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2013 Fuel Your creative Fire
UP FRONT

 our annual conference is a favorite among studio owners and 
suppliers alike. There is so much to learn, so much to show, and so 
much to share. We have over 55,000 feet of  exhibit space, 8 excit-
ing pre-Convention classes, 40 regular convention classes (with a 
mix of  business, technique, and biznique), an add-on tour where you 
can witness the business behind the Magic and learn firsthand how 
Walt Disney World®resort runs their kingdom, keynote speakers from 
the Disney institute, and an add-on opportunity to watch fireworks at 
Epcot® while making your way through a dessert buffet. All this under 
one roof  at Disney’s coronado Springs resort, a beautiful Walt Disney 
World®resort property with something for everyone.
 And we haven’t even mentioned a favorite event, the great Shapes 
Auction. This year proceeds will benefit St. Jude children’s research 
hospital. our theme is beauty & the bisque, and we can’t wait to see 
the amazing creations you come up with to help raise money this year! 
The great Shapes Auction committee is recruiting volunteers. if  you’re 
interested, contact katie Yallaly at doingdishesinc@bellsouth.net.
 new for 2013: when you register, you’ll need to select your classes. 
before starting your registration process, read through the full list of class 
descriptions on our website, www.ccsaonline.com. You can learn about ev-
erything from using quickbooks, dealing with employees, and fixing your kiln, 
to what’s trending, painting animal prints, spicing up your window displays, 
making money with clay, the deal with daily deals, and so much more. our 
action-packed convention schedule is chockfull of classes that will enrich 
your business, make your life easier, and help you make more money. 
 the main convention runs September 9–12, kicking off  monday 
night with the opening of  the exhibit hall and a member mixer. There’s 
an add-on event on the 8th and pre-Convention classes on the 9th. For 
full schedule, please check the website.

 our annual convention is the perfect place to mingle with other 
studio owners from around the world, speak with your suppliers face to 
face, and take home ideas to help grow your business. You don’t want 
to miss a single minute. Log onto www.ccsaonline.com today and make 
an investment in your business’s future. if  you still have questions, 
email laura@ccsaonline.com. e  

O
by Laura hollis, ccSA Marketing & Member Services Manager

online registration for our 2013 Convention is well under way. We hope you’re ready to Fuel your Creative Fire! you are invited to Be 
our guest at the happiest place on earth for four days of  learning, inspiration, education, networking, shopping, ideas, techniques, new 
merchandise, trends, friends, fun, food, and more.

©Disney
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www.totalmosaic.com
www.ccsaonline.com


Ask 
The kilN 
GOddess 
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W
First, Bob’s thoughts on pricing:
c Do your homework. know monthly 
expenses and what you must sell to cover 
them (including paying yourself). Break that 
out into a weekly plan: how much do you need 
to cover bills and payroll? After you get a feel 
for your break-even amount, set bigger sales 
goals and bank that extra money!
 c Always take incidentals into account when 
pricing products. Do you drive to pick up an order? 
consider your time and the money spent on gas.
 c inventory ties up lots of money! Don’t 
overbuy, and make sure what you carry sells (if  
you’ve moved it more than twice, it’s not selling).
 c have a wide variety of price points, 
including at least one item over $100. this 
“Premium Pricing” is based on the idea that if  
your inventory is $15–$65, the $65 pieces are 
the most expensive. Someone may feel uncom-
fortable buying that expensive $65 platter. With 
an item or two at $80–$100+, that $65 platter 
now looks mid-range. So order some oversized 
pieces or simply bundle four platters for a “serv-
ings for all seasons” package. if you already 
have a $100+ piece in your studio, go bigger! 
You can also price-bundle: package a dinnerware 
set (originally $175) for $150.
 c Don’t question your prices because a 
few people are vocal about it. Educate them on 
the emotional side of your experience, which they 
may not understand until they’re experiencing it. 
Atmosphere, selection, service, and community 
involvement are huge factors. You’re selling a 
great experience in a great studio surrounded by 
great people. have a comeback to a conversa-
tion about prices, and say it with confidence.
 c What about that coach-bag-carrying, 
cadillac-driving customer who thinks you’re too 
expensive? compliment her style and taste. 
“i can tell you appreciate a quality product. 

These pieces are not just about what you paint 
today—they’re a lifetime of memories, made 
for family and doting grandparents who value 
sentiment and thoughtfulness, just like you.”

Sales Boost: To Groupon or Not to 
Groupon?
i expected bob to scream when i said the “g” 
word. but in fact, he thinks it’s great for generating 
cash flow, just not for generating repeat custom-
ers. bob thinks that as long as you know what 
you’re getting into, there’s potential to make lots 
of money. Just do your homework and train your 
staff to handle the various situations that will arise.

Professional Help
A bookkeeper is needed to keep your numbers 
in order. have access at all times to your current 
profit and Loss Statement (p&L), balance sheet, 
and cash flow statement. running your studio—
not keeping the books—is your specialty. if  
you’re huddled over your calculator, you’ve lost 
focus on what you do best and sales may suffer. 
You’re the best salesperson on your team but 
you can’t sell if  you’re busy crunching numbers. 
(a Cpa is best for tax planning and filing, not 
getting numbers in order. And bookkeepers are 
significantly less expensive.)
 What about the $1,000 sundae? Bob 
proposes this (with a diamond ring on top!) to 
ice cream shops. The potential press coverage 
and viral possibilities are endless. how about a 
wreath made of $5,000 in lotto tickets? When a 
shop owner created one with the promotion that 
all the money would go to charity, he sold it! The 
shop received tremendous free press and viral 
coverage worth well over the 5 percent margin it 
cost to give away the tickets. big-ticket items sell! 
Even if it’s just one a year, your bank account will 
cheer. e

Pricing and 
Profitability
An interview with bob negen of  Whizbang! Training; by hillary Moulliet, Art Space Studio, charlotte, north carolina

With more than twenty years’ retail experience, bob negen has a vast understanding 
about finding customers, keeping them happy, and getting them to return. We chatted 
about his favorite price point (price that $24 piece at $24.99 because people don’t think 
of  it as $25) and maintaining regular store hours (don’t dare admit you close early if  no 
painters are present). He also advises about handling the customer with a fancy SuV who 
complains about your prices. and then there’s the $1,000 ice cream sundae.

Dear Kiln Goddess,
 I love glass, and so do my customers. But 
how do I know what to stock? I always seem to 
run out of bases and have plenty of color, or 
the reverse. How do I get it under control?
 Signed, Scattered and Shattered

Dear honey You Are glass-tastic,
 it’s true: glass is great. There’s no waste—what 
one person doesn’t use, someone else will. The com-
mon denominator among studios i spoke with was that 
everyone took a visual inventory to determine reorders, 
and everyone felt there must be a better solution.
 in my studio, we treat the bases like bisque and 
the colors like paint. in other words, we keep up with 
our bases (6x6, 8x8, rounds and squares, etc.) just 
like we keep track of plates and mugs, restocking when 
we’re low on a size or shape. We cut our own from 
24x24 sheets. as for the colors, just like pottery glaze, 
we know we’ll use more orange at halloween, red and 
green at christmas, blue in the summer, and so on, and 
then restock those colors as we are running out.
 The “large-volume” studio i spoke to orders 
on a weekly basis, including precut blanks and 
colored glass components. Timing depends on prox-
imity to a supplier and frequency of  ordering. Most 
glass is done late in the week and on weekends, so 
a Monday morning task is to check what sold and 
replenish the supply. regardless of  whether you 
order or cut, you will determine your comfortable 
level of  stock for each size, and adjust accordingly. 
You don’t want to run out on a busy Saturday.
 And then there’s colored glass, because it’s not 
as simple as pouring out a bottle of glass to make the 
bits and pieces that customers love. First, decide what 
colors you want to carry, and how you want to carry 
them. Do you want to cut sheets into strips and chips, 
and cut and fire glass to make pebbles and dots? or do 
you want to order these items? remember, much of the 
glass used will be the “leftovers” from others, but you 
still need to have the right glass ready to go.
 if  you cut your own, it’s a good idea to keep a 
set of  glass that isn’t out for customers—say, one 
sheet of  each color in 12x12 that you can pull to the 
front when you are out. When it’s time to reorder, 
restock that inventory, and make sure you have 
enough of  the popular colors in stock.
 remember, there isn’t as much glass on the market 
as there is glaze, and when the producer runs out, so do 
the suppliers and then the studios. order your christmas 
red at convention, and order twice what you think you’ll 
need. After all, you can use it for valentine’s Day.
 As for clear: be efficient! check your scrap 
pile first when making smaller items like pendants, 
crosses, and nightlights. Small scraps are perfect for 
summer camp projects—they will use your leftovers 
and take a while to finish and their parents will love 
the projects. Win-win-win! e
 As for the advice here, take it or leave it, but 
don’t blame the ccSA as we don’t take responsibil-
ity for the answers! Please send your kiln goddess 
questions to kilngoddess@ccsaonline.com and we 
will forward them to the kiln goddess!

BUsiNess seNse



www.bisqueimports.com
https://www.facebook.com/bisqueimports
http://pinterest.com/bisqueimports/
https://twitter.com/bisquebrat
http://www.youtube.com/watch?v=8JmmVuEnrwQ


L
 in fact, tweens are responsible for influencing an estimated $200 
billion in sales a year—of which $43 billion comes from their own money 
(by that i mean their allowance and the monetary gifts they receive). With 
100 percent of  their money considered “spending money,” no wonder 
marketers are paying so much attention to them.

Targeting the Tween Market
The best way to understand any demographic is to learn what’s driving them. 
Experts on the tween market say that tweens spend their money on things 
you would expect, like video games, clothes, snack foods, consumer electron-
ics, music, books, toys, and crafts. but they also say that tweens spend their 
money on experiences. With this in mind, creating an environment within your 
studio that appeals to tweens is crucial. how do you do that? 

Personalization is a huge trend across the board. but it is especially 
important for tweens, as they are at the age where they are seeking to 
fit in with their peers as they forge their own identities. They align them-
selves upward toward the young adult demographic and are seriously 
insulted if  you treat them as children.
 Tweens like to have a sense of ownership of their personal space. 
Their bedrooms are the most likely space where they can express their 
personal taste and preferences. As a studio owner, you should be aware 
of bedroom decorating trends for tweens and teens. Pb Teen by Pot-
tery barn is an excellent source for seeing how the current trends are 
interpreted for the tween-teen market. At Pb Teen, spring/summer trends 
in girls’ bedrooms include bold florals, stripes, tie-dye, black-and-white 
prints, and monograms. guys’ bedroom themes include sports (rugby 
and football), surfing, tie-dye, mariner, and camo. pB teen also recog-
nizes that tweens and teens live beyond the walls of their bedrooms, and 
they provide decor choices that include “study 
spaces” and “lounge rooms.”

Pop Culture Influence
The tween market is heavily influenced by 
celebrities, pop stars, Tv, and movies. Just watch 
the Teen choice Awards held each August to see 
what’s trending with tweens and teens for the 
coming year. Last year’s awards show winners 
included the movie hunger games, the Tv show 
glee, and the boy band music group one Direc-
tion. Sci-fi fantasy, dark romance, zombies, and 
apocalyptic themes are still tween/teen favorites.

Color and Print
color combinations aimed at the tween market 
are bolder and incorporate a lot of  black. There 

is still pink and purple for girls and blue for boys, but these colors are 
strong in intensity, not babyish at all.
 graphic stripes, illustrations, hand drawing, graffiti brushstrokes, 
and overprinting or layering of  design elements is popular. Floral motifs 
for tween girls are large-scale to avoid looking like a print designed 
for younger girls. retro music tapes, microphones, and record players 
inspire both graphics and products within the tween boys market. 
video games, especially retro ones like Super Mario bros and Pac Man, 
continue to influence the design trends.

Leisure Activities
Tween girls’ interests include arts and crafts, listening to music, reading 
books, fashion, reality shows, celebrities, nature, and animals. For tween 
boys, interests include sports (both watching and participating), music, 
science, and famous people. The point is, tweens probably have more open 
leisure time than other demographics, especially during holiday breaks and 
summer vacation. Appeal to their interests to attract their attention.

Technology
Technology is an integral part of tween life. They most commonly socialize 
online through email, instant messaging, or blogs. however, reaching out 
to tweens online can be tricky. Due to the children’s online Privacy Protec-
tion Act, which limits companies from collecting personal information about 
kids under 13, tweens are often not engaged on popular online platforms 
like Facebook, Twitter, and instagram. be mindful of this.

A Place to Belong
Tweens love an appeal to the senses—bright colors, music and music 
videos, a wide variety of  merchandise to choose from, and mostly they 

want to feel like they belong. interactive experi-
ences like in-store contests, product giveaways, 
and special “insiders” perks are favorites of  
tweens. catering to these needs will go a long 
way with this demographic.
 Finally, keep in mind that tweens rely on 
mom and dad for the majority of  their purchases 
and transportation. So, while tweens may drive a 
demand, parents are the real buyers. Thus you 
must also appeal to the parents of  tweens in 
order to truly be effective and gain access to the 
larger share of  dollars at stake. e
 iLoveTocreate®, a Duncan Enterprises company, con-
ducted research to compile the information contained in this article. 
Trend research is used in the development of  all Duncan® ceramic 
Arts products. Statistics Source: Tweens r Shoppers: A Look At the 
tween market and Shopping Behavior. popai – the global associa-
tion for Marketing at retail.
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Tween Appeal
by Jennifer blevins, consumer Trends Specialist, 
iLoveTocreate®, a Duncan Enterprises company

Let’s talk tweens. these 8- to 13-year-olds that make up the tween demographic aren’t old enough to vote or drive, and they probably 
don’t have mom and dad’s permission to go to the shopping mall alone. but they do have some serious buying power. There are an 
estimated 20 million kids in this age range and they form the most powerful consumer group since the Baby Boomers.

TReNd FlAsh
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canadian regional
ON The ROAd

 in our professional visits to Finland, italy, France, Spain, hungary, 
and the united States we’ve worked with artists from all over the world. 
That great opportunity allowed us to network and share artistic expe-
riences with many other artists. Together we have done a number of  
commissioned works, including such architectural ceramics as fountains, 
patio bar tables for hotels, and fireplaces. We have also been involved in 
industrial design for the ceramics industry.
      but as soon as we moved to canada, we fell 
in love with the “paint your own pottery” concept. 
We decided that we needed to open our own “do it 
yourself” ceramics studio, so in 2006 we estab-
lished Artistic Way in Toronto. We love working with 
people and bringing an art experience to every-
body. And we definitely love clay. besides drop-in 
glass and ceramics projects, we offer a variety 
of  art classes for all ages, including painting and 
drawing on canvas, cartooning, and animation. When our older daugh-
ter decided to enter an art university, we helped her build her portfolio. 
Driven by that successful experience, Artistic Way started helping 
students to build their portfolios for art high schools and universities. 
We take a great pride in our art school.

      Soon enough, we began using our knowledge of  ceramic design to 
create new bisque shapes that we felt would be a good contribution to 
our business. We wanted to create fun new objects that we did not see 
anywhere else in the market. Some of  these designs can be seen at 
www.bisquehouse.com. We enjoy running our family ceramics business, 
which lets us utilize all our artistic abilities and have fun in the process. 

it’s not always easy, but each year when we see our 
dear friends at the ccSA convention we get so much 
energy and power to keep going.
      When we became ccSA members we felt the 
same energy that we experienced with our fellow 
artists back home. ccSA members are like a big 
family with a great passion for ceramics, glass, pot-
tery, and art in general. We appreciate the way they 
help all their members to be successful in this busi-

W
by neb and natasa Stojkovic, Artistic Way, Toronto, canada

We have something of  an international background, having grown up in belgrade, Serbia, and exhibited and sold our artwork in numer-
ous private and museum collections throughout Europe, the united States, and canada. We also both have advanced degrees in ceram-
ics and painting. As contemporary artists, we were invited to join the international Art colonies/residency. 

dRiveN By ThAT 
sUccessFUl exPeRieNce, 

ARTisTic WAy sTARTed 
helPiNG sTUdeNTs TO 

BUild TheiR PORTFOliOs 
FOR ART hiGh schOOls 

ANd UNiveRsiTies.

natasa and neb Stojkovic of Artistic Way in Toronto, canada, hosted the event. 
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ThRee MONTh MARkeTiNG 

cAleNdAR:
ness. Each time we’ve attended convention we learned something new 
and exciting that we implement in our studio as soon as we get home.
      We are part of  a small group of  Toronto-area studios that tries to 
get together every few months to share new techniques and business 
ideas. And we were thrilled when Dena Pearlman and the ccSA brought 
a regional event to canada for the first time, this past February. The 
event was held at The glaze craze in richmond hill, ontario, owned by 
the extremely talented karin Lickers, who also sells her finished ware 
and photography in her studio. besides Artistic Way, other studios in 
attendance were bisque it, busy bees Pottery & Arts Studio, cherry 
crafts, color Me Mine Markham, creative café, Dodge creations, glazed 
Expressions, oTown bisque, and rej’s ceramics.
      neb taught glass fusing as well as the increasingly popular 
Spolvero transfer and painting technique. cheryl Field, a self-confessed 
“ceramics addict,” studio owner, and Duncan Ambassador, demonstrat-
ed two clay projects. Deco Art offered a canvas painting session, and 
Mayco’s Teddy Wright showed “vogue Tulips” on a ceramic platter.
      We also enjoyed seeing Dena’s “different face,” having remem-
bered her as a quiet person sitting with the board members at conven-
tion. but you should see her when she’s leading the roundtables! her 
energy and passion really inspired us.
      We really appreciate the ccSA’s support. hopefully such an event 
will happen again, with even more studios attending next time. e      

Attendees at the canadian regional event 
participated in a wide variety of  
artistic creations, including canvas 
painting (left) and building with clay (above). 

JUNe: national Dairy Month
  national Adopt-a-cat Month 
   Summer Fun Month
Things to Order:  For summer events: ice cream bowls 
   Extra supplies for next month’s camps
Things to Do:  have back-up staff  on call for camps 
   new window displays! Patriotic, beach, Picnic
        Watermelons, citrus 
   Sign up for convention! it is the most inspirational 
       and informative week of  the year! 
   Meet some convention buddies on chatter! 
   Save a little from each week’s sales for 
        ConVention! [$25]
June 6 ...................... Start a Facebook fan page
June 10 ................... Send a constant contact email
June 18 ................... Send in convention registration
June 25 ............. become a fan of  ccSA’s Facebook Page
June 27 ................... Finish your great Shapes Auction piece
June 30 ............. 70 days until Convention

BIG EVENT:_____________________________________

TWO SMALL EVENTS: ______________________________

JUly: creative get-Togethers Month 
  national ice cream Month
Things to Order:  Extra supplies for next month’s camps
Things to Do:  have back-up staff  on call for camps if  you are still 
        on the fence about convention, cALL SoMEonE! 
   Ask questions on chatter! This is a must-do event! 
   Start Planning after-school art, home school, 
        report card incentives, field trip ideas. 
   Save a little from each week’s sales for 
        ConVention! [$25]
July 8 ....................... Send a constant contact email
July 10-11 ............. print a 2013-14 school calendar from your district’s 
  website—note school holidays and early dismissals
July 15  ................... book a room for convention
July 18  ................... Make new field trip & fundraising fliers
July 25 .................... and mail them to individual teachers
July 27 .................... 43 days until Convention
July 31 .................... Send a constant contact email

BIG EVENT:_____________________________________

TWO SMALL EVENTS: ______________________________

AUGUsT:  indian heritage Month 
  national gold Month
Things to Order:  peace signs - Sept. 21st is the international day 
        of  Peace… Make it an event! halloween bisque
Things to Do:  have back-up staff  on call for camps 
   Sign up to volunteer at convention—The ccSA 
        needs your energy! 
   Start gathering ideas for Fall workshops and classes. 
   Save a little from each week’s sales for 
        ConVention! [$25]
August 1  ................ Plan transportation for convention
August 8  ................ Make a to-do list for September
August 12  ............. Schedule workshops & classes for Fall
August 14  ............. Take advantage of  supplier discounts
August 15  ............. Start preparing convention orders now!
August 17  ............. national pyop day is 2 months away! Start planning now!
August 19  ............. Send a constant contact email
August 28  ............. 11 days until Convention
August 30  ............. Save some money from summer camps for 
  September expenses

BIG EVENT:_____________________________________

TWO SMALL EVENTS: ______________________________
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MeeT yOUR
sUPPlieRs
DJ Freyman of Ceramics Unlimited 
and Eric Peacock of Total Mosaic

How do you choose new products or 
pieces to add to your inventory?
DJ: our entire team is involved. This group 
of  professionals includes a grandma who 
dotes on her grandkids; a young artist who 
does amazing work; two “dudes” who are 
quick to point out that we need more beer 
steins, larger coffee mugs, and lots more 
chip-and-dip platters; and several moms with 
kids whose ages range from 2 to 18. We look 
at what sells within these demographics and 
what’s trending now or what’s likely to trend, 
and then we work with our sculptor to help 
us realize those designs.
Eric: We listen to our customers’ requests, and 
we keep our eyes and ears open for artist and 
design trends outside of the mosaic community.

What items that you carry are your 
favorites and why? 
DJ: We are especially proud of  our Party 
animals introduced in 2010. each year we 
add a few more and each one does incred-
ibly well. they are roughly $2.00 each, 
but our studios are able to mark them up 
significantly, which means more money in 
their pockets. More money for our customers 
is a win for us.
Eric: We really love our nibbles & bits. They 
are the only product like it on the market. The 
only others are crushed glass. nibbles & bits 
are made from u.S.-manufactured glass that 
we hand strip and nip into irregular shapes. 
We then tumble it to make it safe, wash it, dry 
it, and bag it up for our customers.

What is your standard for good 
customer service?
DJ: Anticipate the customer’s needs or requests 
and surpass them. The second one is: listen.
Eric: We do everything we can to deliver 
great products, at equitable prices, with ex-
ceptional and personal customer service. We 
are only successful if  our customers are too!

What would you like your customers 
to know about you that they don’t 
already know?
DJ: We love it when you email us pictures of  
events and displays in your studios!
Eric: We are a family business that was 
established in 1896 with the fifth generation 
of the family now involved. We have been ccSA 
members serving contemporary studios since 
1997. the first CCSa “convention” we attended 
was actually in a hotel—in the rooms! e

 There are so many benefits to creating a 
blog for your studio, which will drive more busi-
ness in your door. it will also create more of our 
all-time favorite, google Juice for your business! 
Whether you start a blog on Facebook, your own 
business website, or (like i did) at www.blogspot.
com, most are inexpensive or even free. They’re 
also very user friendly. if  you can maneuver your 
own Facebook page, you can maintain a blog! 
The benefits are many to starting one, but most 
of all it will add more money to your bottom line.
 i recently started my own blog, and it 
has worked well for my studio in a number of  
ways. here’s what blogging can do for your 
business:
 1. Drive more customers to your website. 
The more people are interested in what you 
do, and can see it on your site, the more likely 
they’ll visit your studio.
 2. get your customers involved. They can 
comment on a blog, and also give you invalu-
able feedback.
 3. Let you share the latest and greatest 
goings-on in your studio.
 4. bounce your newest ideas off  your 
customers, and get their opinions.
 5. Let you shine as an expert in your 
field! The more people follow you, the more 
they will respect you as the leader in your 
field. You will have an edge over the competi-
tion. This is your chance to always offer the 
cutting edge. if  we learn something — per-
haps a new technique, or information about a 
new product at convention — this is a perfect 
opportunity to share with your followers 
before anyone else.
 6. keep things fresh. Every time you blog 
it’s like a new website, and people will want to 
keep coming back for more.
 7. help you maintain a captive audience. 
Whenever someone views your blog, you have 
a potential new client. Maximize this opportu-
nity by giving them the link to your website, a 
way to sign up on your email list, and the urL 
for your Facebook page. The more you can 
link together all your social media, the better 
for your business.
 8. Think about having your blog as part 

of  your website service so it gets even better 
recognition from google. google likes a web-
site that is constantly updating its data. A blog 
looks like an ongoing update.

 here are some things you can do — and 
some you shouldn’t do — to ensure your blog 
is successful:
 1. Promote, promote, promote! Make 
sure all your customers know you have a blog. 
Put a sign up in your studio, post it through 
Facebook, Twitter, and in your constant contact 
newsletter. The more people you tell, the more 
potential followers and subscribers you’ll get.
 2. Make your blog about more than just 
your business. nothing turns off  a customer 
more than being sold to death. Make it per-
sonal. Your customers think of  you as a local 
celebrity. They want to know about you, not 
just about pottery. This is why you should not 
hire someone to write your blog, or have a 
staff  member do it. it should be done by you, 
the owner.
 3. if  you ask you customers for feedback, 
accept it graciously. Don’t get angry or defen-
sive. See it as a way to improve.
 4. Post lots of  great high-resolution 
pictures. Share all your customers’ great mas-
terpieces, your new products, and techniques, 
or the latest class project you’ll be teaching.
 5. Write often. keep it up to date, and 
trendy. Your subscribers will be waiting for the 
next entry!
 6. Ask your customers what they would 
like to hear about. You’ll have a captive audi-
ence.
 7. Try to tie all your marketing together. 
if  i’ve been promoting an event through Face-
book and constant contact, i want my blog to 
be about that too! i call it Trifecta Marketing
 When you start your online blog, keep it 
consistent. You don’t have to write an entry 
every day, but don’t wait months for the next 
one. keep it fun and informative, but most of  
all add great pictures for your customers to 
get excited about. check out some famous 
blogs for inspiration and ideas. See you in the 
blogosphere! e

Social media marketing: Blogging
MARkeTiNG TiPs

by Michelle booth, glazed over, houston, Texas

WWhen using the internet to market your studio, be sure to explore the world of  blogging. 
Beginning in the 1990s as a way for writers to records their thoughts online, blogging 
has become a great way for small and large businesses to share ideas and interact with 
their customers.
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DeAlIng WITh 
negATIve revIeWS

TRicks OF The TRAde

by Sandi kirkwood, clay casa, San Antonio, Texas

YYour employees give excellent customer service, making sure each 
customer who visits your studio has an amazing experience. but there 
it is on Yelp: the dreaded negative review.

dROPPiNG 
The BAll: 
WheN iT’s 
yOUR OWN 
FAUlT
by Amarilys barnett, Painted by u, birmingham, Alabama

 Most retail professionals pride themselves on outstanding 
customer service. but sometimes we drop the ball, out of  absent-
mindedness or ignorance or just by not being mind readers. After 
all, “good customer service” can mean different things to different 
people. i’m embarrassed to admit that while i’ve had my share of  
successes, i’ve also had to endure some customer service failures 
for which i blame only myself. Several years ago, when a customer 
came to pick up the items from her child’s party, the pieces were 
nowhere to be found. i told her we would locate them and refund 
half  the total to compensate for the inconvenience. We did locate 
the pottery but that’s where the good will ended.
       My daughter had recently been born and it was the middle 
of  the holidays. “new mommy brain” and a busy PYoP studio at 
christmas are not a good combination. only after several weeks 
and quite a few e-mails from the irritated customer did i finally re-
member to send the check. 
i vowed never to repeat 
this embarrassing situation, 
but it cost me a customer.
       A studio owner in 
Florida described a situa-
tion that, luckily, turned out 
much better. A customer 
had complained about the dog bowl her daughter painted—ap-
parently the glazer on duty was sloppy and the smudged item was 
not satisfactory. The owner picked up the item from the customer’s 
home, repaired and refired it, and delivered it back to her. So while 
the unhappy customer was her studio’s fault, the owner was able 
to redeem the situation and get a walking, talking billboard for her 
studio.
       Another owner recalled a painstakingly created platter with 
three children’s handprints for an out-of-town customer. You 
guessed it: The item broke. Although the customer was under-
standing, it was a huge inconvenience to redo the project. So when 
the customer returned, the studio owner surprised her with three 
ornaments: “Let’s stamp their hands on these while you’re here. it 
will be on the house and they’ll each have a customized ornament. 
it’s the least i can do for your trouble.” Suddenly it was quite the 
bargain to have driven the distance to get some free work. The 
studio now has a customer for life.
       occasions like these teach us to reevaluate our processes for 
all areas of  our business. These are the sorts of  issues that make 
us stronger and hopefully the failures are fewer and farther be-
tween. And if  they’re not, take heart. You’re in good company. e

 Like many of  us you probably worry too much over one negative 
review among all the great ones. Should you solicit some positive, over-
the-top reviews from your friends? While this may seem like the best 
course of  action, Yelp actually “filters” reviews that they believe are 
fake. They don’t say how these reviews are filtered, but they are mostly 
positive reviews that will not be included in your overall rating.
 So what should you do to prevent the negative review or to do 
damage control after one happens? consider adding contact informa-
tion on your website so customers can send feedback directly to you. 
They may be less likely to go to Yelp or other sites if  they feel your care 
about their input. i am considering a sign that says, “if  you had a great 
experience in clay casa today, tell your friends. if  you think we could do 
better, contact Sandi at . . .” with my email and phone number.
 You could also reply to the negative review on the site if it is allowed. 
Just be careful not to get defensive in your post. Let the customer know that 
you want to resolve the issue 
to their satisfaction. remember 
that others will be seeing this 
post, too, and they are inter-
ested in your response. 
 Some sites might be willing 
to remove a negative review, but 
is it really worth your time and 
effort? Last year the ice machine 
in the restaurant next door 
leaked into our party room bath-
room and wicked up the wall. it smelled musty. Even though we mopped the 
restroom and sprayed air freshener, a customer wrote a negative review 
stating that our employees didn’t care that our restroom was dirty and sug-
gesting that a truck stop restroom was cleaner. ouch! our other restroom 
was newly painted and decorated. Why didn’t she just go there instead of  
walking through someone else’s party? (you see, it still stings a bit!)
 but there’s another way to look at a negative review, too. Suppose 
our restroom had elicited a bad review even without that leak from the 
restaurant. That would have been an opportunity for us to consider  
how our restrooms look to the public. (Some customers will actually 
judge a business by the restroom!) or if  a review is specific about one 
of  your employees, that might signal the need for a discussion with the 
employee about changing their performance.
 Do you check your reviews on Yelp or other sites often? Prob-
ably not. but you can subscribe to google Alerts, hootSuite, or other 
sites that will email an alert when your business name is mentioned. i 
recently learned from chinook graham of  creativiTea that Yelp will also 
send alerts when a review is posted. or make it a habit to visit these 
sites periodically.
 Still, your best defense against negative reviews is delivering 
excellent customer service (and clean restrooms!). e
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iF A RevieW is sPeciFic 
ABOUT ONe OF yOUR 

eMPlOyees, ThAT MiGhT 
siGNAl The Need FOR A 

discUssiON WiTh The 
eMPlOyee ABOUT 
chANGiNG TheiR 
PeRFORMANce.

OccAsiONs like These 
TeAch Us TO ReevAlUATe 
OUR PROcesses FOR All 
AReAs OF OUR BUsiNess.
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color Your World
iNsPiRATiONs

      in many ways, this can be a reflection of  the way we live, work, and 
play. Just like it’s okay to leave a little white space on the pieces we 
paint, it’s also okay—even beneficial—to do the same with ourselves.
      in our daily lives, unnecessary techniques and too many colors 
can be equated to trying to be too many things to too many people; 
allowing our shifting moods to “color” our perspective; accumulating 
physical clutter that distracts us from what is really 
important; and feeling powerless as the many 
stressors we face begin to take their toll.
      When it comes to bisque, the solutions seem 
easy enough: if  it hasn’t been fired, just sponge off  
the paint and start over. or if  it’s already out of  the 
kiln, pick another piece and try to get a different 
result next time. but when it comes to our personal lives, it may not be 
so simple. Yet creating white space is definitely achievable with a little 
determination. here are some 
easy-to-implement tips to get 
you started:
 Make a list of  five things 
you can eliminate right now 
without ever needing to see 
them again: an old sweater 
you can donate to goodwill; 
a pile of  magazines you can 
recycle; a broken chair you’ll 
never get around to fixing. 
clutter zaps our energy and 
clouds our mind—and that’s 
definitely not good for creating 
white space.
 c Pick a place in your 
home—from an entire room 
to a single corner—to sit 
in silence for at least five 
minutes a day. close your eyes 
and focus on your breathing. 
if  unwanted thoughts threaten 
to darken your white space, 
turn your attention back to 
your breath and allow all that 
mindless chatter to just drift 
away.
 c Learn to say no, 
from letting your favorite em-
ployee borrow more money to 
accepting lunch invitations you 
know overextend you. Most of  
us want to make other people 

happy, so it can be difficult to say no. but creating these boundaries 
can begin to also create the kind of  white space around you that will 
make you more present and engaged when you choose to say yes.
 c Lavender essential oil is a natural sedative that promotes 
relaxation in your nervous system. When you feel stressed or your 
confidence is low, place three drops of  pure lavender oil on a soft cloth 

and inhale deeply.
 c call some friends to meet you at your studio 
for a few hours of  creativity and socialization. You 
see how much it helps your customers, and it will do 
the same for you. connecting with others, especially 
when it involves something fun and relaxing, is one 
more way to create white space in your life.

 c Work with a wellness coach to quit smoking, or lose that last 
10 pounds. eliminating these unwanted behaviors from our lives makes 

us feel lighter and brighter, 
not to mention healthier.
 c use creative vi-
sualization to achieve the kind 
of  life you want. What does 
your white space look like? 
Are you alone? With friends or 
family? At the sea, or in the 
mountains? is there music, or 
do you prefer silence? Take 
a few minutes each day to 
close your eyes and imagine 
the kind of  white space you 
want to feel wrapped around 
you. Allow its healing energy 
to make you feel calmer, more 
focused, less likely to react to 
life’s many stressors.
        remember: Just as no 
two pieces that come out of  
the kiln are alike, we are all 
unique. What works for one 
person may not necessarily 
work for another. The trick 
is to try out one possible 
solution. if  it doesn’t work, 
just give yourself  credit for 
at least considering it and 
then try another. it’s really as 
simple as sponging off  one 
color from a piece of  bisque, 
and creating a blank slate for 
your next masterpiece. e

W
By garrett a. Foster, Coach2Wellness.com

We’ve all seen those pieces come out of  the kiln, and maybe even painted some ourselves. They start out clean and simple in a beautiful, 
almost zen kind of  way. but then we just had to add another technique and a few more colors, until the streamlined design has been 
lost to a philosophy of  more is better, and enough is never quite good enough.

cReATiNG A liTTle WhiTe 
sPAce cAN MAke 
eveRyThiNG else 

BRiGhTeR.
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 Finger Sanding: gently rubbing the glazed surface to remove 
ridges or smooth out dry drips after clear glazing.
 Means to You: not recommended! The process creates air-
borne particles that can be breathed into your lungs, possibly causing 
silicosis, a lung disease resulting from inhaling tiny bits of  silica, which 
is present in glazes. Silica dust can cause fluid buildup and scar tissue 
in the lungs that cuts down your ability to breathe. Silicosis cannot be 
cured, but you can prevent it. in other words, don’t finger sand!
 Glaze versus Underglaze: “underglaze” is often defined as a 
product composed primarily of  clay and pigment, which is usually ap-
plied to greenware and will fire matte. An applica-
tion of  clear glaze is required to produce a glossy 
finish or if  the ware is intended for dinnerware use. 
While typically used on greenware, it can also be 
used on bisque. “glaze” is a combination of  raw 
materials, including frits and pigments, that reacts 
to heat to produce a protective finish on ceramic 
pieces. in traditional terminology, true glazes are 
those that contain a frit (glass) base. While a clear 
glaze can be applied with no problem to insure complete coverage, it is 
not necessary for a gloss finish or for use with dinnerware items.
 Means to You: confusion sometimes results because different 
manufacturers may call their products by slightly different names. Dun-
can, for example, calls their concept line “underglazes” because a clear 
glaze goes over them. gare’s Funstrokes calls them “undercoat” on the 
label, and Mayco’s Stroke & coats are dubbed “Wondercoat™.”
      Also, at times in our market “glaze” and “paint” are used inter-
changeably. new customers will appreciate the unique process of  
PYoPs if  you explain the difference between the two and help them 
understand the firing process.
 Food Safe: A product that has been tested by outside laborato-
ries and determined to be safe for use on surfaces that come in contact 
with food or drink according to standards set by the FDA. The test 
measures the presence of  lead, cadmium, and other heavy metals in 
the fired state.
 Means to You: “Food Safe” seems to be one of  the most confus-
ing concepts for consumers. it is sometimes used differently among 
manufacturers, which leads to confusion. Mayco recognizes “food safe” 
as a legally defined term and a term of  commonsense practice. “Food 
safe” refers to the glaze after it has been applied and fired and means 
it meets FDA standards for food safeness. Sometimes also called “din-
nerware safe.”
 Surface Issues: Textured glaze surfaces can trap food and lead 

to bacterial growth.
 Means to You: A glaze may be labeled nontoxic and dinnerware 
safe, but it may form a textured finish that could trap bacteria. These 
glazes are legally eligible to be labeled “food safe,” but food trapped 
in a textured surface can lead to bacterial growth. These glazes should 
be used on decorative surfaces only; avoid using textural glazes on any 
item that will be used for food or beverages.
 Earthenware: Porous clay bodies that are fired to maturity at 
cone 04 or 03 (low fired). most bisque in the pyop industry is earthen-
ware.

 Means to You: The earthenware clay body must 
be encapsulated with glaze to become food safe or 
to hold liquids. because it is a low-fired clay body 
and is porous (can absorb moisture), it is not rec-
ommended for dishwasher or microwave use. Small 
openings, such as stilt marks, can allow moisture 
into the body. When heated, this moisture will most 
likely expand and cause crazing or cracking.
 Stoneware: A combination of  clays that form a 

stonelike, vitreous (watertight) body during firing.
 Means to You: it is 99 percent impervious to moisture absorp-
tion. This makes is a good clay body for oven, dishwasher, and micro-
wave use. the clay body typically matures at cones 4 to 6 (or higher) 
and does not require glaze to become food safe.
 Dry Foot: The process by which glaze is removed from the bot-
tom or foot of  a clay object so it may be fired without stilting.
 Means to You: because the stoneware body is vitreous when 
fully fired, it is not necessary to completely cover the ware with glaze, 
leaving the bottom or foot of  a piece free of  glaze. The ware can then 
be fired in the kiln without stilting. because earthenware bisque is typi-
cally encapsulated in glaze, it must be fired on a stilt and should not be 
dry-footed.
 Thermal Shock: Sudden changes that occur in a clay or glaze 
and cause damage, usually through sudden heating or cooling.
 Means to You: Thermal shock may occur in earthenware bisque 
when used in the microwave, causing failure of  the bisque and/or 
glaze. cooling a kiln too quickly by opening the lid before it reaches 
room temperature or adding fans directly on the kiln can also cause 
thermal shock.
 MSDS: The Material Safety Data Sheet provides information to 
employees and emergency personnel on the proper handling of  chemi-
cal substances. information included on the MSDS sheet is dictated by 
oSHa (occupational Safety & Health administration) and is primarily 

Important Terms for 
Your Studio

POTTeRy PRiNcess

by Teddy Wright, Mayco Studio Program coordinator and Pottery Princess

EEarthenware is the most commonly found clay in nature and is the most used to make tiles, bricks, and most pottery products found 
across the globe. often called biscuit or bisque, earthenware clay has been used all over the world for more than 9,000 years. the 
majority of  clay used in the PYoP market is earthenware.

TheRMAl shOck MAy 
OccUR iN eARTheNWARe 
BisqUe WheN Used iN The 

MicROWAve, cAUsiNG 
FAilURe OF The BisqUe 

ANd/OR GlAze. 
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for employee safety but consumers may find useful information about 
handling, disposal, and risks associated with any glaze product.
 Means to You: You may be required by your state to have copies 
of  the MSDS sheets on file or know where to locate if  necessary. check 
your suppliers’ website for MSDS sheet information. You can find MSDS 
sheets for the major glaze suppliers as follows: Mayco: on Mayco’s 
website under reference, Literature and Education; gare: on gare’s 
website under customer Service, Technical and Safety; Duncan: For 
product info or mSdS, call duncan Customer Service at 559.291.4444.
 Hard Spot: An area on greenware or bisque surface that resists 
color application. This occurs when the slip hits the same spot in the 
plaster mold. chemicals form in the area that seals the plaster and will 
not allow the proper absorption of  slip in that area. The hard-spot area 
is sealed and thus will not absorb glaze.
 Means to You: A hard spot can happen anytime on cast pieces 
of  bisque. The easiest way to cover a hard spot with glaze is to lightly 
dab on the glaze, let the coat dry, and then dab on more coats if  you 
want it opaque. The more the customer brushes over the hard spot, 
the more it resists the glaze. hard spots will typically be in the same 
spot on each piece of  the same type of  bisque.
 Shelf/Witness Cones: cones come in different numbers, each 
of  which corresponds to the heating rate/temperature combination 
that will make that cone deform. At the beginning of  the firing the cone 
is standing at an 8 degree angle. A perfectly fire cone will be bent to a 
90 degree angle. if  the cone is bent less, the kiln was underfired. if  the 
cone is bent more, the kiln was overfired.
 Means to You: The only way you will know if  you kiln is firing 
properly and you are providing a food-safe item to your customers is to 
use cones in every kiln load. Also, when you call any manufacturer for 
technical support, the first question will be “What do your cones look 
like?” e
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www.chesapeakeceramics.com
https://www.facebook.com/chesapeakeceramics
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What does being organized do for you?
Judy: chaos makes me nervous. i want my staff to feel that they under-
stand how we do things and they are on the same page as me. having a 
plan for each day or project helps me to feel under control. it can also be a 
time saver also to know what the next thing “on the list” will be.
 chinook: being organized brings me more time and money. it 
decreases stress, and allows me to focus and be more productive. it 
provides an efficient environment for my employees to work in and a 
comfortable culture for customers to create in. The studio is a happier, 
more enjoyable space when things are organized.

What is your best tip for being organized?
Judy: i love lists. i keep one on the counter at home to jot down things 
i need to take care of. And every time i sit at my studio computer, i see 
the list that tells me what items we need.
 chinook: The most important thing is to define what “organized” 
means to you. being organized is about your things, your responsibili-
ties, and your upkeep. What works for someone else may not work for 
you. Move past the prized Pinterest picture-perfect and toward your 
own realistic, achievable, effective system.

What is your favorite tool for staying on track?
Judy: i love my PoS system because i can 
always track what items have sold 
over a period of  time. For example, 
i can see how many ornaments sold 
September 1–december 31, so i’ll 
know exactly how many ornaments 
to order for the season. i’m also a 
huge fan of  Post-it notes! i get great 
satisfaction from completing some-
thing and throwing the note away (not 
very green, i admit). i also love plastic 
bins and containers with drawers to 
organize small parts and pieces.
 chinook: one tool i would be lost 
without is my labeler: it can simplify, 
identify and organize all in one. Another 
is a binder system that helps organize 
and manage the studio by providing cus-
tomized daily sheets, kiln logs, calendars, 
party reservation forms, class sign-ups, 
and operations manual all within arm’s reach.

How do you prepare before convention?
Judy: i commit to taking half  business and half  technique classes. if  i 
don’t keep learning new and better ways to run my business, i won’t 
need any new techniques because my store won’t be around any more.
 chinook: i make room for the new. convention brings new cata-
logs, new pieces, and new inspiration. To take full advantage and keep 
things uncluttered, i set aside a day to clear out the old before attend-
ing. i recycle outdated catalogs, purge unpopular pieces, and get rid of  
uninspired samples.

Do you set a budget for holiday or convention spending?
Judy: i’m always aware of where my business is month to date, year to date, 
and year against year. it is important to see what items or trends are selling 
and try to make an educated guess about what i will need going into the 
holidays. i use QuickBooks to run reports, and from 12 years’ experience 
i know how much i’m willing to spend at convention or preholiday buying 
without putting myself into an uncomfortable financial situation.
 chinook: i keep holiday-specific purchasing to a minimum. instead, i fill 
seasonal displays with a mix of suitable year-round pieces in addition to a few 
holiday items. My convention spending fluctuates, but my goal each year is to 
utilize the fantastic discounts suppliers offer to cover all expenses of attending.

Do you ever make impulse decisions?
 Judy: Yes, and most of the time i’m disappointed in 
the results. come to convention prepared and don’t 

waver from your plan.
     chinook: very rarely. impulse buying often 

costs you money and adds to clutter.

Best advice for someone just 
getting started on organizing their 

store (or life)?
Judy: As i stated i am a huge “list” fan. i make 

deals with myself about completing my list. if i finish 
the things on my list i allow myself an hour to quilt 
or read or watch mindless Tv. When you first start 
out, give yourself a list of just three things you want 
to complete to keep it manageable.
 chinook: While common advice is to “do 
just a little at a time,” i find this doesn’t work for 
me. A partially organized studio is challenging to 
maintain. Even the best system tends to deterio-
rate when incomplete. My advice is to make a plan, 

make the time, do it soon, and do it completely. e

getting organized: 
Two opinions

sTUdiO sPeciAl

by Judy Salinas, glazed and Amazed, Edmonds, Washington; with chinook graham, creativiTea, bellingham, Washington

Ggoogle defines the word organized as “arranged in a systematic way or having one’s affairs in order.” here are two studio owners’ 
opinions on being organized.



www.gare.com
www.Facebook.com/GareInc
www.YouTube.com/GareInc
www.Twitter.com/GareInc
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W
 if  you attended convention in Austin last year, you might remember 
robert as the very tall guy in the very tiny cowboy hat who was line-
dancing up a storm. or perhaps you met him at garefest, where he’s 
demonstrated his sculpting prowess on everything from tiny clay figurine 
mockups to a lathe-carving session on a giant vase. his workstation is 
a colorful riot of  new samples and much older pieces ranging from tra-
ditional statues to peculiar figurines. Even if  you’ve never encountered 
robert in person, you’re probably familiar with his work: bisque made 
from his expertly crafted clay models.

 born in ireland, robert lived some of  his childhood in Stoke-on-
Trent, a city in England that many consider the pottery capital of  the 
world for its centuries-long history of  industrial-scale pottery manufac-
turing. before coming to gare, his father served as a sculptor at royal 
doulton, royal Worcester, and Wedgwood. (the Wedgwood facilities in 
Stoke-on-Trent also just happen to be the location of  this year’s ccSA 
international regional.)
 Many of  us have come to this business after at least one other 
career, but robert already knew in high school that he wanted to follow 

in this field. After earning a fine arts degree in college 
he apprenticed with his dad at gare, and has now been 
working there for 26 years. He even met his future wife 
there when she worked in the business office.
 So where do the ideas come from for all those 
wonderful sculptures? robert often looks to the gift, 
movie, and toy industry for design inspiration. Some of  
his favorite creations include guitar items, the light-up 
skull, and many kinds of  animals, as well as some of  
the “mega” sized pieces. “i’m a big person with big 
hands,” he admits, so that sometimes initially leads him 
to scale things too large, but he also confesses a love 
for “cute things.” he can also take credit for coming up 
with the ideas for some customer favorites, such as the 
owl lantern and the fast-food banks.
 The average piece takes him about four days to 
sculpt. Some come easily; others that might appear ba-
sic wind up taking much longer. The seemingly simple 
shape of  the crinkle cup, for example, turned into a 
two-week project. “First we had too many crinkles. Then 
there weren’t enough crinkles.” but he approaches all 
his creations with a simple premise: “it’s a piece of  clay. 
Don’t be afraid of  it.”
 Even with their daughter away at college, robert and 
his wife still maintain a household of  constant activ-
ity. they keep chickens (for the eggs) and geese (to 
keep the raccoons away from the chickens), as well as 
a chinchilla, a cockatiel, and two dogs. And since he 
apparently relishes keeping busy all the time, robert 
also serves as a firefighter and EMT. Even though his 
garefest nametag may be something of  an exaggera-
tion (it reads, “Lion tamer and exotic dancer”), robert 
Sharpe is clearly a fascinating individual. e
 know a character who’d make a compelling profile—
a studio owner, favorite person at a supplier, even a really 
interesting employee with a fascinating story? Email amy@
clay-play.com with your suggestions.

robert Sharpe
by Amy handy, clay Play, Yarmouth, Maine

Welcome to the first of  an ongoing series designed to introduce ccSA members to interesting folks in our industry. We begin with robert 
Sharpe, gare’s sculptor and—some might say—entertainer-in-chief.

PeRsONAliTy PROFile



20 CCSAtoday  •  Fuel Your Creative Fire  •  Summer 2013

monogram Bottle cap

BISqUE
 mB-1366 Bottle Cap

STrOKE & COAT
 SC53 purple Haze
 SC70 pink a dot
 SC85 orkid
 SC89 Cutie pie Coral 

SUPPLIES
 Sponge
 Pencil
 clay carbon paper
 #4 soft fan brush
 #2 soft fan brush
 #6 script liner brush

OTHEr GLAzES
 Fn-001 White Foundations
 Sg-401 designer liner
 S-2101 Crystal Clear Brushing glaze

DIrECTIONS

Begin with properly fired shelf  cone 04 bisque. moisten a 
clean sponge and wipe bisque to remove any dust.

using the #4 soft fan brush, apply 3 coats of  Fn-001 White 
to the piece. Allow to dry.

STEP
1

SShowcase the current decorative trend of  monogramming with a fairly easy project that requires little more than tracing and doodling.

by Adena griffith, Mayco

STEP
2

using the #2 soft fan brush, apply 2 coats of  pink-a-dot in 
the grooves on the outer edge of  the bottle cap.

check the web for monogram styles and print the chosen 
image at the desired size.

With a pencil and clay carbon paper, trace the design onto 
the glazed surface.

keeping the carbon paper in place, draw circles scattered in 
various sizes around the letter. Draw floral designs in some 
of  the larger circles.

remove the carbon paper and outline all design elements 
with Designer Liner 

using the #6 script liner brush, apply 2 coats of  orkid, Cutie 
Pie coral, and Purple haze to various dots, and two coats of  
Purple haze to the monogram.

highlight the floral designs in the larger circles using 
Designer Liner.

using the #4 soft fan brush, apply 1 coat of  Crystal Clear 
brushing glaze onto the piece.

Stilt and fire to shelf  cone 06/05. e
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STEP
10

STEP
11
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hand-Built Birdhouse
by Teresa Wik, T Pots Pottery, Truckee, california

MATErIALS
 3–5 lbs clay
 rolling pin
 Soda or soup can
 newspaper
 Wooden skewer
 Toothbrush
 bowl of  water
 Cookie cutter (optional)
 texturing tools (optional)

DIrECTIONS

Pound or roll out the clay to the thickness of  an oreo cookie. 
Wrap the can in newspaper (so it doesn’t stick to the clay) and 
roll it across the flattened clay.

using the skewer, cut along the mark made by the can. Leave a 
little extra clay so you can overlap it around the can.

Place the can on its side at one end of  the slab and roll the can 
and clay so the clay wraps around the can. Secure by brushing 

STEP
1

the tail end of  the clay with a moist toothbrush and pushing the ends 
together. Smooth the seam with your fingers. The clay should now be 
well attached around the can.

Place the wrapped can on a scrap of  clay and cut around it with 
a skewer. Attach the bottom edge of  the wrapped can to the 
base with the moist toothbrush method and smooth the seams.

Make a door, freehand or using a cookie cutter. Add some tex-
ture to the outside of  the birdhouse, if  desired.

remove the can by gently twisting and pulling.

cut out a top. get creative—make it round, square, or a funky 
shape! gently attach the top with the moist toothbrush and 
smooth the seams. Smooth all edges with your fingers. use ex-

tra clay to make a hanger if  you want one. be sure all pieces are well 
adhered.

glazing and firing: We single-fire almost all of  our kids’ wet-clay 
projects so they can make and paint the same day. When the 
pieces are bone dry, we slow-fire to Cone 06. adults tend to 

like the look of  our high-fire stoneware glazes, so for adult classes we 
typically use a higher-fire clay and bisque-fire, then customers return to 
glaze their piece, then we fire it to Cone 5. e
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For the canvas and 
cookies crowd

MATErIALS
 8x10-inch canvas
 acrylic paint of  choice (we used dick Blick): 
  red, orange, green, blue, Yellow, black, brown
 brushes of  choice
 Writer bottle filled with black paint, or liner brush
 Hair dryer (optional; great for speeding up the process)
 Acrylic clear gloss sealer

DIrECTIONS

Size up, trace, and cut out pattern; set aside.

using background color of choice, completely cover entire can-
vas front and sides. Don’t be afraid to use more than one color, 
or color and white, blending different shades. Let dry completely.

Place pattern on canvas and trace.

using colors of  choice, paint each area solidly. (this usually 
takes two coats for thorough coverage.)

using a black-filled writer bottle or a liner brush, add a rim 
around the mouth, detail the eye area, and make squiggle 
lines around the entire monster. Add dots to the arms and 
other detailing as desired.

Allow to dry completely, then finish with one good coat of  
clear gloss sealer. e

monster mania!

STEP
1

STEP
2

STEP
3

STEP
4

STEP
5

STEP
6

WWith summer and camp season underway, monsters are a bigger hit than ever! Whether you paint one in bisque, hand-build in clay, fuse 
in glass, or paint one on canvas, the creative possibilities are endless. This simple canvas project offers lots of  room for kids to make 
their own versions. (note: We’ve found that tracing around cut-out patterns works well for children’s canvas projects.)

by Judi novotny, it’s Yours Pottery, omaha, nebraska
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by crista Toler, chief  visualizer, bisque imports

BISqUE
 metropolitan Coupe platter (#177)

DUNCAN COLOrS
 Cn244-8 really White
 Cn522-8 really White Sprinkles
 Cn-142-8 Bright aqua
 Cn-151-8 Light Blue Spruce
 Cn514-8 Straw Sprinkles
 Cn521-8 Kiwi Sprinkles
 Cn011-8 Light Straw
 Cn182-8 Bright Kiwi
 Cn504-8 neon orange
 Cn384-8 Fruit punch
 Cn181-8 Light Kiwi
 Cn516-8 really red Sprinkles

OTHEr MATErIALS
 #4 fan brush
 #3 round brush
 #8 square shader
 #4 liner brush
 Drink pattern
 Scissors
 Sponges
 3 small bowls for mixing
 Straight pin

DIrECTIONS

using the #4 fan brush, apply a thin coat of  really White 
over the top of  the platter.

“Soak It up” Platter
cut out three copies of  the drink pattern and position them 
on the platter. using a damp sponge, gently press the pat-
tern onto the wet bisque, making sure to smooth out all bub-
bles. be sure the patterns are firmly adhered to the platter.

using three separate bowls, add small amounts of  water to 
really White Sprinkles, bright Aqua, and Light blue Spruce 
to create a wash the consistency of  heavy cream. using the 
fan brush, apply the wash to the platter in long horizontal 

strokes. There’s no need to wash the brush between colors; simply apply 
and blend the glaze until you’ve reached your desired texture.

carefully remove the patterns with a straight pin.

cut a sponge into the shape of  a star, and use this to cre-
ate your lemons and limes with Straw Sprinkles and kiwi 
Sprinkles.

using the #3 round, fill in the area around the star with Light 
Straw and bright kiwi. if  desired, outline the lemon stars with 
neon orange.

using the #8 square shader, paint the lemonade cups with 
2–3 solid coats of  (from left to right) Fruit punch, Light 
Straw, and Light kiwi. 

using the rounded end of  a paintbrush, create accent bub-
bles using really red Sprinkles, neon orange, and bright 
kiwi. 

Finish your cups by adding really red Stripes to the straws 
with the #4 liner.

now it’s time for your fun seasonal phrase! 
  using the the #4 liner and Bright Kiwi, 
  apply your lettering. Apply clear glaze, then 
  stilt and fire to cone 06. enjoy! e
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by Lisa Feltz, chesapeake ceramics

BISqUE
 tablet/phone Stand (CCX235)
 Square mug (CCX983)

COLOr
 Any bright colors, speckled and/or solid, will work. We used:
 SC-75 orange-a-peel
 SC-11 Blue yonder
 Cn505 neon green
 Cn253 duncan Concepts Black

OTHEr MATErIALS
 Pen
 Br592 deerfoot stippling brush
 aQ2250-6 #6 round brush
 Writer bottle
 Q-tip (optional)

DIrECTIONS

using a pen, sketch the outline of the body, eyes, teeth, feet, 
and whatever monster details you’d like.

paint 3 coats of your chosen background color around your 
monster.

Paint your monster. For a fuzzy look, apply two coats of fur 
with a stippling brush. For a smooth look, apply 2 coats of  
color with a round brush. You can stipple body color around 

the details (eyes, feet, teeth) so that they remain white. if  color acciden-
tally ends up in the detail areas, remove the excess with a damp q-tip 
before continuing.

Detail your monster. using writer bottle filled with black, out-
line any areas you’d like to stand out (such as eyes, horns, 
shoes, feet, and so on).

Doodle. on the side of the tablet stand or between the mon-
sters on the mug, you get to doodle. We used the aC219 metal 
Tip Detail bottle. With older kids or adults, you can discuss the 

art of zentangle®, which involves combining structured and often repeti-
tive and intricate patterns in black and white (for more information, visit 
www.zentangle.com). younger kids can certainly attempt this but may be 
more successful with simple scribbling. We scribbled the mug and then used 
the back of a rounded paintbrush to apply colorful dots within the scribbles.

apply clear glaze and fire to cone 06. e

Trend Blend: monsters & mayhem
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Springtime coasters by Denise christmas-gibson, 
bisque imports

if  necessary, use a toothpick or other sharp instrument to 
clean up excess paint after it’s thoroughly dry.

glue the transparent glass to the white glass, combining 
the colors as desired.

Fire to Full Fuse. e

MATErIALS
 8-inch square white glass
 4-inch squares transparent glass, one each of  4 different colors
 black glassline paint

TOOLS
 glass cutter
 running Pliers
 Crafter’s Workshop stencils: 6-inch and 12-inch Birds design
 Tape
 Sponge
 Toothpick or skewer
 glue

DIrECTIONS

Cut the white glass square into four 4-inch squares. Cut a 
1-inch strip off  each of  the transparent glass squares.

Tape the larger stencil on top of  one of  the white glass 
squares. Squeeze out a bit of  black glassline onto a 
cleanable surface and, using the sponge, apply the 
glassline by pouncing the sponge over the open parts 

of  stencil pattern. repeat with another square of  white, then do 
the same with the smaller stencil on the other two white squares. 
Allow to dry.
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