – monday, August 27, 2012
renaissance Austin Hotel, Austin, tX
 Techniques classes
 Business classes
 Professional speakers
 Awesome CCSA exhibitors
 Member mixer
 Auction/reception
 Member meeting
 And more . . .

 You do not want to miss out on the newsletters that will keep 
you updated, so if you have any changes to your info (email, loca-
tion, products, services, etc.), please be sure to shoot an email my 
way at susan@ccsaonline.com so I can make sure you are current 
in the database and on the CCSA Studio Locator. If you are an 
Exploratory member and have opened your studio or are about 
to open your studio, please be sure to let me know so I can get 
you listed on the CCSA Studio Locator!
 We hope all of you have a happy, healthy, and prosperous 
2012!!
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Courtesy of Mayco Projects Library

 The sea will never be the same with these 
hand-built flat fish made from a slab of clay and 
adorned with stamps and press tools, then painted with 
Foundation Sheers and Jungle Gems. Try varying the colors, 
patterns, and techniques to create your own designs.

Project Time Span:  2 hours
Skill Level:  Basic

CLay dESiGn tooLS:
 CD-1152 2 Native American Continuous Design Press Tools
 CD-1219 Chinese Designs Sprig Mold–5 Designs
 CD-780 Design Press Tools

MayCo CoLoRS:
 Elements
  EL-103 Sea Spray
 Foundations
  FN-207 Orange Slice
  FN-212 Blue Diamond
  FN-215 Aztec Jade
 Jungle Gem Crystal Glazes (NT)
  CG-962NT Blue Azure
  CG-966NT Tiger Lily

Stroke & Coat
 SC-16 Cotton Tail
 SC-24 Dandelion
 SC-31 The Blues
 SC-75 Orange-A-Peel
 SC-76 Cara-bein Blue

dECoRatinG aCCESSoRiES:
 Glaze Brushes
  CB-106 #6 Script Liner
  CB-604 #4 Soft Fan
 Designer Stamps
  ST-100 Game Board Stamp
  ST-113 Circulate Stamp

MiSCELLanEoUS SUPPLiES:
 Moist clay
 Rolling pin
 Canvas
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 1/4 inch wooden slats
 Fettling knife
 Needle tool
 Slip/clay slurry
 Straightedge
 Project pattern

CLay ConStRUCtion:

 1. With a rolling pin on canvas, roll out a piece of moist clay 
1/4” thick between wooden slats.

 2. Trace the pattern lightly on clay surface. You will cut it out 
after the stamping so you do not distort the shape.

 3. Orange Fish: Stamp the tail and fins with the triangle tool 
from the CD-780 Design Press Tool.

 4. Stamp the mouth area with the ST-113 Circulate Stamp.

 5. For the eye, roll 2 balls of clay, one larger than the other, 
then flatten. Press the circle tool from the CD-780 Design Press 
Tool in the center of the eye. Score and slip-attach the eye.

 6. Drill hole to hang.

 7. Green Fish (not shown): Stamp the tail and top fin with 
the triangle tool from the CD-780 Design Press Tool. Stamp the 
bottom fin with the CD-1152 Native American Continuous 
Design Press Tool.

 8. Stamp the mouth area with the ST-100 Game 
Board Stamp.

 9. For the eye, roll 2 balls of clay, one larg-
er than the other, then flatten. Press the circle 
tool from the CD-780 Design Press Tool in 
the center of the eye. Score and slip-attach the 
eye.

 10. Use leaf design from CD-1219 Chinese 
Design Sprig Mold for fin. Score and slip-attach.

 11. Drill hole to hang and allow fish to dry com-
pletely.

 12. Bisque-fire the fish to shelf cone 04.

dECoRation:

 13. Orange Fish: Apply 2 coats of FN-207 Orange Slice to 
fins. To mouth area, apply a wash of SC-75 Orange-A-Peel then 2 
thinned coats of SC-24 Dandelion. To body, apply 2 coats of CG-
966NT Tiger Lilly. To outer eye, apply 2 coats of SC-31 The Blues. 
To inner eye, apply 2 coats of SC-75 Orange-A-Peel. To center of 
eye, apply 1 coat of SC-15 Tuxedo.

 14. Apply 1 coat of clear glaze to the eye and mouth area.

 15. Green Fish: To the fins and mouth area, apply a wash of 
thinned SC-76 Cara-bein Blue, then wipe off excess with a damp 
sponge. To top and bottom fin, apply 2 coats of FN-212 Blue Dia-
mond. To tail, apply 2 coats of FN-215Aztec Jade. To mouth area, 
apply 1 coat of FN-215 Aztec Jade and 1 coat of FN-212 Blue 
Diamond. To body, apply 1 coat of EL-103 Sea Spray and 2 coats 
of CG-962NT Blue Azure. To body fin, apply 2 coats of El-103 Sea 
Spray. Eye. To outer eye, apply 2 coats of SC-16 Cotton Tail. To in-
ner eye, apply 2 coats of FN-2121 Blue Diamond. To center of eye, 
apply a dot of SC-15 Tuxedo. Allow to dry.
 
            16. Stilt and fire to 
                   shelf cone 06.

Flat Fish
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Tree 
Platter

by Tracy Schultz,
Ceramics For You, 
Antioch, IL   

BiSqUE:
 Bisque Imports item 189 
GaRE CoLoRS:
 2303 Lime Rickey
 2305 Blue Heaven
 2313 Happy Trails
 2315 What a Yolk
 2317 Arizona Sun
 2323 Jumpin’ Juniper
 2328 Mocha-Chino
 2341 Kermit
 2349 Tweety Bird
 2368 Old Yeller
 2373 Key Lime Pie
 2388 Peach Fuzz
 2389 Sammy Salmon
 2392 Rockin’ Red
 2395 Tin Man
SUPPLiES:
 Pencil
 Strips of paper
 Brushes
 Sponges
 Dot makers
 Small sponge dotters

diRECtionS:
 1. Paint three stripes of Mocha-Chino down platter, spaced 
equally apart. Using strips of paper, mask off the painted stripes.
 2. Using Peach Fuzz and Arizona Sun, Old Yeller and Tweety 
Bird, Key Line Pie and Blue Heaven, and Blue Heaven and Jumpin’ 
Juniper, sponge two coats of colors in a checkerboard layout, cov-
ering over masked-off stripes. Follow illustration for color place-
ment.
 3. Lightly sketch out tree with pencil and paint with Happy 
Trails. Remove paper strips.
 4. Add suggestions of foliage with dot makers and small 
sponge dotters, using What A Yolk, Old Yeller, Sammy Salmon, 
Arizona Sun, and Rockin’ Red on left half of tree, and using Lime 
Rickey, Kermit, Tin Man, and BeBoppin’ Blue on right half of tree.
 5. Clear glaze and fire to cone 06.



By Judi L. Novotny, 
It’s Yours Pottery, Omaha, Nebraska

 Wowza! Are you thinking SPRING BREAK and or SUMMER 
CAMP yet? I know—we’re just catching a break from the holiday rush! 
There’s no time for the weary PYOP studio owner is there? As we 
move forward, here’s an easy pinch pot clay project that will surely get 
the kiddos all fired up this coming year. I am always looking for inspira-
tion This one caught my eye on a visit to the Caribbean islands: COL-
ORFUL and FUN little bobblehead critters. Who wouldn’t like them?

SUPPLIES:
 Approximately 1/2 lb. of low-fire white earthenware (per critter)
 Pin tool
 Underglaze colors of choice
 Heavy-gauge fishing line
 Plastic google eyes
 Hot glue or E6000

DIrECtIONS
 1. Critter Body: Begin by making a basic pinch pot, being 
sure to thin the wall to 1/2 inch and leaving your opening as small as 
possible. Using a pin tool, make two small holes side by side on the 
top of the critter back. (This is important for the bobble works.) 
Set aside.
 2. Critter Feet: Roll out a sufficient amount of clay to cre-
ate feet. Using your pin tool, cut 4 to 6 triangles. Be creative—re-
member, no two critters are ever alike! Turn your pinch pot body 
on its side and tap to slightly flatten. This will form your critter 
bottom. Attach the feet by molding them to the bottom of the pot. 
I prefer molding rather than slip attaching as children tend not to 
be as successful with attachments.
 3. Critter Head: Using excess clay, form a critter head and 
neck to your liking. Make sure to fit the length to the pot. At the 
end of the neck, form and add a small ball of clay, followed by in-
serting a small hole with your pin tool next to the ball. The ball will 
serve as a weight for the head and neck to bobble.
 4. Smooth out all clay areas. You may choose to have your 
students immediately paint on raw clay, or at this point let air dry 
and kiln fire to witness cone 04, followed with painting and an ad-
ditional kiln fire to witness cone 06.
 5. Bobblehead Assembly: Using a heavy-gauge fishing 
line and making sure to give yourself enough line, string one end 
through the hole in front of the ball weight on the critter’s head/
neck. Wrap a few times around the weight and string up through 
one hole and back through on the critter’s back and glue. At the 
same time, add google eyes for personality! ENJOY!
 Questions? Feel free to contact me at judi@itsyourspottery.com

m a K e  i t  i n  C L a Y : 

BOBBLEHEAD 
Critters


