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Letter from 
the President
 by Julia McNair, CCSA President

Dear CCSA Members,

Once you join the CCSA, you find out how much it has to offer you. But you have 
so much to offer it, too. And you can help the CCSA by volunteering, in many 
different ways.
 
We volunteer help and ideas on the chatter board. We share our experience and 
our knowledge, and we get as much as we give. Don’t just lurk – join in 
the conversation!
 
Our Board of Directors is a volunteer board. We’re here because we love what 
we do, and want to help our organization grow. We have a new board elected, 
ready to serve you with new plans and programs for the coming years.
 
We volunteer on committees, to help make our association better. 
Our volunteers research trends, promote the industry, welcome new members, 
and help convention run smoothly.
 
Our international committee is opening up the world to the CCSA, and helping the 
CCSA understand the wants and needs of our international members better.
 
At convention, volunteers help everything run smoother. Check-in, teachers, 
the auction – all of these things happen because volunteers are a part of the CCSA.
 
The “Great Shapes” Auction is an all-volunteer event. They work at collecting the 
shapes, getting them displayed, and watching the bids. The Auction has raised over 
$90,000 in four years. This is the fifth year of the auction, and we know it’s going 
to be bigger and better than ever. It happens because you donate the items to 
be auctioned.
 
At the CCSA Member Meeting in Columbus, we’re having a CALL FOR 
VOLUNTEERS. Your ideas, your energy, and your enthusiasm are what make
the CCSA Great. It’s not just for what you do in your own studios; it’s how you 
share that excitement with others. 
 
We hope you will answer the call. There are so many places that you can help, 
and we hope you’ll find a place that you think you’ll fit in. Your voice will only help 
make our organization better and stronger.

Sincerely,

Julia McNair
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Dear CCSA Members,

2007 will definitely be known in the future as the year of Diversification for the PYOP 
industry.  As the CCSA Board met for Strategic Planning last year, we identified the need 
for our members to diversify as a strategic goal for 2007 and into the future.  

Writing a new chapter to your business and to our industry (without compromising 
our base) is a key to future growth.  Many of our members have found that there are 
opportunities and challenges through diversification, including determining what 
products or services to add to your business.  Your opportunities to diversify your 
business are basically grouped into two categories:  Diversification of Products and 
Reaching New Markets.

Merging products that are complimentary to your base PYOP offering is a way to 
both reach new markets and to keep your current customers inspired (keep them 
coming back for more).  In this issue of CCSA Today, you’ll find a number of articles
 that can help you to get started on that new chapter to your business.  Combining 
glass and clay, adding fired glass, and offering mosaics are all Creative Arts techniques 
that can flow well with the current PYOP business model.  This issue of our magazine 
addresses those techniques through three business and technique articles.   
The CCSA Convention also offers both business and technique sessions that will 
give you the education and the inspiration to diversify.  

Of course, PYOP is our base product line and we must continue to build on it.  In 
consideration of this, the CCSA is working at continuing to provide you with education 
through this magazine, our monthly emails and through the CCSA Partners Meeting for 
Success convention to continually improve your current offerings.  

Reaching new markets can also be accomplished by changing who and how you target 
customers.   As the world changes, so do our customers and it’s important that we 
know who they are and how they are inspired.  Trends among consumers that seem 
to intersect while at the same time counter each other can be confusing for any 
business.  You’ll find new information in this issue of CCSA Today through several
articles including: It’s a Time Starved World, Always On/Alone Together, and Trysumers.  

You reach new markets by finding the right product(s) that will inspire consumers 
and then learning how to market to those consumers.  We hope that the information 
in this issue of CCSA Today will help to inspire you to diversify and grow your business!

Sincerely,

CCSA Executive Director
Your Partner in Success
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lies in getting off our backside and doing it.
 We need to put our efforts in to doing and 
soon the doing is done. Many suffer from brain and 
action freeze and then feel guilty for not getting 
things finished. Action eliminates not only the guilt, 
but also the task at hand. As we continue doing what 
needs to be done, it becomes easier to tackle the 
next challenge. The old adage of “never wait to do 
tomorrow what needs to be done today,” continues 
to be good advice.
 When putting your priorities together, ask 
yourself which of these steps will get you closer to 
your objective. Eliminate the unnecessary ones and 
complete the essential ones. Today!! At the end of 
the day are you closer to your objective? If you are, 
congratulations! If not, examine why and do what 
needs to be done. Today!!

DAVE’s CORnER
 by Dave Currie, Ceramics Unlimited

A quarterly column answering your 
most common questions about business

 The devil was once asked what his favorite sin 
was. “Procrastination” he answered. “If I can get a 
person to just put off doing something, than my entire 
plan works out.” Success Magazine in one of its early 
issues made a statement that has been my personal 
motto for years. “The successful person does what 
the average person just thinks about doing.”
 Most of us know what needs to be done. Many 
times when we ask for advice, what we are looking 
for is validation. So why do we wait? Why do we stick 
our heads in the sand?  Why is it easier to fume and 
fret than to just buckle down and get the task done?
 First, we must learn to prioritize. What is most 
important? What can be delegated? Then we need to 
use an action plan. Today!! Steven Covey in his book of 
Seven Habits uses this as his first habit. It is relatively 
easy to decide what needs to be done. The difficulty 
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EXCHANGE – your best flyers and promotional materials.  
This is a follow up to the very successful Camp Flyer 
exchange last year.  Bring your most successful flyer to 
convention.  We’ll copy it for all and distribute everyone’s 
flyer at the Member Meeting.

EXHIBITS – Over 100 exhibits will be open every day for 
you to place your holiday orders, find out about new prod-
ucts and get to know new suppliers.  All of the best suppli-
ers in the industry will be attending as well as many new 
suppliers.  Our theme this year is “The Most Wonderful Time 
of the Year” focusing on the winter Holidays.  Booths will be 
decorated to blend in well with the festivities.

SHOW HOurS:
August 25 ............ Exhibits open 6:00pm - 9:00pm
August 26 ............ Exhibits open 1:30pm - 6:30pm
August 27 ............ Exhibits open 11:00am - 5:00pm 
August 28 ............ Exhibits open 8:30am - 2:00pm

NEW STudIO TrAINING — AuGuST 25, 2007
Lunch is included in this training class designed for studios not yet 
opened.  Taught by some of the most knowledgeable consultants 
and studio owners in the industry, this class on Saturday, August 
25th is a must for exploratory members. Check in at 8am.
	 •		Store	Design	Basics	-	Helene	Safford,	
  The Studio resource, 8:30-9:45am
	 •		Lease	Negotiation	-	Elisa	Waldman,	
  Successful Studio Consulting, Inc, 8:30-9:45am
	 •		Startup	Budget	-	Connie	Speer,	
  American Ceramic Supply, 10:00-11:15am
	 •		Business	Plan	-	Elisa	Waldman,	
  Successful Studio Consulting, Inc, 10:00-11:15am
	 •		Daily	Operations	-	Beverly	Blew,	
  Chesapeake Ceramics, 1:15-2:30pm
	 •		Basic	Kiln	Knowledge	-	Jim	Skutt,	Skutt	Kilns	
	 	 and	John	Hohenshelt,	Paragon	Kilns,	1:15-2:30pm
	 •		Finance	Basics	-	Colleen	Carey,	
  Mayco Colors, 2:45-4:00pm
	 •		Glazing	and	Firing	-	Connie	Speer,	
  American Ceramic Supply, 2:45-4:00pm
	 •		New	Studio	Q	&	A,	11:30am-12:15pm
	 •		Technical	Q	&	A,	4:15-5:00pm

“From creative techniques to marketing and business management, the CCSA Convention delivers. 
All of that and good times too!” Bonnie	Karet,	Top	Banana	—	Mud	Monkey	Pottery	and	Art	Studio

Mark your calendars 
for the CCSA convention

August 25 - 28, 2007
Columbus, Ohio

See yOu tHere!

Partners Meeting 
fOr SuCCeSS
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MAKiNG	MONEy	THrOuGH	THE	CCSA: Using your CCSA Benefits to Make Money 
and Save Money
DEALiNG	WiTH	CHALLENGiNG	PEOPLE	AND	SiTuATiONS: Focus on how to turn 
challenging “people” situations around
STAYING SAFE ANd HEALTHY IN YOur CErAMIC STudIO: Health and Safety Tips. 
Focuses on Technical and Housekeeping rules that every studio owner needs to know
KiLN	rEPAir: Learn how easy it is to do your own kiln repair
LONG TErM SuCCESS WITH CrEATIvE ArTS - dIvErSIFYING YOur BuSINESS: 
Focuses on major products that fit our industry and/or that other studios have success with
OPENiNG	ADDiTiONAL	STuDiOS: The Perils and the Joy
CAPTuriNG	yOur	SHArE	OF	NEW	MArKETS: Marketing to different Cultures
MANAGING MANAGErS: Successful skills in hiring, training and managing a manager 
for your studio
FALLING IN LOvE WITH YOur STudIO AGAIN: A motivational class for all studios 
but directed at more seasoned studios (3+ years) that have lost that feeling and 
inspiration.  With new eyes, fall in love with your studio again.
rOuNdTABLES ON dIvErSIFICATION
DESiGN	AND	iNSPirATiON: Explore the trends for design in the next year.  
Learn how they fit with what you do for your studio – bisque, colors, design of  samples, 
design of  studio
ASK	WHAT	yOur	KiLN	CAN	DO	FOr	yOu: This popular class will be taught for the 
first time at CCSA. Focusing on all the different uses for your kilns

PrOFESSiONAL	SPEAKErS

BuSiNESS,	TECHNiCAL	&	TECHNiQuE	CLASSES
•		 4	brand	new	Pre	Conference	technique	classes	from	some	of	the	best	
 presenters in the industry!
•		 regular	Convention	Technique	Classes	(included	in	your	basic	convention	
 fee) all run 3-4 times to insure you can attend the classes you want! 
•		 10	brand	new	techniques	that	you	can	begin	teaching	in	your	studio	
 right away! 
PrE-CONFErENCE	TECHNiQuE	CLASSES
A limited number of spaces are available in each of our Pre-Conference Technique Classes 

BASIC/INTErMEdIATE HANdBuILdING CLASS
Daniel Gegen will teach the basics of handbuilding, how to select and use a slab roller, 
and create projects that are good for children and adults. You’ll work on projects that 
are quick and easy for scouts, school groups and camps, and more sophisticated 
projects that are great for adult groups. Runs once. Aug. 25 - 8am - noon
ADvANCED	BruSHSTrOKES	WiTH	DAviD	HOFF
This class is for those of  you who have taken the basics in brushstrokes and 
want something more!  Create two designs using your brush and new skills.  
Runs once. Aug. 25 - 1-5pm
FABuLOuS	PAiNTiNG	WiTH	TiM	AND	JON
Come and create with the fabulous Tim McPherson and Jon Dean! You’ll work on sev-
eral new projects that you’ll love to take back to your studio to excite your customers. 
Runs twice. Aug.	25	-	8am	-	noon	&	Aug	25.	-	1-5pm.
CELEBrATE THE SEASONS
Donna Toohey will be sharing her signature one stroke techniques in this four 
hour class. You will make several pieces to celebrate the seasons.  Runs twice. 
Aug.	25	-	8am	-	noon	&	Aug.	25	-	1-5pm

 EACH	OF	THE	FOur	HOur	CLASSES	WiLL	BE	OFFErED	FOr	$50	PEr	STuDENT.	 

	 	 	 	 				riCH	KizEr		 	
               ANd GEOrGANNE 
            BENdEr 
	 	 	 	 											ArE	BACK	WiTH	
        SOME GrEAT NEW 
	 	 	 	 	 				PrESENTATiONS!

Keynote	by	Kizer	and	Bender

The Crackle Factor
re-energizing	your	Business

It’s time to turn off the auto-pilot and make your store crackle again!

Join	Kizer	&	Bender	as	they	share	what	successful	retailers	do	to	
re-invent their stores and consistently create unique customer 
experiences.	if	your	Crackle	Factor™	has	fizzled	out,	then	you	
won’t want to miss this exciting and profitable presentation.

Neutralizing	your	Competition
The unique and sometimes outrageous things top retailers do to 
stand tall in a crowd of competitors!

With so many stores doing the same things the question is this: 
What are you doing in your own store that makes it special? What 
are you willing to do for your customers that no other store can 
knock off? Are you willing to forget the latest self-help book 
from the latest guru and rely on the uniqueness of your store and 
your people? “Neutralizing	your	Competition” is chock-full of 
strategies and tactics, tips and techniques to set you far above 
your competition.

Street Savvy TEAM Building
Strategies that Work with the Generations that Make up Today’s 
Workforce	,	Hot	Tips	on	recruiting	and	Hiring	Top	Performers	,	How	
to Build Top Teams , How to Motivate Your Team plus The Things 
that	Keep	Them	Motivated,	inspiring	Each	Team	Member	to	Deliver	
Incredible Customer Service
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All convention events will stem from the Greater Columbus Convention Center 
which is connected to the Hyatt regency Columbus.

To book your sleeping rooms call the general reservations line 614-463-1234 
or 800-233-1234 of the Hyatt regency Columbus. 

When calling to make reservations mention that you are with Contemporary Ceramic Studios Association 
Our rate is only $119 per night. 

PLEASE	rESErvE	yOur	rOOM	SOON	AS	Our	BLOCK	iS	LiMiTED!	

HOTEL INFOrMATION

CONvENTION SCHEduLE

SATurdAY, AuGuST 25:
8am-5pm – New Studio Training

registered participants, additional fee

8am-noon	–	Pre	Con	Technique	Classes
registered participants, additional fee

1-5pm	–	Pre	Con	Technique	Classes
registered participants, additional fee

1:30-5:30pm	-	Pre	Con	Financial	Class	–	How	to	Become	
More	Profitable	registered participants, additional fee

6-9pm – Exhibits Open to all registered participants

SuNdAY, AuGuST 26:
9am	–	Kizer	and	Bender	Keynote	-	The	Crackle	Factor

10:15am	–	1PM	-		Business,	Technical	
and Technique Classes

1:30-6:30pm – Exhibits open

7-9:45pm - Business, Technical and Technique Classes

MONdAY, AuGuST 27:
8am-9:15am – Member Meeting 

and Exchange

9:30am 3:45pm - Business, Technical 
and Technique Classes

11am – 5pm – Exhibits Open

2:15pm – International Meeting 
and reception

5pm – Supplier Meeting

6-10pm – reception and 
Live Auction

TuESdAY, AuGuST 28:
8:30am-2pm – Exhibits Open

9am-Noon - Business, Technical 
and Technique Classes

2pm – Convention Over

A full schedule of classes is available on Ceramic Chatter on www.ccsaonline.com
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Convention	Package	technique	classes	are	all	offered	for	no	additional	charge.
All	supplies	are	provided	(although	you	might	want	to	bring	your	own	brushes	if	you’re	picky).

Classes are offered first come, first served. The Technique Class Schedule is posted under Convention in Ceramic Chatter

TECHNiQuE	CLASSES

NEW	PrODuCT	HOT	TrENDS:
dragonfly – Mayco
rich	&	Bold	Teapot	–	Duncan

BEYONd BASICS:
Winter Woods- Chromacolour
Saucy Bowl – Mayco
Faux Maux-saic – Gare

ONE	STrOKE:
Tapestry of Leaves – duncan
Poppy	–	Donna	Toohey

HOLIdAY:
Penguin	Trilogy	–	Gare

MOdErN:
Sanded Folk Art – Gare

ANYTHING BuT CErAMICS:
Creative Fusing – Glass By Gretchen
Metal – Bisque Imports

“CCSA conventions are a great way to sharpen your business skills, expand your artistic 
knowledge, and to learn from many fascinating industry professionals that want to help 

your	studio	become	even	more	successful.	Don’t	miss	the	incredible	Kizer	&	Bender	sessions,	
as	their	retail	&	marketing	ideas	helped	us	increase	our	average	ticket	to	over	

$85 per customer during 2006...and grew our overall business to where we now rank 
among	the	top	20%	in	revenue	among	PyOP	studios	nationwide!”	

Jim	&	Stacy	radford,	Directors	of	Fun	(owners),	FirED	uP!,	Seaside,	Florida
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rEGISTEr NOW!
Business Name (if  open): _________________________________________________________________________________________

Contact Name: _________________________________________________________________________________________________

Address: _____________________________________________________________________________________________________

City: ___________________________________ State: ___________ Zip: __________________________________________________

Phone: _____________________ Fax: ______________________ Email: __________________________________________________

Are you a studio?  r Yes  r No   Supplier?  r Yes  r No  (pick only one)   How many studios do you own? _________   Is your studio open?  r Yes  r No   
Age of  studio _________    Are you a CCSA member as of  2007? r Yes  r No (only members can attend the CCSA convention)  
r I wish to join/renew with CCSA (through Jan. ‘08) for $225.00.  ToTAL: $ _____________

BASiC	CONvENTiON	PACKAGE: Includes 4 days (August 25th-28th) of  convention classes and exhibits, lunch for 2 days (26th & 27th) and a fabulous 
Convention Reception! The convention begins at 6PM on August 25th and closes at 2PM on August 28th.

FEE:  $275.00 (1st person); $255.00 (per additional person).   Number of  people at prices above: ____________          ToTAL: $ ______________

         Reception Only for guests not registered. August 27th • $55 per person:                                                                   ToTAL: $ ______________
Note:	Because	we	may	sell	out	we	cannot	guarantee	at	the	door	admittance.	Plan	early	and	register	now!	

First Name(s) for Badges: _________________________________________________________________________________________
Complimentary lunch will be served August 26-27th.

PrE	CONvENTiON	PrOGrAMS	-	AuGuST 25TH: NEW STUDIo TRAINING PACkAGE — You must be a registered convention participant to also participate in this portion 
of the training. This program includes lunch and in depth class training. See previous pages for class selections.

r  If  your studio is not open, all day program on Aug. 25th; $150 per person.  ............................................................................ _______ people @ $150 each. 

r  If  your studio is open and is new, all day program on Aug. 25th; $150 per person.  ................................................................ _______ people @ $150 each. 

PrE-CONFErENCE	TECHNiQuE	CLASSES — Details on each class are above. You must be a registered participant to participate in this portion of the training.

• BAsic/inteRmediAte HAndBuilding: r Aug. 25, 8am - Noon ...................................................................................................... _______ people @ $50 each

• AdvAnced BRusHstROkes witH dAvid HOff: r Aug. 25, 1 - 5pm ............................................................................................... _______ people @ $50 each

• fABulOus PAinting witH tim And JOn: r Aug. 25, 8am - Noon ................................................................................................... _______ people @ $50 each

• fABulOus PAinting witH tim And JOn: r Aug. 25, 1 - 5pm ......................................................................................................... _______ people @ $50 each

• celeBRAte tHe seAsOns: r Aug. 25, 8am - Noon  ....................................................................................................................... _______ people @ $50 each

• celeBRAte tHe seAsOns: r Aug. 25, 1 - 5pm  ............................................................................................................................. _______ people @ $50 each

 TOTAL OF ALL ITEMS OrdErEd: $ ______________

Card Number: _______________________________________________________________Expires:____________ Security code:_______

Name as it appears on card: ______________________________ Signature: __________________________________________________

Billing address:  ________________________________________________________________________________________________

NOTE: Only your check or credit card will hold your space. MAiL	THiS	FOrM	ALONG	WiTH	A	CHECK	PAyABLE	TO:	CCSA
1099	E.	CHAMPLAiN	STE	A	#143	•		FrESNO,	CA	93720	or FAX WITH vISA Or MASTErCArd INFOrMATION TO 559-298-8943 

QuESTiONS?	Contact	Susan	Walker:	Phone:	559-298-8697	•	Fax:	559-298-8943	•	email@ccsaonline.com
Please	note	that	your	fees	are	not	refundable	after	June	23,	2007.	

If you cancel before that time period there will be a $50 per person cancellation fee. 
dress is casual but wear plenty of layers as classrooms do get chilly!





their deadlines, and get YOUR event listed.
 And for the day itself, remember – FOOD IS 
GOOD! Have Pottery Punch and Bisque-Its (Cookies) 
to give away. A cake decorated like a paint palette is 
great, too! Or maybe have your logo on the cake. 
 While PYOP Day isn’t an “official” holiday like 
Thanksgiving or Christmas, we are getting listed in 
books and websites that have fun, alternative holidays. 
These are often sources for teachers and media 
people. 
  To make it “more” official, you may want to 
contact your local city or state representative about 
getting recognition. Each state is different in how they 
handle these requests, and you will need to contact 
your local elected officials to see what you can do 
in your district. If all the CCSA members in your 
state get together for the request, you’ll have an even 

better chance at response. 
And remember, getting it 
declared “official” makes it a 
news event, which gets your 
studio’s name out to more 
potential customers.
 Whatever you do that 
day, have a great time, and 
celebrate your store! You 
deserve it!
 NOTE: Enclosed in 
this issue of CCSA Today 
is a poster you can use to 
promote your event.  Use it 
by itself or utilize the flyer 
posted on the CCSA website 
to customize it for your shop.  
We also offer a step by step 
event kit for PYOP Day under 
Marketing on the CCSA 
website.

benefit update
By Julia McNair, DIY Crafts
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 It’s here! Once again, the third Saturday in 
October is a day we’ve set aside just for us - Paint-
Your-Own Pottery Day is October 20, 2007! This 
is a chance for you to kick off the holidays, get the 
customers in, and excite you and your staff about 
your wonderful store!
 Start working on it now to ensure success. Create 
a time-line of promotion, and decide on what, if any, 
special events you want to have. Looking for ideas? Be 
sure to visit the chatter board on the CCSA website. 
As the event nears, folks will start talking about their 
specific strategy.
 There are so many different things you can do. 
Give away something free, like a free ornament, to the 
first customers. This will create buzz and a line at your 
door when it’s time to open. Have a special event 
that night – Diva Night, Paint-Til-You-Faint, or just 
a special Ladies’ Night Out. 
Or make it fun for the kids, 
and have a sleep-over in your 
store (if you are that brave!). 
Show new techniques, and 
have demonstrations all day. 
Generating buzz is what it’s all 
about!
 The time to contact the 
media is NOW. The television 
news people need news, and 
an event like this IS news. The 
schedules for live-remotes fill 
up fast, so make your contacts 
to get them in your studio. 
For print media, send out 
press releases a few weeks 
beforehand, and then follow 
up again. Get the event listed 
in local guides to events 
around town. Be mindful of 

Paint-Your-Own Pottery Day
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 by Allyson Udell, Duncan Ceramics

trend 
FLASH

A continuing 
series on design 
and style trends 

which affect you 
and your studio.

 Obviously, color is an important element of your 
studio.  Even broader, color is an important element 
of life.  There are an infinite number of colors, or 
rather shades of colors and you can capture their 
emotional connections in your studio to enhance the 
creative environment.

 think Yellow and you get happiness, 
cheerfulness and peacefulness.  Yellow 
is energetic…yellow is active…yellow is 
intellectual.
 Yellow is a bold, but popular color choice for 
fashion this fall, yet it’s probably the most difficult 
color for most people to wear.  Fortunately, your 
home won’t have issues with yellow!  Touches of 
yellow throughout the home add a cheeriness and 
glow that other colors just can’t compete with.

 think orange and you get joy, fascination 
and creativity.  orange is enthusiastic…orange 
is determined…orange is encouraging.
 Orange is not a basic color in fashion and home 
décor, but rather an accent color.  Orange can be 
mixed with any other color…really, you can mix 
orange and blue, orange and red, even orange and 
purple!  Whether it’s bright tangerine or subdued 
sherbet, the addition of orange will provide a 
bohemian look and feel.

 think red and you get passion, desire and 
love.  red is powerful…red is sexy…red is 
emotional.  
 Red is right behind purple for color superstar 
and the reason for its popularity might surprise you.  
Not only is 2008 a presidential election year, it is also 
the year of the Olympics in Beijing, a country whose 
national color is red.  Another reason for this rise in 
popularity might be attributed to the world’s constant 
increase in pace…we have to get more done in less 
time.  Consider a Ferrari…it’s red for a reason!

 think purple and you get nobility, romance 
and nostalgia.  purple is feminine…purple is 
extravagant…purple is magical.
 Without question, purple, and many shades of 
it, are the rising stars among the color family.  Open 
absolutely any fashion or home décor magazine or 
catalog and you will find purple.  Women’s Wear Daily, 
a daily newspaper dedicated to the women’s fashion 
industry, even printed their masthead in purple in 
March of this year.  The latest advertising campaign for 
Prada shows models wearing purple from head to toe 
in front of purple backgrounds.

 think Blue and you get trust, loyalty and 
purity.  Blue is clean…blue is contemplating…
blue is honest.
 Blue, especially royal blue, is a major color for 
fall and even into 2008 for accessories, fashion and 
home decor.  Just like red, it could be popular due 
to the nearing presidential race.  Or purely just as a 
refreshing color choice.  Whatever the reason, blue 
will be an overwhelming color choice for quite a 
while.  Brands like Anthropologie (fashion) and Delia’s 
(teen fashion) are promoting blue throughout their 
product offerings and magazines like Anthropologie 
Home are showcasing entire room sets of nothing but 
shades of blue.

 think green and you get earth, life and 
order.  green is natural…green is earth-
conscious…green is harmonious.
 Green is a very important color for you to 
consider, but not the actual tone; instead, this color 
is used to describe a movement toward earth 
preservation.  Eco-friendly is understood by, and 
increasingly being adopted by, people around the 
globe.  It is imperative that your studio adopts 
initiatives to support this growing trend…or better 
said, lifestyle.
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 Think coLor and you get a stimulating and 
creative environment for your customers!  With 
your walls full of white bisque, it couldn’t be more 
important for you to inject color wherever possible! 
 After knowing the most popular colors, your 
first inclination is to whip up a bunch of new ceramic 
projects, each one concentrating on a different color 
story.  Then you remind yourself that you don’t have 
time to create project after project, just to keep up 
with the color trends.  But wait, there is another way!  
Keep your studio on the cutting edge of color trends 
with non-ceramic inspiring décor that is not only 
inexpensive and easy to create, but also easy to change 
as soon as purple fades out and orange becomes in.
 Purchase clear glass vases, bowls, cups and boxes…
the more types of shapes and sizes, the better.  (Tip: 
visit a thrift store for a quality selection for little cost.)  
Fill these containers with colored objects that are easily 
identifiable and place throughout your studio.  If a solid 
color, like purple, is the hottest-of-the-moment, fill the 
container with nothing but purple objects.  If nautical 
is popular just for the summer months (and it is right 
now!), fill a container with just red and blue objects.  

here are just a few ideas for objects…

	 •	Craft	Pom-Poms	
	 •	Crayons	
	 •	Crystals/Beads	 	
	 •	Feathers
	 •	Goldfish	(real)	 	
	 •	Gumballs	
	 •	Jelly	Beans	 	
	 •	Legos
	 •	Nuts	&	Bolts	 	
	 •	Rocks
 The key is to inspire your customers not just 
on popular color choices, but also on super color 
combinations.  

Here are the most popular combinations for fall…
	 •	nauticaL – Red and Blue…both in color 
and design, this trend is popular within the teen 
market for accessories, fashion and room décor.
	 •	patchwork & pLaid – any combination 
will do, but try to keep to three or four colors
	 •	south aMerican – Metallics with Navy, 
Yellow, Lime, Coral, Plum and Sea Foam Green
	 •	MetaLLics – Gold, Silver and Bronze (yes, 
you can mix!)… Hershey’s Kisses are the perfect 
object for this trend
	 •	Boho Bright – Fuchsia, Yellow, Royal Blue 
and Orange

 There are a variety of opportunities available 
to keep you current with color trends.  My favorite 
place to color trend is Target…they are amazingly on 
trend.  Walk the aisles of Target once a month, not 
to shop, but to check out the colors on each endcap.  
You will be amazed by their ability to always have 
just the perfect shade of turquoise or the perfect 
tone of pink. 
 I also pay attention to Kitchen Aid and their 
release of a new color for their Standing Mixer.  Did 
you know that they offer their mixer in 20 colors, 
including shades like Tangerine, Ice and Green Apple.  
It might be just a mixer, but I know I want one in 
Metallic Chrome!
 Color – lots of it – is in.  Everyone wants a 
colorful life.  Changing the color landscape of your 
studio will not only inspire your customers, but 
also prove that you are a hot, hip and trendy studio 
owner.  Just a bit of color trending on your part can 
greatly enhance your customers’ experience at your 
studio.

 For questions and comments concerning this column, 
email Alyson Udell at audell@duncanmail.com or check 
out her blog at www.duncanfashiongirl.blogspot.com.

Metallics - don’t be afraid to mix your metallics...
Gold, Silver and Opalescent work very well together!!  
Stock up on glass or plastic ornaments during the
 holiday season so that you can fill them with 
glitter throughout the year!
 
Girlyness - Pink is still hot, but Purple is 
gaining strength.  Don’t just combine the 
two colors, combine textures.  Pom-poms and 
feathers make a fun fashion statement in your studio!!
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On ThE ROAD
By Angie Verburg, Executive Director

 On a recent visit to Nevada I had the opportunity 
to meet Joy Hartman of I Paint for Joy in Carson City.  
Carson City is located between Reno and Lake Tahoe.  
Even though the population is small (just over 50,000), 
Carson City is the capital of Nevada and has a land 
area of 146 miles!  It has a rich and wonderful fron-
tier past and some very cool museums.  It’s also just 
20 minutes from one of the most beautiful places on 
earth - Lake Tahoe.

I PAInt fOr

JOY
Carson City, NV

ABOVE: Joy shows off her magnetic sponge wall.
LEFT: Customer painted tile counter. 
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 You live in a very unique city.  what do you 
like about it?
 I love Carson City! I love that I can be at Lake 
Tahoe, on the beach in less than 20 min. I love that Car-
son is big enough to have great shopping and restau-
rants and still have a small town feel where we can’t go 
to the store without running into people we know. 
 
how did you get started in a pYop studio?
 It’s a pretty funny story actually, I took my 2 
daughters into one and 6 weeks later my husband and 
I purchased our own.

You began with a different studio, closed it, and 
then opened your current one.  what did you 
do differently this time?
 I got a lot bigger space in a nicer part of town. I 
feel like I really upgraded the style of the studio, the 
wood floors and black shelving really make the bisque 
pop. I added another kiln and closed up the kiln room 
and glazing areas, but still left large windows so that 
people can see the whole process. Also, our big lit up 
sign on the building says “Paint Your Own Pottery” 
with our name & logo on the door. This way people 
know what is going on inside and it draws them from 
across the parking lot.
 
during your planning stage, what resources did 
you find most valuable?
  Visiting other studios and noting what I liked and 
disliked about each of them. Also, the CCSA chat board. 
I would get an idea or see something in a studio that I 
wasn’t quite sold on, and then post asking for opinions 

on the idea, those responses coming from 
veteran studio owners is so valuable.

 how do you market your studio?
  When we opened we decided to pretty much try 
everything once, just to see what works. I have cards 
that I hand out in the grocery store, at the park, in 
line at the DMV or where ever I am; to moms with 
new babies or that are pregnant or that have kids. It’s 
good for a free 4X4 footprint tile. I also have coupons 
in all the bags that the hospital sends home with the 
new moms. I have donated tile painting parties to the 
local schools, that is really good exposure. I also try to 
get a spot at the local home shows and City events.
 
 what is your most successful marketing tool?
  I have a really big mouth, and I’m an open book. 
So, if I’m behind or in front of you in line somewhere, 
you will know that I own Carson City’s only paint 
your own pottery studio and where it is located. 
 
who is your primary customer?
 My primary customers are moms with young chil-
dren, followed close by baby boomers.
 
do you have any “unique” customers?
  Well..... Living in Nevada where it is legal (in some 
counties) I regularly get visits from the “working girls”, 
“prostitutes” whatever you want to call them. They 
have a lot of money and are only in town for 2 to 3 
weeks at a time. They love coming to my shop, where 
they can just get away from what they do and be regu-
lar people. Most of them have kids and are married, so 
they will paint things to take home for their families. I 
have had a lot of fun getting to know some of the girls 
and it’s really taught me not to judge. Some of them 
know my daughters by name and joke around with my 
husband. They have never acted inappropriately in my 

studio; in fact most of the other customers don’t 
even know who they are.
 I have been invited out to the “house” for tea 
parties they have once a week, I just can’t do it. 
With my luck I would run into someone I know. 
Maybe if Denise went with me... but then they 
would get a whole different idea! J
 
do you use any of your ccsa benefits?  if 
so, which ones and how do you use them?
  I’m still feeling my way around all the things 
that CCSA has to offer. I really like the clip art 
and all the forms that you can just download and 
tweak to make your own. Again, I love, love, love 
the chat board!!

Here’s a great way to use CCSA ad templates.



tree frogs painted in all of our 60 colors and hanging 
above our paint bar, we get a lot of compliments on 
those. And my counter tops, I never get tired of look-
ing at them. Before we opened we had a painting par-
ty where we invited our best customers and friends 
to come and paint tiles. My husband then grouted 
them into the counter tops. We included some tech-
niques, but most of them are just fun. I really love this, 
it makes for great inspiration.
 
i noticed you have a soft drink refrigerator.  
do you make a profit on those sales?
  We make a lot of profit on our drink and snack 
sales. I train my employees to add “help yourself to 
drinks and snacks, we will add it to your pottery tab 
and you can take care of it all an end.” People then 
grab their paint and head right for the refrigerator. 
I do try to keep it stocked with more than just diet, 
regular and all the same sodas. We get some fancier 
glass bottled sodas and water, as well as juice boxes 
for the kids. It really adds up.

 
how do you juggle being a mother 
and running a studio?
  It’s funny, I still really feel like I am still 
a stay at home mom despite the 50 hour 
weeks I put in. I have such a wonderful 
support system. My husband, my fam-
ily and my friends are a huge help. I am 
a mom first. Amanda is 6 and Emma is 
3, they have their own play area in the 
studio with a T.V. and books. I really try to 
make an effort to leave work there. My 
girls have both grown up in the studio, at 
age 4 Amanda would ask “Mom, do we 
fire to an 06?”  They both know the ter-

minology and to not touch 
the kilns. I really feel like I 
have it all.
 
what is your biggest 
challenge in running a 
studio day to day? 
 Employees!!! Just when I 
feel like I have the best staff 
BAMO! Denise and I joke 
that we need to stop saying 
“I have a really good staff 
right now.” Because as soon 
as we do... there it goes. I am 

a people pleaser, and it’s hard for me to say “sorry, you 
have to miss out on blah blah blah and show up for 
work.” I am getting better at it though.
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can you describe your location and how you 
obtained it? 
 My husband and I looked at so many locations, I 
would get all excited about one and he would hate 
it. Then he would love the next one and I wouldn’t. 
There were even a few that Denise (The Playful Pot-
ter) and Judy (Bareware) came with us to look at 
just because we really needed a third parties opinion. 
When we walked into our current location my hus-
band and I both just kind of said “Okay, this is it.” 
It’s in a very empty strip mall with JCPenney on one 
side and a vacant Wal-mart on the other; I sit in the 
middle between a GNC and an empty space. The mall 
is only about 15 years old, but when Wal-mart closed 
down and moved a lot of the business went with it. 
We were able to get a really good deal on the rent. 
And the property is in the news a lot, so I knew that 
that would bring some free advertising my way. JCPen-
ney isn’t going anywhere and the Wal-mart building 
just sold, so I feel we took a pretty good gamble that 
just paid off. 

You have a very creative 
studio.  what areas of de-
sign are you most proud of?
 I love that we decided on 
the wood floor. Most of the 
bisque bounces right off it! I 
love my huge kiln room; we 
made sure we left room for 
at least one more kiln in the 
future. The colors to me say 
“FUN” but not all little kid 
like. And the custom built shelves my husband made 
are sooooo wonderful; the enclosed storage under 
each one has saved me a lot of space. I have the Gare 

Bisque bounces off the wood floors 
at I Paint For Joy.

Play area for Joy’s kids 
and customers.



what are your thoughts for the future of the 
pYop industry? 
 As long as the suppliers keep offering up to date 
bisque choices at reasonable prices I think we will all 
be able to provide the communities we live in with one 
enjoyable pottery painting experience after another. If 
suppliers continue to provide big name chain stores the 
same bisque but at much lower prices we become noth-
ing more than firing studios, and there is no money in that.
 
if you were granted “one” business wish, what 
would it be? 
 Right now, that the mall I’m in fills up next month 
with major retailers and my landlord says, “Joy, thanks 
for taking a chance on our half empty shopping cen-
ter, to show my appreciation I’m going to continue to 
charge you the same rent you’re paying now.... Forever.”
 
if you could do it all over again, would you?  
and if so, what would you do different?
 Yes, I would do it again. Owning my business has 
given me so much. I am able to be a good wife and 
mother while owning a business that I truly enjoy.  
 What I would do different? I would open my own 
studio from the beginning. Taking on someone else’s 
name, reputation, business practices or lack of busi-
ness practices was more work than it was worth.
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 what advice can you give about managing 
employees? 
 Try herding fish first, then managing employees 
won’t seem so difficult. Really, I do try to be a friend. I 
always ask how their day or night was. I try to always 
tell them thank you each time I talk to them on the 
phone or before I leave the studio. I think it’s a lot 
like raising children, reward the good and try not to 
explode over the bad. I’ll call the employee who went 
above and beyond and let them know how much I ap-
preciate them. I firmly believe in the “Reward in public 
and discipline in private” theory.
 
what do you learn at convention that you’re 
planning on implementing in the next 12 
months?
 I wasn’t able to make it to the 2006 convention 
because we were getting ready to open the new stu-
dio. But in 2005 my husband and I did go to Scotts-
dale. At that time I had only owned my studio for 
about 3 weeks, and only painted in one twice. So, I 
really learned a lot. Julia taught me how to tie-die, we 
will be doing that at camp this year. Overall, conven-
tion really gave me more confidence in what I was 
embarking on. The classes were tailored to our indus-
try and full of ideas. 
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By Angie Verburg, CCSA Executive Director

 Hate the name, love the trend. TRYSUMERS are 
experienced consumers who are becoming more dar-
ing in how and what they consume.
 TRYSUMERS: “Freed from the 
shackles of convention and scarcity, 
immune to most advertising, and 
enjoying full access to information 
through the Internet, experienced 
consumers are trying out new ap-
pliances, new services, new flavors, 
new authors, new destinations, new 
artists, new outfits, new relation-
ships, new *anything* with post 
mass-market gusto.”
 New, NEW, and NeW!  They 
want to try it and they want new!  
Since advertising is hardly trusted by 
consumers today, performance is once again becoming 
increasingly relevant. (Forrester reports that only 13% 
of US consumers admit that they buy products be-
cause of their ads, and a paltry 6% 
believe that companies generally 
tell the truth in ads.) So trying out 
and sampling may well become 
the new advertising. 
 Two years ago, Trendwatching.
com dubbed this growing trend 
TRYVERTISING: “There’s not even 
a ‘relationship’ anymore; there’s a 
cold, calculating, experienced, and 
demanding consumer, and there are 
humble companies. So introducing 
yourself and your products by let-
ting people experience and try them 
out first, is a very civilized and effec-
tive way to show some respect.’’
 An example - Nike Trial Vans 
(see photo) are currently tour-
ing the UK/Ireland, France, Italy 
and Spain, stocking 1,000 pairs of 
shoes. It’s a free trial, no strings 
attached. To deliver on the crucial 
element of TRYVERTISING, total 

relevance of placement, the vans will pop up in places 
where people actually run. From athletic events to 
well-known running spots. 
 Not every consumer is going to be a TRYSUMER. 

And not every TRYSUMER will be 
trying out new things all of the time. 
The inevitable counter trends (see 
articles “Always On...” and “Time 
Starved Consumers”) will see to 
that. But it’s a safe bet that more 
consumers will venture off the 
beaten track in 2007, in 2008, in 
2009 and beyond.
 Which creates excellent op-
portunities for PYOP studios to 
introduce more daring and more 
unusual goods, services and experi-
ences.
 Time to try out some new 

products and marketing ideas and get going? 
 Source - Trendwatching.com  
 February 2007

TRYSUMERS
Since advertising is 
hardly trusted by 
consumers today, 

performance is once 
again becoming 

increasingly relevant. 
So trying out and 
sampling may well 

become the 
new advertising.
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    Ceramic
    Source

for all your studio needs!

8502 Old Salisbury Rd. • Linwood, NC  27299

Toll Free Order Line: (800) 422-1521

Direct Line: (336) 853-8108

Fax Orders(336) 853-8317

E-mail: orders@ceramicsource.com

Website: www.ceramicsource.com
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Consider Saudi Arabia, 
Columbia, Australia 

and Israel.  
Those countries and 

more will be represented 
at the 2007 

CCSA Convention 
in Columbus, OH.

By Angie Verburg, CCSA Executive Director

 The bare statistics tell the story.  Over the past 
8 years, the CCSA International (countries outside 
of US) population has grown from 9 members to 
141 studio members!  Of course it’s easy to grow 
over 1500% when the numbers 
start so low, but the real proof is 
the steady growth we’re continu-
ing to experience year after year.  
Last year (2006) alone, the CCSA 
International studio community 
grew by 23%.  The CCSA studio 
member population overall grew 
13%, but the Internationals made 
up a quarter of that growth.
 While we continue to have 
good presence and steady growth 
in the UK and Canada, our future 
growth will also be in many other countries.  As you 
can see by the chart above, the International Mem-
bers of the CCSA came from 23 countries in 2006.  
Many of these new members hail from Western 
European countries and we expect that even more 
studios will open in the future.  In fact, we have 
recently instituted the CCSA European Committee.   
Our first meeting was extremely lively, and we hope 

to grow the community even more by offering new 
benefits and programs for CCSA Europe.  See Sylvia 
Clayton’s International article in this issue for more 
information on the committee members.
 Surprisingly, some of our most active Interna-
tional customers come from unexpected places!  

Consider Saudi Arabia, Columbia, 
Australia and Israel.  Those coun-
tries and more will be represented 
at the 2007 CCSA Convention in 
Columbus, OH.  Our International 
reception should be very lively and 
we’re proud to welcome them to 
the US.
   CCSA’s continued growth in 
the International community can be 
attributed to many factors includ-
ing Website advertising worldwide, 
and the fact that PYOP is “new” 

in these countries and primed for growth.   Perhaps 
the best explanation though is the continued support 
the CCSA has from International members.  Without 
the Suppliers and Studios who continually promote 
the CCSA and the PYOP industry, growth would be 
unlikely.  We offer a Thank You to our loyal members.  
We appreciate your support and hope that we can 
continue to serve you for many more years!

Growing 
Internationally

CCSA InternAtIOnAl MeMberS:
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 By: Judi Novotny, 
It’s Yours Pottery, Omaha, NE 

Time...it’s not that we don’t have 24 
hours each day to get everything done, 
right? It’s that mysterious gremlin stealing 
an hour, sometimes four or five from us 
that somehow we miss.  Where did the 
time go?  I made my schedule ...I knew 

I could accomplish what I had on my 
“To Do” list. Although, once in the 
studio, all that changes.  An unexpect-

ed shipment arrives, the studio 
is busy with customers.... No 
No No, this is my slow day!  
I had plans to complete at 
least three unfinished proj-

ects.  Oh, darn, it’s 6:30 p.m., I 
didn’t get half of what I had planned to accomplish...and 
I’m late for a dinner appointment!  I’m crabby, my blood 
sugar is bottoming out, as I skipped lunch once again, and 
I’m frazzled! It’s called... “Time Starved”!
 So, if we’re feeling starved for time, what are many 
of our customers feeling these 
days? Are they less busy? Most 
likely, NOT!  What do we do as 
studio owner’s to market to the 
busy consumer? This is a pretty im-
portant question we need consider.
 Rich Kizer  and Georganne 
Bender...two awesome marketing 
guru’s that have helped us become 
more marketing savvy with their 
educational classes at CCSA’s 
convention for the past two years, 
offered the following message in 
a marketing email worth thinking 
about :
 “A mom walks into the store 
with her son, who’s not really in the 
mood for shopping - or waiting for 
mom while she shops.  But the wise retailer invites the 
little boy to come and play on the ‘Magic Carpet’ -- a 
simple throw rug on the floor, that’s equipped with col-
oring books and crayons.  Mom gets to shop in peace, 
not more than a few steps away from her child. And she 
stays in the store longer. “

 Sharper Image baits men (okay, and women ... but 
mostly men) with irresistible massage chairs.  And shop-
pers relax a bit and hang out in the store longer than 
planned.  Some stores feed you, give you a soft drink or 
bottle of water and a place to take a load off.  You can’t 
keep Georganne off of the giant piano from the movie 
BIG at the FAO Schwarz toy store in Las Vegas.  And 
she always leaves with an arm load of toys.  OfficeMax 
is adding tables and chairs to its printing area, and coffee 
while you wait.  Stein Mart’s strategy is to hire “connect-
ed” women of the community to work in the stores one 
day a week.  The “Boutique Lady” is there to give you a 
second opinion and treat you with something to nibble 
on -- shoppers need their strength!
 It doesn’t matter what you sell, it’s important 
to stay focused on keeping customers comfortable 
enough to want to spend more time in your store. It 
might be free WI-FI, a helping hand sharing information, 
or demonstrating a technique.”
 Ok, the massage chair may be out of the question for 
most of us, but how about a little corner of your studio 
with that “Magic Carpet”?  Yes, the kids are usually painting 
too, although rarely are they completing at the same time.  

How many times have we heard...”I’m 
done!”?  So, an area filled with books 
to read, coloring books, and crayons 
is an easy inexpensive addition.  How 
about some clay or play-dough?  Have 
you ever been to a Pizza Shoppe that 
offers the kids some pizza dough to 
occupy their time while the pizza’s 
cooking?  Kid’s love clay!  
 With this busy world we live in, 
we need to keep fresh with strate-
gies to accommodate the PYOP 
consumer.  Along with keeping 
them in the studio, here are some 
ideas that we’ve found helpful for 
busy family schedules.
 curB-side pick-up - Af-
ter noticing mom’s rushing in many 

times to pick up party pieces, girls scout outing pieces, 
or just their own masterpieces, with no time to spare, 
we decided to offer Curbside Pick-Up, as so many 
restaurants now offer.  Once they know you offer it...
you will get those calls coming in 5 minutes before 
they arrive.  How accommodating and easy is this?  

It’s A Time Starved World

Oh, darn, it’s 6:30 p.m., 
I didn’t get half of 

what I had planned to ac-
complish...and I’m 
late for a dinner 

appointment!  
I’m crabby, my blood 

sugar is bottoming out, 
as I skipped lunch once 

again, and I’m 
frazzled!  It’s called... 

“Time Starved”!



are a flat-fee, or all-inclusive studio?  Although, the 
time starved family schedule is just that... a schedule!  
We began setting aside a limited number of table and 
chairs for reservations only. Does it always work? 
No... but we continue to try to accommodate those 
who request and need a specific time.
 techniQue on Your terMs - How many 
times do you schedule specific technique classes, only 
to have one too many no-shows?  Sure, you may get the 
deposit, but is that going to keep them coming back?  
How about offering specific technique classes to small 
groups?  We offer this option with a minimum of 6 at-
tending. One person usually has five friends that they will 
bring in, just so they can get personalized instruction... on 
their own time.  It’s all about schedules today and they 
appreciate our willingness to work around their busy day.  
 As smart PYOP studio owner’s, we need to constantly 
evaluate what and how we can meet the needs of the 
increasingly time starved consumer.  If we do, not only will 
we gain their loyalty, but more importantly, their spending 
dollars to assist in the success of our PYOP business.

 QUOTED SOURCE: Rich Kizer & Georganne Bender
 KIZER & BENDER Speaking!
 103 North 11th Ave., Suite 206, St Charles, Illinois 60174
 http://www.kizerandbender.com

.

 

NEW STudIOS: 
Comprehensive 

two-day training 
programs including 

continuing consulting 
support for one year.

EXISTING STudIOS: 
Business consulting 

services tailored
 to meet the 

growing needs of 
your studio.

“Hiring Elisa was the 
best decision we made 
in opening our studio. 
Her key insight and 

broad experience gave us 
an incredible advantage 

in entering this business.” 
Julie and Robin Cates
on the Pot, Salina, kS

Providing you with 
the knowledge and 
support needed to 
open or enhance 
your contemporary 
ceramic studio.

Contact Elisa Waldman at 
913.449.3566

info@successfulstudios.com	•	www.successfulstudios.com
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 eMaiL newsLetters...oFFerings - If 
you haven’t already hooked with a professional email-
marketing group, DO IT!  We have noticed that many 
consumers have become hesitant to hand out an email 
address due to spam issues.  Once educated that you 
only use a professional email-marketing program... that 
they can opt out of with a click of a button, along with 
knowing their address will not be shared... your email 
lists will grow!  What a great way to share all your 
other time saving...accommodating offers! 
 potterY-to-go BoXes - What a great 
CCSA marketing tool they can be for your busy 
consumer.   Some studios sell them, although we have 
found just offering them as packaging for our Pottery-
To-Go option has increased sales for us.  We display 
three boxes at all times, catching attention of many, 
which has more than paid off the minimal investment. 
We can’t be open 24 hours a day...’Take it to the Park’ 
...’Paint it on the Patio’.  We’re assisting busy schedules 
with a simple and profitable option.
 reserVations - If you have tried reserva-
tions... you’ve most likely found they can be a night-
mare!  In our offering, I very quickly understood why 
most restaurants don’t.  As a PYOP studio, how can 
you estimate how long one will paint, especially if you 
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 • Have a “Save your Soul & the Environment” 
night.   Tell everyone to turn off his or her computers, 
lights, TV’s, phones etc at home and enjoy a quality 
evening of family fun time painting together!
 • Host a “Grandma’s Recipes Swap” evening ... 
encourage people to dig up their best old-fashioned 
cookie recipes to share with others while painting a 
project to use at home after they’ve baked them.  Pro-
vide designs or a workshop for painting a Cookie jar 
or a beautiful platter they can use to store/serve their 
treats in at home.

AlwAys On lifestylers
 Always on lifestylers are busy professionals who 
have given up trying to separate work from play.  
Instead these people have blurred the line between 
their personal & professional life and use technology 
to allow them to enjoy both in non-traditional new 
ways.
 Professional working parents feeling torn between 
spending time with their kids and enjoying their 
careers are seeking new ways to combine the two 
in a positive way.  A mother who very much enjoys 
her work and career may also feel some guilt about 
her drive to be connected at all times.  By spending 
time with family in an environment that allows her to 
combine the two she can continue to be “on” while 
still providing a fun activity for the family.  Letting the 
children paint alone or with several friends while she 
occasionally chats via her Blackberry or while she 
works quietly on her laptop may help ease the guilt.
 In our “always on” world, a career-minded parent 
needs to be available even if they aren’t in the office.  
The use of Blackberrys and laptops allows them to 
do so while still enjoying time out with their kids with 
breaks for work “check-in”.  In addition the concept 
of multi-tasking now to allow for “off-time” to relax at 
home later appeals to many.

the Modern Day Balancing Act
by Crista Toler, Bisque Imports 
& Colomba Lamanna, Bisque It

 In today’s modern fast-paced world there is a constant 
array of new technology promising to help us live more 
productive, fun, and successful lives.  For many this has 
become overwhelming and brought them to the point 
that they seek a respite from being the found individual 
on the end of the buzzing cell phone or PDA.  As a result 
we’re seeing a trend emerge where the busy consumer is 
seeking some of the more traditional simpler things in life 
-- we’ll call these the “Alone Together Seekers”.  
 At the same time, there are those that have the 
need or desire to remain available and in contact at all 
times.  Hence, we also see the emergence of a counter-
trend where other consumers are embracing and even 
enjoying new ways to use technology to their advan-
tage -- we’ll call these the “Always On Lifestylers”

AlOne tOgether seekers
 Alone together seekers are people so over-
whelmed by the trend for more technology that they 
have begun to look again to the simple pleasures of life.  
Seeking out activities that nurture mind, body & soul, 
allow them to have quality family time and give them an 
escape from their computers, cell phones and PDA’s.  
 What an opportunity for the contemporary pottery 
studio!  What better way to relax and get back to basics 
than with a paintbrush and the perfect atmosphere for a 
soul searching and for hands-on inspiration?
 Studios are perfectly prepared to reach out to those 
that desire relaxing, nurturing time away from technol-
ogy, offering them quality time together and the simple 
pleasure of creating art.  Here are just a few ideas:
 • Host a “Tech-free” night or “wire-less” night.   
Have everyone that enters go through the tech-check.  
All cell phones and PDAs are held at the desk until 
the painting fun is done!   

“AlwAys On”   
or “Alone Together”?



tables or a work-zone with easy access to outlets.  
Providing wireless access lets them know that they 
are welcome to spend time working in your space - 
coffee-shop approach.  Offering other simple services 
like faxing and copying will help them to see you as a 
place that they can be productive while enjoying time 
with the kids.  Offer coffee & refreshments so mom 
doesn’t have to run out for them.
 • Host a “career-moms-networking” day.  Profes-
sional moms that work out of a home office or run 
their own small business can connect with other 
career moms while their children paint and make new 
friends!  Encourage business card swapping and get 
local businesses to participate by sending an employee 
to represent them for an afternoon of networking & 
promotion.   Emphasize how a creative activity while 
networking encourages new innovative ideas for doing 
business together.
 Embrace the technology trend and you may find 
that you will be as productive as the new customers 
that you will reach!

 Sources:
 “The Hummer and The Mini” by Robyn Waters
 Michelle Lamb, Senior Editor of The Trend Curve
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 The non-traditional office coupled with the incor-
poration of flexible work hours by many companies 
and an increase in entrepreneurship have also intro-
duced irregular hours into our work weeks.  Many 
entrepreneurs don’t distinguish between weekdays, 
weekends and holidays.  They make their own sched-
ules and decide on their own personal days.  Being 
available is still important even if not actually “work-
ing” during those standard hours.  In addition, many 
members of the workforce are taking advantage of 
working outside of the traditional office space.  The 
trend of people taking working holidays at retreats is 
growing.  Combining creative business thinking with 
relaxation time provides a productive and profitable 
way to take care of business.
 Here we have another great opportunity for stu-
dios to contribute to this dual-purpose lifestyle by of-
fering a creative environment for work & play!  Here 
are a just a few ideas:
 • Make mom feel good about combining work & 
play by making her comfortable in the studio.  Assure 
her that you are happy that she is there.  Establish a 
“chat zone” in the studio so that her phone conversa-
tions do not interfere with other customers.
 • Offer your studio as a “home-office-away-from-
home”!  Encourage the use of laptops by providing 
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 Fused glass is a trend on the upswing.  People are 
wearing it, displaying it, serving meals in it, decorating with 
it, lighting with it and giving it as gifts. Upscale pieces are 
an increasingly important medium in fine galleries and it’s 
breathed new life into craft fairs everywhere.  Yet most 
people still don’t understand how a fused glass item is 
made - that gives it an “exotic” quality - a “high wow fac-
tor” that doubly magnifies the “I made it myself” pride on 
which your business is based. 

 Glass began carving a niche in 
the PYOP market just a few short 
years ago.  Now, with all-inclu-
sive, well documented programs 
designed especially for pottery 
studios, fusing is a cinch to imple-
ment.  And it looks like it’s here 
to stay:  ceramics teachers and 
consultants are adding glass exper-
tise to their bag-of-tricks as fast as 

suppliers are adding fusing materials to their catalogs.  
Bisque makers are getting creative with unique molds 
especially for glass, and even the glaze companies are 
jumping on the bandwagon with glass-fire paints and 
other detailing specialties.
 So when it’s time to consider a new dimension to 
your studio - something new for your customers and 
new in your community - take a look at glass fusing.  
It’s the proven perfect fit.

By Jim Matthews, Spectrum Glazes

 There are plenty of reasons why Glass Fusing has 
become the most consistently successful “add-on-craft” 
in the Paint-Your-Own-Pottery environment - it fits the 
PYOP business formula, brings in new customers, and 
it’s a trend on the upswing.  Let’s take a closer look.
 Glass fusing fits right into the business formula that 
has made PYOP successful.  Customers drop in at their 
leisure, select a project they like, shape and assemble the 
components according to a Project Guide or their own 
desire, and leave it with you to fire. They use your tools, 
materials and table space, and pay a flat fee based on proj-
ect size plus add-ons.  Sound familiar?  Exactly the point!  
 Surprisingly, you already have many of the tools and 
materials common to both ceramics and glass:  the kiln, 
of course, (YES yours will fire glass just fine), plus shelves, 
kilnwash, brushes and bisque.  That’s right, bisque is an 
important part of the glass firing process, too; it serves 
as a mold into which glass is “slumped” to create bowls, 
platters and other 3D shapes.
 Like your pottery business, glass 
is perfectly suited for parties, sum-
mer camps and special events.  From 
zero skill required to advanced 
crafting techniques, the list of project 
possibilities is nearly endless - dishes, 
tiles, picture frames, clocks, switch 
plates, lighting, garden art, jewelry, 
candleholders, ornaments, kitchen 
sinks and on and on.
 Glass fusing promises the added attraction of new 
customers.  While it offers many elements your pottery 
painters will love, it includes others that have proven to 
attract entirely new clientele.  Men, especially, seem more 
intrigued by working with glass than painting pottery, 
and studio owners regularly report increased “man-traf-
fic” and couples coming in together.  Plus, that sparkling 
“allure” that seems unique to art glass can re-energize 
crafters who may have had their fill of ceramics.
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Men, especially, seem 
more intrigued by working 
with glass than painting 

pottery, and studio owners 
regularly report increased 
“man-traffic” and couples 

coming in together. 

The PerfecT fiT& PYOP
    GlassfusinG
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 Commonly referred to as Generation Y or Millen-
nials, the newest employees to enter the workforce will 
do amazing things for your studio when engaged in the 
right way.  The opportunity to employ and influence 
this generation is a privilege and can be a pleasure.

recruiting
 Finding the right employee to represent your busi-
ness is always a challenge.  Finding the right Millennial 
employee is quite a feat.  Previous generations viewed 
work as a way to freedom.  This generation already 
enjoys unprecedented amounts of personal and finan-
cial freedom.  They view work as an experience.
 Before you start recruiting ask yourself these im-
portant questions.  Why should they want to work for 
me?  What benefits and advantages do I offer?  What 
differentiates me from other businesses?  
 Improve the qualities of the position if you’re not 
convinced you have something great to offer. Keep in 
mind this generation is motivated more by the experi-
ence than by monetary compensation.  
   
hiring
 If an applicant isn’t excited when offered the posi-
tion, odds are they don’t believe they’ve accomplished 
much.  If they don’t value the job, there is a good 
chance they won’t throw themselves into it.  

OrientAtiOn
 Make your new employees feel comfortable as 
quickly as possible.  Welcome them as a necessary part 
of your team.  Introduce them to their coworkers.  
Share your mission and values as a studio owner.  Let 
them know your history and expectations.  This will 
increase their sense of belonging and commitment.    

trAining
 When employees are engaged in the training pro-
cess, they’re capable of understanding and retaining large 
amounts of information.  To be engaged, training must be 
fun, interactive, and answer their need to know “why”.
 They want to be competent.  They want to be suc-
cessful.  They want to learn, but they’re used to being 

entertained.  Keep them from tuning out by finding 
ways to incorporate fun into the training process.
 They want to be involved.  Encourage them to be 
actively involved in their own training, ask questions, 
and jump in at every opportunity.   
 They want to know “why”.  They will question 
the validity of every step, every process, and every 
instruction they’re asked, no matter how simple.  
Explain the reason behind why you do things the way 
you do and how it benefits them.   
 They want feedback.  They like to know how they’re 
doing.  Recognizing their competence builds their confi-
dence and encourages them to continue learning.
 They want to contribute.  Become a ‘learning 
organization’.   Whoever has a skill that is helpful to 
your studio becomes the trainer, no matter their posi-
tion or length of time in it.  
 Millennial employees will out perform your expecta-
tions when you show appreciation for their efforts and in-
vite them to contribute to the betterment of your studio.

MAnAging
 To be an effective manager to this generation, you 
must be part mentor, part coworker, part friend, and 
part boss.  Managing must be approached with flexibility, 
creativity, and openness to their attitudes and beliefs.  
 The first step is to clearly lay out your expecta-
tions, verbally and in writing.  Keep your expectations 
simple and easy to commit to memory.  
 Next, define your policies and procedures.  With 
each one, ask yourself, is it really necessary?  If not, 
eliminate it.  Keep only the ones that are truly im-

Millennial 
employees
By Chinook Graham



retentiOn
 This generation is known to be in a perpetual job 
seeking state.  They can be actively looking for a better 
experience somewhere else, without showing a single sign 
they are discontented.  Their loyalty to you must be won.  
 Give employee retention the same amount of time 
and energy you give customer retention.  One way 
to do this is to spread benefits out over time.  It will 
keep employees interested and waiting to see what’s 
next.  Another way is to expand benefits to employ-
ees’ friends and family.  When leaving effects more than 
themselves, it can become more difficult to do so.  
 Stay connected by keeping communication open.  
Ask them how they’re doing, what skills they want to 
learn, and where they see themselves in six months.  
They’re usually remarkably honest and expressive.  
 I recently sat down with my Millennial employees and 
asked them what they thought.  Here are their answers.

What is important to you in a job?
	 •	Feeling	comfortable	asking	for	help	or	clarifica-
tion.  Feeling needed and important.
	 •	Having	fun	while	helping	others.		I	know	what	
it’s like not to be helped and I like to make sure that 
doesn’t happen to other people.  Something that’s fast 
paced but not stressful.
	 •	The	atmosphere.		Enjoying	myself.		Enjoying	
where and who I work with.  Feeling safe and capable.  
	 •	Good	communication	and	interaction	with	co-
workers and owner.

What do you like most about working here?
	 •	The	relaxed	atmosphere,	a	supportive	employer,	
and store credit.
	 •	I	think	it’s	fun	and	I	love	the	people	I	work	with.		
It’s a fun outlet to be creative and learn new things.
	 •	The	atmosphere.		I	love	my	coworkers.		Store	
credit and free lunches.  Flexibility.
	 •	The	atmosphere,	we	all	get	along.		It’s	relaxed	
and easy going.

My experience
 I love my employees.  Having a positive attitude 
when it comes to managing employees makes all the 
difference.  There will always be challenges.  When 
something comes up, the first person I look at is myself.  
What did I miss?  What do I need to do differently?  
I don’t just write employees off or label them.  This 
philosophy has helped me to attract many amazing 
employees who I believe to be some of the best.  
 Recommended Reading: Employing Generation Why? 
 Understanding, Managing, and Motivating Your 
 New Work Force, Eric Chester 2002
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portant and be prepared to explain “why”.  Millennial 
employees are comfortable following rules and poli-
cies that make sense to them.   
 It’s possible this generation may not know what 
you mean by ‘provide excellent customer service’, 
because they haven’t seen much of it.  Take them on 
a field trip to a business you feel excels in this area.  
Always model the degree of customer service you 
expect from your employees.
 Clearly communicate your scheduling needs to 
your employees.  Offer as much flexibility as you can.  
This generation is not easily intimidated by ultimatums 
when it comes to scheduling conflicts.  Consider re-
warding the dependable employees instead of focusing 
on the undependable.  
 This generation has a need for constant change and 
stimulation.  They are bored by repetition.  Vary pro-
cedures.  Don’t have the same person doing the same 
thing all the time.  After employees know the expected 
outcome, invite them to create, alter, or improve the 
existing process.  Even changing the music station or 
rearranging the furniture will be fun to them.
  Connect with them on their level.  Show genuine inter-
est in their lives and activities.  You don’t have to pretend to 
like their culture; just let them know you’re open to it.  
 
AppeArAnce
 Personal style is so ingrained in this generation’s 
identity.  Any discussion of their appearance must be 
brought up with sensitivity.
 Clearly define your appearance standards up front.  
Eliminate all guessing games and personal interpreta-
tions of your dress code.  Explain how the dress code 
plays a part in your studio’s image and how that image 
serves them as employees.    

fun
 This generation has an interest in finding work 
that’s meaningful.  They have no interest in working 
somewhere that isn’t fun.  Remember, they view work 
as an experience.  Even though it’s work, they still 
expect to socialize and enjoy themselves.  
 Fun is the antidote to boredom.  Employees who are 
having fun are more productive and have a higher morale.  

recOgnitiOn
 This generation is drawn to environments that 
offer frequent praise.  A well recognized employee will 
be more loyal, more creative, and harder working.  
 A fun way to show appreciation for great employ-
ees is to do for them what they do for you.  When 
they least expect it, take over their job responsibilities, 
let them be the customer for awhile.    
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Diversity and new 
offerings have invited 

fresh faces while pacifying 
regular clients’ desires 

for something 
creatively unique.

46  Fall 2007   Today

 By Michael Harbridge, 
 Fired Arts & Crafts Magazine

 Would you like to see new customers coming 
through your door? Could you offer something that 
would attract a new group while creating renewed 
interest with your current clientele? 
It’s possible when you start com-
bining products like clay and glass.
 Many contemporary studio 
owners started out intending to 
offer a line of bisque and colors to 
attract customers for a fun paint-
ing experience. Over the years, the 
original concept of the contempo-
rary studio has evolved to offer a variety of different 
products and subjects. Diversity and new offerings 
have invited fresh faces while pacifying regular clients’ 
desires for something creatively unique. 
 Many studios have tapped into clay. With clay, patrons 
can really feel like they’re creating something original and 
they are not limited by the shapes adorning the shelves.  
Some stores have gone into glass. One-of-a-kind designs 
can be concocted by fusing pieces of glass together and 
then slumping or draping over a mold. Both clay and 
glass tend to draw different people. Some of these folks 
may not view painting bisque as a real challenge and they 
want something a little more “artsy.” 
 The popularity of glass, cool shapes and unlimited 
designs draw more money. Consumers can fashion 
pieces they’d see in an art gallery, for a fraction of the 
cost. Best of all, they can say they made it themselves. 

Glass tends to be more attractive to the male market 
where painting pottery may not be as desirable.  Clay 
often has the same affect. How many times have you 
had a family come in you store and only the mother 
and daughter stay while the father and son head in 
another direction? Clay and glass increase the odds of 
the whole family staying, working and spending money.
 Introducing glass fusing and slumping in your stu-
dio is a great idea.  A wide range of slump and drape 
molds, specially designed for glass (not to be confused 
with plaster forms designed for clay work) are avail-
able from many suppliers and manufacturers. These 
shapes are wonderful for the glass novice or person 
wishing to create glass work. What happens when 
your customers do a few glass pieces and they say, 

“Okay, I’ve done that, now what’s 
next?”
 What happens when you start 
combining clay and glass together? 
Now your customers can feel 
super creative! They will also spend 
more money to generate each 
project. 

pricing AnD prOfits
 So how can you set up a pricing structure? First, 
determine whether you will have bisque shapes for 
use in making slump/drape molds. Many bisque shapes 
you have will work, and can be reused numerous 
times. It’s probably best to have a selection of several 
pieces for studio use, and if the customer wants to 
choose something not included in that array of shapes, 
then they can purchase the item. 
 Clay can be sold by the pound. Have one and five 
pound packages priced and ready for use. Clay usually 
comes in 25 or 50 pound blocks and can be easily cut 
and packaged. 
 Charge the same amount to fire and finish the clay 
as you would for the bisque shape used to form the 
piece. So if bowl selected had a price tag of $25 to 
complete, charge $25. You have no expense for ware 

Reaching New
Markets Combining 

Clay & Glass
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and the customer is paying for the clay.
 Glass can be ordered by the sheet or in precut cir-
cles. Figure your cost and what’s needed to add a profit. 
Then tack on a fee to cover the cost of the glass firing. 
The fee could be equal to the cost of the glass or it 
could be a percentage of the original bisque shape. Fig-
ure out a simple formula your staff can follow. You’ll also 
be able to sell fiber or fire paper. The paper is placed 
between the clay and the glass when firing to prevent 
the two from sticking together. The special paper is fairly 
inexpensive but can add a few dollars to each sale.   
 Go out and get those new customers and reach 
the new market. You have a good chance of attracting 
new customers while getting your current customers 
to try something completely new. Most importantly, 
you can generate additional revenue without investing 
in many new products. 
 Here are a couple of different ways to use bisque 
shapes you likely already have to make clay slump and 
drape forms. 

Materials needed:
 Bisque:  Bisque Bowl or Plate 
  (One with an outer rim works best)

 clay:  by Continental Clay Company
  Low-Fire Raku Clay

 glass:  by Armstrong Glass Company
  F1013 Yellow/Orange Float 82

 Misc.:  Fiber (Fire) Paper
  Towel
  Glass Separator

MAking A siMple 
glAss sluMp 

MOlD 
 step 1: Select 
a bisque shape. The 
sample shown is a 
simple bowl.
 step 2: Press 

chunks or a slab of 
clay into the bowl and 

press with a towel. Try to 
keep the thickness of the 

 clay fairly uniform. If multiple 
chunks are used, be sure to press firmly so the pieces 
of clay stick well to one another. The surface can be 
smooth or bumpy. The glass will slump to the surface 
and give a unique look when some bumps and charac-
ter are left in the surface of the clay.

 step 3: Leave the clay flat against the surface or 
lift along the edges to make a wavy or scalloped edge.  
Place tissue or sponges under the clay to hold its 
shape if needed.
 step 4:  Allow to dry and remove from the 
bisque shape. (The bisque shape can be used multiple 
times for this technique.) Drill a few small holes into 
the bottom of the newly created bowl along edges 
or corners where air could get trapped as the glass 
begins to slump in the mold.
 step 5: Apply two coats of glass separator and 
fire in the range of cone 04 to 07. (It’s always best to 
fire clay pieces separately from glaze.)
 step 6: Place prepared glass in the new mold and 
fire according to the glass manufacturer’s instructions 
for slumping.

MAking A 
siMple DrApe 
Design MOlD 
 step 1: Select 
a bisque shape. 
 step 2: Press 
chunks of clay 
into the bowl 
forming a pattern 
or design (leaving 
some areas open) and 
press with a towel. Try 
to keep the thickness 
of the clay 
fairly uniform. Make 
sure the outer edge of the piece is solid clay, 
giving stability. Be sure to press firmly so the pieces of 
clay stick well to one another. 
 step 3: Let the piece dry thoroughly in the 
bisque shape and then remove. Fire to cone 04.
 step 4: Place the fired piece on a kiln shelf facing 
down so the back side is facing up. Place a piece of 
fiber or fire paper over the back side of the piece. You 
must place this paper down first to prevent the glass 
from sticking to the clay during firing.
 step 5: Fire according to the glass manufacturer’s 
instructions for slumping.
 step 6: Remove from the kiln, separate glass from 
clay and dust away fiber or fire paper.
 step 7: Finish ceramic piece in any desired colors.
 step 8: Glue slumped glass piece to the back of 
the ceramic creation. 

For additional information, contact the artist at:
 Fired Arts & Crafts: (715) 445-5000, ext. 130
 mikeh@jonespublishing.com



P.O. Box 1140 • Lincoln, CA 95648
Phone: 916-772-8480 • Fax: 916-772-8370
Toll Free: 800-418-8878

www.ceramicsunlimited.com

Ceramics Unlimited

#91300 — Santa Plate; 12.5” x 8.75”
#91360 — Bowl with Santa; 6”D

#91330 — Snowman Mug; 5.75”T x 4.5”D

#91350 — Snowman S/P Shakers; (2) 3”T #91370 — Snowman Basket; 7”L x 5”W x 5.5”T

#91310 — Snowman Kookie Plate; 9.5”D
#91320 — Christmas Tree Plate; 13” x 10.25”

#11080 — Tree Plate; 10.5” x 9.5”
#91340 — Snowman Spoon Rest; 7.25” x 4.5”

#91390 — Star Plate; 8”D #12970 — Snowman Plate; 12”D

#12950 — Ornament Plate; 11.5”D
#91380 — Snowman Candy Dish; 6”T x 5” D

Now is the Time to 
Buy Holiday Bisque!
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 by Rich Kizer & Georganne Bender

 We’ve noticed that there is definitely something 
missing in retail stores lately. It’s almost as if every store 
we visit looks and feels the same way: stale, uninspired 
and staffed with people who look like they’d rather be 
somewhere else, doing something else.  Now, you might 
read this and think, “not my store”, but if you’re honest 
with yourself, then maybe it’s okay to admit that a feeling 
of sameness has blanketed your store as well.
 It’s time to put the thrill of shopping back in 
stores - the Crackle!  That feeling of anticipation you 
get every time you visit Disneyland.  That “you never 
know what cool thing is around the corner” kind of 
feeling that builds in the pit of your stomach.  Crackle 
isn’t the merchandise you sell, and it’s not the four 
walls of your store; Crackle is what your customers 
feel each time they walk inside your front door.
 Crackle begins with Shoppertainment - the combi-
nation of shopping plus entertainment that equals fun. 
Shoppertainment makes coming to your store an adven-
ture, and when shopping is an adventure customers stay 
longer, spend more money, and return more frequently. 
Are your in-store events and promotions causing com-
motions?  If they aren’t, drop us an e-mail and we’ll send 
you enough ideas to make your head spin. And definitely 
lift your Crackle Factor up a notch or two.
 Making your sales floor crackle takes planning and 
effort and research.  Research that’s not limited to just 
other ceramic studios, but also includes visits to other 
retailers, hotels, theatres, and community events - the 
places customers go for fun when they’re not shopping.
 You’ll be surprised at the threads of ideas you’ll 
find that you can mold into crackling services that are 
just right for your own customers.  This isn’t boring 
research, and it certainly can’t be described as your 
basic research and development.  This time R&D 

stands for “Rip off and Do It Yourself!” 
 Starbucks didn’t invent coffee and McDonalds 
didn’t invent hamburgers, they just did it better than 
everybody else.  And their stores definitely Crackle.
 If your Crackle Factor has fizzled out then you 
need to seek professional help - from your own team of 
professionals.  Ask your store associates what they’d do if 
they owned the joint.  Ask what they’ve enjoyed at other 
establishments, and challenge them to come up with un-
usual marketing and promotional ideas.  No holds barred!
 With a few tweaks, an off the wall idea just might 
become your claim to fame.  You can invite custom-
ers to brainstorm ideas too, when you ask your best 
customers and biggest fans to sit on your “Idea Gen-
eration Board.”  Invite customers of all kinds: women, 
men, children, pottery pros, and design professionals.  
Can you just imagine the great ideas flowing, creating 
crackling ideas to thrill your customers and leave your 
competition in the dust?
 Don’t wait another minute to increase your 
Crackle Factor. Do It Now!  Make the commitment 
to become the one store in town customers just can’t 
wait to visit again and again!
 About the authors:  Rich Kizer & Georganne Bender are 
nationally recognized experts on customer diversity, “mess-
ing with the media”, marketing & promotion, and everything 
retail. Their unique insights are frequently featured in the 
medias; their client list reads like a Who’s Who in American 
business; and their book “Champagne Strategies on a Beer 
Budget!” has helped thousands of retailers improve their bot-
tom line.  Contact KIZER & BENDER at 888.215.1839 or 
via their website at http://KIZERandBENDER.com
 Don’t miss kiZer & BenDer at the 
2007 ccsA convention in columbus, Ohio,  
August 25 - 28, 2007.

The
CraCkle
FaCTor
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By Kathy Tavano

 Friendly competition...I have to admit that my first 
thought when asked to write on this subject was, “Friendly 
competition is an oxymoron and just doesn’t exist.” My 
second thought was that this was the assignment I’d been 
given, so I’d just have to set aside my preconceived notions 
and view this subject with an open mind. In doing so, I was 
greeted with a view of competition that was supportive 
and joyful, not threatening and dangerous. 
 I bet if I ask what the downside of having a competi-
tor nearby would be, hands would shoot up in the air 
faster than Roman candles in the finale of a fireworks 
display. I truly hope that the relationships and stories 
below will inspire you to view competition in a new light 
and look at your competitors as a potential source of 
support and joy. In speaking of her nearby competition, 
Bonnie Karet of Mud Monkey Pottery and Art Studio 
in Ormond Beach, Florida phrased it so well, “We are 
aware of each other, but we genuinely like each other.” 
 Those I interviewed for this article have studios at 
least a 40 minute drive apart. For some of them, their 
customer base overlaps; for others, it does not. Even 
though they don’t compete in each other’s backyards, 
perhaps the relationships these studio owners share with 
one another can serve as the groundwork for a positive 
relationship between studios with a closer proximity.
 The Golden Rule...We learned it in kindergarten, 
church, from our parents. “Do unto others as you 
would have others do unto you.” “Treat others the 
way you would like to be treated.” “Love thy neighbor 
as thyself.” However you want to phrase it, its impor-
tance in dealing with competition is paramount. 
 Bonnie Karet spoke with me about her relation-
ship with nearby studio owners. The Golden Rule 
shone through in her words. For example, let’s say 
one of them is planning to place an ad in a newspaper 
the other has advertised in; they’ll call the other to 
see how successful the ad was and to check to make 

sure the other doesn’t mind if they place the ad. If a 
customer from her competitor’s geographic area calls 
her, Bonnie will say something like “I’d love to have 
your business, but are you aware of this other studio 
in your area?” She says she knows her competitor 
does the same. If one of them runs out of something, 
they know a simple phone call to the other will have 
the item on its way. Do unto others...
 Elisa Waldman, of Successful Studio Consulting, Inc. 
in Overland Park, Kansas, tells of the time one of her 
employees knocked a thermocouple off her kiln while 
she was out of town. The employee called for help to 
a competitor with whom Elisa had a friendly relation-
ship. That competitor went right over to replace the 
thermocouple...the Golden Rule at work again.
 One of the advantages of a positive relationship 
between competitors is saving money.  Sharing the 
shipping charges (or creating a joint order to get free 
shipping!) and taking advantage of bulk pricing are just 
a few of the benefits of co-purchasing. Laura and Ron 
Apgar of Paint Your World in Oak Harbor, Washington 
often combine orders with a competitor if one of 
them needs just a few items from a vendor the other 
is placing an order with. Then they take the opportu-
nity to visit together when the order comes in! 
 Similarly, Denise Oliver of the Playful Potter in Sparks, 
Nevada and Joy Hartman of I Paint for Joy in Carson City, 
Nevada place orders together to be able to try new suppli-
ers and new products without having to individually place 
an entire order. In addition, they carry different items, so 
they can each see how a piece does in the other’s studio 
before placing an order to introduce it into their own.  
 Joint advertising is another example of a win-win 
money-saving strategy. Advertising can be costly, so why 
not cut those costs in half? How about investing your 
advertising dollars together with another studio to get 
media coverage that’s bigger and better than you could 
afford to do alone?  Denise and Joy have ventured into 

All’s Good 
in the 
hood
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the world of television advertising. According to Denise, 
“We were both leery of television advertising because of 
the cost. We decided to go in together. Our response has 
been ‘why didn’t we do this sooner?’” The result of Elisa 
Waldman’s joint television advertising experience was 
increased image and name recognition for both studios.  
 Dogs. Is there bisque sitting on your shelves just 
collecting dust? Are there pieces that just aren’t sell-
ing? Laura and Ron Apgar trade “dogs” with their 
competitors. Dust collectors at one studio just might 
fly off the shelves at another.
 Speaking of trading...Denise and Joy trade ideas 
and share project plans. They talk all the time; Denise’s 
staff jokes that to reach Joy, all they have to do is 
press redial. In fact, they have each 
encouraged the other to try an 
idea that was successful in their 
studio. The Apgars and their group 
of competitors also share ideas and 
projects. In fact, plans for a road 
trip to see a few of their different 
studios are in the works.
 Sharing and trading business ideas is understandably 
an uncomfortable concept. When asked to define the line 
between being helpful and friendly to the competition and 
sharing too much information, Elisa Waldman offered, “This 
is a fine line and one which changes as trust develops. For 
example, it took years before my friendly competitor and 
I shared revenue numbers with each other.  Much of my 
information is proprietary and I never shared it. As in any 
other area of life, if you do not feel comfortable sharing, do 
not share. Just like dating and marriage, these relationships 
form over time as trust is developed. They are based on 
mutual exchanges of information, kindness and respect and 
they cannot be pushed to grow too quickly.” 
 So...what to do when a competitor moves into your 
territory? Elisa stresses, “Do not panic!” Bonnie Karet 
says she’d bring them a plant and, with claws in, go intro-
duce herself!  “If you make an honest effort to be helpful, 
professional and polite, you can work together no mat-
ter how close you are to each other. Most importantly, if 
you don’t get along after you have made that effort, don’t 
let it bug you. Sometimes things work and sometimes 
they don’t.” Be upfront and honest about who you are to 
start the relationship off on the right foot.
  When you first opened shop, your competition 
was television, movies, sports, and every other form of 
entertainment. You survived! Give yourself the credit 
and respect you deserve! If your competition is now 
another studio, continue doing whatever it is that you 
have been doing right...whatever it is that you do best! 
Denise Oliver and Joy Hartman have similar pricing 
structures but “don’t match each other’s pricing.... We 

each offer unique events and specials.”
 This statement by William McDonough in Business-
Week (The Original Green Man: March 27, 2007) made me 
laugh, but it’s so true. “Other groups may be very focused 
on...being less bad; we’re focused on being more good, be-
cause being less bad is still being bad. It’s good to be less bad 
but it’s insufficient.” Have confidence in yourself and your 
business! Continue your focus on being “more good!”
 I always tried to stress to my children to take the 
“high road” when someone said something negative about 
them. I know they didn’t always find it easy, but it came 
more naturally once they understood that when someone 
puts you down, it’s usually because they can’t raise them-
selves up.  A. J. Kitt, a U.S. Olympic downhill skier, said, “You 

have no control over what the other 
guy does. You only have control over 
what you do.” You can take the high 
road and not fuel the fires of nega-
tivity. Denise Oliver advises that if a 
customer tries to push you to com-
ment about another studio, “RESIST!! 
Smile and turn the conversation to 

what your studio offers and what makes you stand out in 
the crowd!” A good thought from Elisa Waldman is to also 
train your employees to handle all comments positively. 
 Can your competitor become your friend? Accord-
ing to Denise Oliver, “Yes. We started off as just business 
friends. We meet to vent about customers, employees, 
glaze issues and everything in between. It is so nice to 
have someone close to call in either happiness or sorrow. 
I am so honored to be Joy’s friend! We have supported 
each other in hardship and in triumph.” After listening to 
the Hallmark card that is Denise and Joy’s relationship, 
I asked her if they ever had conflicts. Not surprisingly, 
her response was, “...the only one I can come up with is 
whether to order margaritas or martinis.” For a chuckle, 
go back and take little closer look at their picture.
 Laura and Ron Apgar agree. “We go to Pottery 
camp, convention and glass classes together and 
having their friendships has made our business a lot 
more fun.”  Elisa Waldman nicely summed up having 
a competitor who’s also a friend as “Someone who 
understands what you do all day and is not under the 
misunderstanding that your life is one big paint party!”
 Wikipedia defines competition as “the act of striving 
against others for the purpose of achieving dominance.” 
Interestingly, the Latin root for the verb “to compete” 
is “competere” which means “to seek together” or “to 
strive together.” No matter if your competition is right 
next door or an hour’s drive away, why not make that 
first gesture toward striving together to achieve the goal 
of mutual success? Go...buy a plant, plant a smile on your 
face, and face your competition.

The Latin root for the 
verb “to compete” is 
“competere” which 

means “to seek together” 
or “to strive together.”
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by Julie & Robin Cates, On the Pot 

 There is nothing better than spending a week-
end painting pottery with really fun people! I hope 
that’s what all of our customers feel after leaving our 
studios. I know for a fact that is how I felt after the 
Kansas Mini. We had 38 participants representing 18 
studios and 6 fabulous suppliers! Susan Rogers from 
Gare kicked off Sunday with a funky paint scratch-
ing technique to make Celebration Plaques. Next the 
fabulous Tim McPherson, representing Chesapeake 
Ceramics, taught us a thing or two about Creative 
Images on the CEO Stein. Right before dinner, Elisa 
Waldman from Successful Studio Consulting helped us 
create mini-marketing plans for each of the projects 
we would complete over the weekend! How helpful is 
that? Dinner was Italian food catered by our favorite 
local place, Martenelli’s. After dinner, Crista Toler the 
Magnificent brought us metal painting projects and 
beading projects from Bisque Imports. We used the 
no prep metal paints to make swirly hangers, metal 
hands, and butterflies of all kinds! We also made wire 
wrapped pendants and beaded necklaces.
 On Monday we started the day with homemade 
cinnamon rolls (Julia McNair’s favorite part of the 

weekend!) and some really cold fruit. Wooo if that 
didn’t wake you up, I don’t know what would! Tim 
McPherson, wearing his second hat of the weekend 
representing Mayco, taught us a cool technique, paint-
ing flowers in a swoopy shaped bowl and a lace trick 
using snowfall on a planter. Gretchen Delius from 
Glass by Gretchen taught us how to make glass fused 
masks, and the Amazing Susan Rogers from Gare was 
back to help us finish our Celebration Plaques. We 
also used Gare Pottery Glazes to make very cool 
mugs. 
 Best of all, we spent a few days sharing ideas, 
laughing about crazy customers and employees, and 
just having a good time! My very favorite part was 
watching suppliers sit down together to complete 
each other’s projects! What a fun time! Thanks so 
much to all of the suppliers that made the weekend 
possible, Gare, Mayco, Chesapeake, Successful Studio 
Consulting, Bisque Imports, and Glass by Gretchen. 
Also thank you to Additions and Duncan for send-
ing product to give away! You all are the best!!! And 
a great big thank you to all the people who traveled 
to be a part of the mini! Whether you came by plane, 
train or automobile we were so blessed to have you 
spend the weekend with us!

Kansas Mini 
ConventionPart Deux

BACK ROW:  Gretchen Delius, 
Julia McNair, Tim McPhearson, 
Sherry Cates, Courtney Hessinger, 
Jenn Bassen, Rebecca Nolte, 
Bonnie Karet, Kami Hatley. 
FRONT ROW: Julie Cates, 
Robin Cates, Sandi Kirkwood, 
Henry (Baby) McNair, 
Julya Myers and Crista Toler
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by Crista Toler, Bisque Imports

 In the summer 2007 issue of CCSA Today, we ad-
dressed the challenge of keeping ourselves inspired.  
With August just around the corner, we look forward 
to the rejuvenating affects of attending the CCSA 
convention -- spending time with peers, exploring new 
products, meeting with suppliers and refreshing our 
minds with educational opportunities.  We are sure to 
depart our annual gathering with renewed spirit and 
energy.  
 We are not the only ones that need reviving 
though.  The studio customer is one that requires 
constant nurturing, refreshment and inspiration.  They 
rely on us to keep their energy and creative oppor-
tunities peaked.    Okay, so it’s easy to get re-fired up 
about your business after convention, but how do you 
maintain that level of excitement and keep the desire 
to visit and create something new in your studio ever-
present in your customers’ minds?  
 Let’s start with some basics.  Keeping these ideas 
in mind will help to keep you focused and cause you 
to be a catalyst of creativity!
 3 Take a genuine interest in your customers.  Your 
care and kindness will put them at ease and allow 
them to trust you.
 3 Keep yourself inspired!  Review the “Keeping In-
spired” article in the spring 2007 issue of CCSA Today.  
Your energy is contagious so let it flow!
 3 Be positive.  An attitude that exudes confidence 
and assures your customers that they too can create 
unique works of art will build their confidence and 
will encourage them to try new things.  Challenge 
your customers to let their imaginations run wild.
 3 Communicate.  Let your customers know what 
to expect and be open to their feedback.  Your willing-
ness to learn and grow based on their observations 
or experiences is inspiring!  
 So you want some actual, practical advice based on 
interviews with studio owners?  No problem.  Studios 

from all around the country have shared their secrets 
for keeping their customers inspired.  Participating 
studios are as follows: Helene Safford - Clay Café Stu-
dios of Virginia, Falls, Church, VA; Judy Salinas - Glazed 
& Amazed, Edmonds, WA; Ronda Baucom - Color Me 
Mine, Norfolk, VA; Sandi Kirkwood, Clay Casa, San An-
tonio, TX; Jenn Bassen - Paint Yourself Silly, Lincoln, NE; 
Bethany Goudy - Como Paint Your Own Pottery, Como, 
MS; Hillary Moulliet - Art Space Studio, Charlotte, NC

How do you inspire your customers?
 Helene - Lots of samples that sell. We are always 
painting new ones to switch things up too. So often, 
studios paint their standard pieces and they stay there 
on their shelves for years. Any new shipments, we 
pick pieces and put them on a table. At a staff meeting, 
everyone can claim stuff to paint for samples. I prefer 
that they paint things that inspire them.
 Judy - I try to inspire my customers by always 
having new items and new samples. I travel and take 
classes about 8 to 10 times a year.  I buy at least 6 
new items a month that we have never carried and 
try to paint up a sample for most.
 Ronda - For my first time painters, I like to get 
them to tell me what it is that they have in mind 
and then I help them break it down step by step and 
check back with them constantly to make sure they’re 
getting each step down before moving on. I like for 
them to know this is more of a craft than an art and 
anyone can do it...I hope that inspires them!
 Sandi - One way we inspire our customers is to 
leave some samples of new ideas near the register.  
Or we leave a work in progress (this works well for 
us with mosaics) on a table where everyone can see 
it. We like showing people how easy it is to do most 

inspiredThoughts on Keeping 
Customers

Fanning the Fire...
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projects.  That makes them feel less intimidated. 
 Jenn - Sheer enthusiasm goes a long way to inspiring 
customers.  People see you having fun and they want to 
have fun too!  I think it’s really apparent when you have 
people that work for you that WANT to be there.  
 Bethany - Having a wide variety of finished sam-
ples on display.  Enthusiasm for the craft.  Friendliness 
and sincere interest in the people who come through 
my door.  With the happy color scheme, good music 
and laid-back atmosphere in the studio.
 Hillary - I discovered very quickly that there will nev-
er be a time when I sit back and say “There! The store is 
just the way I want it, I’ve got the business I need and it’s 
all good.” Customers - and employ-
ees - want continuous enhancements. 
Not necessarily changes, but new 
merchandising, new pottery and new 
classes. (I even get excited when I 
share new stencils with customers!)

If they are a new customer, 
what do you do to get them wanting more? 
 Helene - Spending a little extra time with a new 
customer (or a repeat) showing them a new tech-
nique, or how to use a particular brush or tool to 
make their piece easier/better always goes a long 
way. My personal favorite is how to use the fan brush. 
Most customers don’t think to use it or know how. 
Another simple technique is easy edging with a syn-
thetic sponge. I like my employees to have 5 “things” 
in their repertoire that they can draw on to explain to 
a customer to make their painting experience better.
 Judy - New customers are somewhat over-
whelmed, so I am there every step of the way.  I 
promise them they will not fail and walk them through 
each step. The piece is usually successful and that 
keeps them coming back.
 Ronda - When they are finished painting, I show them 
samples of specialty paints, and pieces that they could col-
lect as a set.  If they are doing a chip-n-dip I show them a 
pitcher and say “how cute would this be together?” then 
I mention the margarita glasses or the napkin holder, etc.  
They start thinking “what’s next” instead of “I’m done”. 
 Sandi - We try to offer new projects (mosaics, 
glass) to give our customers more choices. But with 
pottery as our main focus, we tend to just keep offer-
ing new pieces. 
 Jenn - Lots of examples of really cool pieces with 
fun ideas get them wanting more.  I try to talk with 
them a bit to get an idea of their interests then show 
them things I think they’d like.  I also put out a regular 
newsletter which I think conveys our enthusiasm and 
love for what we do - it sets a tone.

 Bethany - I show them our Inspiration Book and 
techniques display wall.  For craftier types, I show stencils, 
sponges, tracing paper and let them know how easy differ-
ent techniques can be.  For the more hesitant, I point out 
the crystal glazes. Three coats and a guaranteed “Wow!” 
result.    I also tell them about our warm glass and clay 
programs.  Sometimes, I discuss ways that they can utilize 
their pottery in their lives -- such as, building a house, 
moving into a new home, redecorating a kitchen/bath or 
decorating a child’s room.  I like to build up the fun factor - 
especially since we are in a rural area with a series of small 
towns with few entertainment venues.  Mention people 
they know who like to paint here.   (This doesn’t actually 

make them “want more”, but it does 
work!)  I also send e-mails to custom-
ers via Constant Contact.  
 Hillary - Know your customers 
very well.  Talk with your custom-
ers and get to know them. What 
interests them? What do they like 
about your studio? What do they 

want to paint? WHY do they paint? You’re missing 
almost the entire idea of successful retail if you don’t 
know your customers. 

How do you keep regular customers from pot-
tery burnout?
 Helene - First, by always buying new items. Suppliers 
are great about coming up with new designs - not just 
once a year around convention time.  It helps us keep 
inventory fresh. Our latest push is to try glass fusing.  For 
customers that have painted a lot, it’s a wonderful product 
to introduce and market the same way - just come in, pick 
a base, and decorate. We are the only place in the Wash-
ington, DC area where you can do walk-in glass fusing!
 Judy - Pottery burnout?  Not with 650 different 
items over the last two  years......new, new, new!
 Ronda - New inventory! We get new pieces in all 
the time our regulars love to just stop in to see what 
we’ve added. We also change the shelves around a lot 
to highlight different items at different times.  
 Jenn - I tell regular customers about new things in 
the industry by saying things like, “I just got back from 
a convention in Kansas where I learned.... you should 
totally come to technique night this month- you’d love 
it!” I think they enjoy feeling privy to such info.
 Bethany - I show more samples using new techniques 
or paints and encourage them to bring their friends, snacks, 
BYOB.  I build up the fun factor!  In addition, I constantly 
bring in new pottery styles and new add-ons and introduce 
new crafts such as fused glass and jewelry making.
 Hillary - Burnout is not allowed in my studio.  I don’t 
just sell a plate as a plate: it’s a serving piece to go with 

“Sheer enthusiasm 
goes a long way to 

inspiring customers.”  
- Jenn Bassen, 

Paint Yourself Silly
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your dinnerware!  I don’t just sell a vase as a vase: it’s a 
housewarming gift for your new neighbors!  A picture 
frame is the perfect place to display your favorite va-
cation spot photo ... and on and on. You need to help 
customers think of all the possibilities. Samples and good 
signage are a must to cultivate these kinds of ideas.

Do you have any ongoing programs that offer 
inspiration or build creativity?
 Helene - We have the usual “frequent fuser cards” 
etc. Classes/ workshops don’t go over big in our mar-
ket. We are thinking about offering a “learn at lunch” 
program. We also co-op market our “FirstFriday” 
events with other businesses in the community. We 
offer specials, activities, make-and-takes, and karaoke 
(sing for your discount). Families love it.
 Judy - We offer whatever new glaze, crystal or 
matte product or new technique that we can have 
out.  I am working to better educate my staff, so that 
they are up to speed.  
 Ronda - We’ve just started a series of acrylic and 
stamping workshops which I hope will get the creative 
juices flowing.
 Jenn - We do Technique Night.
 Hillary - Children’s events.  As I spoke with my 
customers (not just the adults, but the kids, too) I 
recognized immediately that these kids love art, they 
don’t have enough opportunities in school for art, 
and they want to learn more techniques and applica-
tions.  In the three short months my studio has been 
open, I’ve signed up more than 55 children for sum-
mer camp.  Based on multiple requests for younger 
children’s art classes, I’m working on a program for 
preschoolers.  I’m listening to my customers and 
they’re telling me “we want our kids - even our young 

ones - to be involved in art programs!” and I’m doing 
all I can to plan regular, diverse art offerings.

How do you challenge your customers to think 
outside the box?
 Helene - Box? What box! 
 Ronda - We start with color.  My favorite story 
is of a little girl that wanted to paint her mermaid 
lavender with pink hair; her Grandmother scolded her 
and said “Mermaids don’t have purple skin! Now pick 
a better color.”  I had to remind Grandma that there 
are no such things as mermaids so why couldn’t they 
have purple skin?  I think that our older customers 
get stuck in the “what is this supposed to look like” 
mode and lose sight of all creativity...they simply want 
to copy.  So, I constantly remind them that it’s their 
piece and it can be any color they want. 
 Sandi - Our customers usually make us think outside 
the box.  They will come in and want to do a school auc-
tion project, and we’ll have to come up with a way to do 
it.  Last year a customer wanted school pictures on tiles 
around the mirror frame we carried.  We finally glued 
pictures on small tiles, put layers of Mod Podge over the 
pictures and glued colorful mosaic pieces around the 
pictures. About seven more of these were ordered when 
the other customers saw them. 
 Jenn - I try to listen and encourage their ideas.  Af-
firmation helps some people try new stuff.
 Bethany - I show samples of pottery and paints 
used in unexpected ways.  I know I think outside the 
box, but many people don’t even KNOW they are in a 
box or that there’s anything else out there.

 Thank you to the studio owners that contributed 
their insight and ideas to this article!

The annual CCSA Auction is sure to be another 
hit as we once again raise money for the 

Susan G. Komen Foundation in Columbus.  

For those of you who are new to convention, the CCSA has a silent 
and live auction during the convention reception on Aug. 27th, 6-10pm.  

We want YOU to bring ONE piece (ceramic, glass or other 
creative art) per participant to donate to the auction.  It’s FUN

 and you may even win big during our raffle this year.  You should 
bring your auction item to the registration desk after 4pm on 

Aug. 25th or the morning of Aug. 26th. 

See You THere!

Get Inspired by Participating in the CCSA Auction

Create for a Cure!
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 Technique: Stroke and Coat; Course Length: 1 hour
 Level:  Intermediate; Artist: Marcia Roullard 

ProDuCTS requIreD:
Surface: MB-1041 Lighted Pumpkin with Light Kit

Stroke 
& Coat: SC-15 Tuxedo
  SC-23 Jack O’ Lantern
  SC-26 Green Thumb
  SC-31 The Blues
  SC-41 Brown Cow
  SC-42 Butter Me Up
  SC-74 Hot Tamale
  SC-75 Orange-A-Peel

Misc.: BT-910 Synthetic Sponge
  Small Flower Rubber Stamp
 
Brushes:  CB-106 #6 Script Liner
  CB-202 #2 Detail Liner
  CB-406 #6 Pointed Round
  CB-604 #4 Soft Fan

Series 
2000: S-2589 Bear Brown

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

2.  Using a CB-604 #4 Soft Fan, apply 2 coats of 
 S-2589 Bear Brown to the entire outside of 
 the pumpkin.

3.  Using a CB-604 #4 Soft Fan, apply 1 coat of SC-75  
 Orange-A-Peel to the pumpkin. Apply a second   
 coat using CB-106 #6 Script Liner with SC-23 Jack  
 O’ Lantern, keeping the color out of the crevices.  

4.  To highlight add SC-42 Butter Me Up to the same  
 brush and apply to random sections of the pumpkin.

5.  Using a small flower rubber stamp, stamp the 
 cheeks and random areas with a mix of SC-74 
 Hot Tamale and SC-75 Orange-A-Peel.  Use a dry 
 sponge to apply the color to the stamp and press 
 using medium pressure.

6.  Stamp all areas of the pumpkin with SC-75 
 Orange-A-Peel with the flower stamp. Then mix 
 some SC-41 Brown Cow with SC-75 Orange-A-
 Peel and overlap the orange stamps, stamping with 
 this mix.

7.  Using a CB-406 #6 Pointed Round, apply 2 coats  
 of SC-26 Green Thumb to the stem.

8.  Using a CB-202 #2 Detail Liner, apply 2 coats of  
 SC-31 The Blues to the eyes.

9.  Using a CB-202 #2 Detail Liner, apply SC-15 
 Tuxedo to the pupil.  Apply 1 coat of SC-15 
 Tuxedo to all the cut out edges. 

10.  Stilt and fire to shelf cone 06.

The Great Pumpkin

AGlow



By Linda Talley
www.lindatalley.com

 Think about the last time you 
opened the car window and let your 
dog hang his head out while your 
drove.  Did you know he could get 
road dirt or bugs in his eyes and suffer 
damage?  You probably thought about 
it and still opened the window.  Why?  
Because you saw and experienced how 
much he loved it!  You were giving him 
the thrill of the ride and you didn’t 
want to withhold that from him.
 What about our customers?  How 
many times do we give them the thrill 
of the ride or just give them a sales 
presentation.  Most sales presentations 
fail because we focus on the nuts and 
bolts of the presentation and forget 
about our customers’ subconscious 
emotional and sensory perceptions as 
well as their needs.  When you forget 
these emotional and sensory percep-
tion issues with your customers, you 
may make the sale but it was based 
on price rather than relationship and 
you won’t have a loyal customer.  You 
probably have a satisfied customer but 
there will be no “relationship” with you 
so why would they come back to buy 
more from you?  It’s like stopping to 
buy gas-you find the cheapest place or 
one you consider worthy of your busi-
ness, you buy the gas and you go.  You 
don’t care if you ever come back or 
not.
 If this is the way you want to do 
business, then focus on product and 
price and don’t expect customer 
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Are You Giving
THRILL
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loyalty.  However, if you want customer loyalty, you 
create that by creating experiences through emo-
tional and sensory input, either by design or chance.  
These influence the value placed on the experience 
by your customers.  Unmanaged, these experiences 
have a 50-50 chance of making a positive impact on 
your customers.  However, when managed these 
experiences create customer loyalty, preferences and 
will impact your bottom line.  Keep this in mind:  the 
tangible aspects of your product or service have far 
less influence on your customers’ 
preferences and the subconscious 
sensory input and emotional 
elements derived from the total 
customer experience (TCE).
 No longer is the word “brand-
ing” about a name.  Today it means 
so much more!  It’s not about the 
brand, it’s more about the brand 
called you-even though you may 
have numerous “brands” that you 
carry or provide.  Today, the TCE 
is how customers rate you:  how 
they brand your products, services, staff, sales staff, 
CSRs and it all comes together under the brand 
called YOU!  Even if a customer never comes directly 
into contact with you personally, you are still being 
branded with every interaction that your customer 
has with your associates, staff, etc.
 How do you make certain that the brand called 
you is how you want to be branded (keep in mind 
here, I am not talking about branding irons)?  It 
begins with your values.  Have you ever stopped to 
ask yourself what your values are for your business?  
Have you ever asked your staff what they think the 
values of your business are?  Why ask them, you ask?  
Well, they work for you and if their values are not in 
line with your values, you might have some problems 
on your hands, especially when you are away from 
the business.  If they don’t know, understand and are 
working from your values, they won’t know what’s 

good or bad, right or wrong, if you are away from 
the business.  Don’t assume that just because they 
are working for you, they understand your values 
and how to honor those values in your business.  
It’s something that needs to be continuously talked 
about, discussed, refined and reviewed-if you want to 
give your customers the thrill of the ride.
 Once you have identified your values, talk about 
them at staff meetings or training sessions.  Ask 
everyone to talk about what they are doing or have 

been doing with customers using 
a “story” format.  Why a story?  
Because everyone loves to listen 
to a story.  Your parents read you 
stories in order to get you to go 
to sleep.  You probably do the 
same for your kids or grandkids.  
You are a story teller, you just 
don’t know it.  If your kids/grand-
kids love to listen to your stories, 
think how much your customers 
will want to listen to your sto-
ries.  Stories are powerful!  Have 

you seen Fred Dalton Thompson, the DA on Law 
& Order, tell the ADAs a story?  He does it all the 
time and it’s effective.  After you listen to one of his 
stories, you probably say to yourself, “That was pret-
ty cool!”  So don’t let Fred have all the glory, start 
talking in stories and as your staff to do the same 
thing.
 So instead of talking about how much you “sold” 
yesterday, in a bullet format, tell people the story.  
This is a great way to share “best practices” among 
staff.  You can also share customer stories or your 
history or your future dreams.  Whatever you do, tell 
the story about it and people will listen.  Does this 
mean that if you talk, people will listen?  I say:  only 
if it’s a good story and has meaning for the people 
listening!  Watch the person’s eyes as you tell your 
story.  When you can see them lighting up, you know 
they are getting the thrill of the ride!

Most sales presentations 
fail because we focus on 
the nuts and bolts of the 
presentation and forget 

about our customers’ sub-
conscious emotional and 
sensory perceptions as 

well as their needs.

Your Customers the
of the RIDE?



62  Fall 2007   Today



 Today   Fall 2007 63

TECH 
TALK

Preparing Your 
Kiln for the 

holiday Season
By Jim Skutt, Skutt Kilns

With the Holiday season 
coming soon, studio owners 
need to ensure their 
equipment will give good 
service during this busy 
time.  Below are a few tips 
to make sure your kiln is 
ready for the Holiday season.

r 1.  Make sure the kiln is centered on the stand   
  and that the stand is stable. 
  Remove objects from around the kiln that are  
  trip hazards or inhibit loading.

r 2.  Vacuum the kiln with the brush nozzle of a 
  vacuum. Remember to vacuum the brick  
  grooves. If you have difficulty removing debris 
  inside the grooves, use a narrow wand-type 
  vacuum cleaner nozzle being careful not to 
  scrape the brick walls.

r 3.  Vacuum around and under the kiln: floor, 
  shelves, and walls. This keeps the kiln interior 
  cleaner and adds life to the vent motor.

r 4.  Check the kiln wash on shelves and kiln 
  bottom for cracks and bare spots in the 
  coating. Remove any glaze drips. Reapply 
  kiln wash if needed.

r 5.  Check the power cord and outlet for heat 
  damage. Has the cord touched the side of the 
  kiln during firing? This will damage the 
  cord insulation. Replace the cord set or wall 
  outlet that shows signs of heat damage.

r 6.  Make sure elements are not bulging out of 
  the grooves. Repair if  necessary.

r 7.  Kiln Downdraft Vent: Check the aluminum 
  vent duct for leaks.

r 8.  Digital kilns: Make sure the thermocouple 
  extends far enough into kiln.  For most models 
  the thermocouple should extend at least 1” 
  into the firing chamber. Run a test firing using 
  an Orton Self Supporting cone on a shelf 
  adjacent to the thermocouple. If the cone 
  is melted on the shelf the thermocouple 
  should be replaced before you fire any more 
  products.

r 9.  Check that all the lid hardware is tight 
  including screws and lid bands.

r 10.  If the firing time is significantly longer than 
  normal (e.g. 2-3 hours longer than normal) 
  it might be time for a new set of heating 
  elements. Discuss this with the manufacturer, 
  your kiln repair person or your local distributor.

 Beyond these basics there are some decisions that 
need to be made on how to handle parts like elements, 
thermocouples, and relays that have a certain life expec-
tancy.  Studio owners can opt to replace their elements, 
relays, and thermocouple every year to prevent these 
items from failing during the Holiday season.  This type of 
maintenance may cost more in the short run but it pre-
vents possible issues later.  Or studios can have some ba-
sic spare parts available in the studio including elements, 
relays, and thermocouples.  If the studio maintains the 
spare parts in the studio, they are able to repair the kilns 
much faster.  They can either repair the kiln themselves or 
have the parts on site for a repairman to come immedi-
ately so they do not wait for parts from the factory.
 A kiln is a piece of capital equipment and essential 
to the operation of a studio.  If it is maintained well it 
will offer years of reliable service.



in the door hears about our “signature lines” of designs 
from adorable to elegant.  Our new procedures allow 
staff to easily guide the customer through the selec-
tion process from pieces to designs and colors.  We 
have condensed their choices so they don’t feel over-
whelmed.  Once they have been guided through this se-
lection process, we remind them about accessories such 
as plate stands, key holders and tile frames or boxes.  
 Other marketing approaches that have worked for 
us are Valpak coupons, customer gift registries, our web-
site and of course, word of mouth!  Just think about the 
number of potential customers that sign a house warm-
ing platter or how many potential customers will see a 
cute handprint plate at a proud Grandma’s house.  Every 
design we create features our studio name and logo on 
the back so those potential customers know right where 
to go for their own special piece.
 Now is the time to start gearing up for the holiday 
season with new ideas.  Could a “store” in your studio 
work for you?  
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By Denise Oliver, Playful Potter
  
 At Playful Potter, we feature “stores” within our stu-
dio.  We offer Signature Platters and Hands, Fingers, Feet 
& Toes©.    We create colorful and appealing displays that 
also simplify the buying process for our customers.  
 We were already creating many handprint and 
footprint designs for our customers in addition to our 
custom work, but we never knew what to charge.  Dur-
ing busy seasons when the cries of “you paint this” are 
the loudest, it was also difficult to sit down with the 
customer to add the details.  Do we charge for an entire 
hour of custom work?  There had to be a better solution.   
 We created our Hands, Fingers, Feet & Toes© 
(HFFT) and Signature Platter stores to not only 
simplify the buying process for our customers but to 
make the procedures easy for our staff.  Now, cus-
tomers just point and say, “I want that one!”
 I wanted the studio’s new “stores” to sell themselves.  
They also needed to be visible from the moment cus-
tomers walk in the store.  I was surprised how easy our 
new “stores” were to put together.  We gathered togeth-
er our many samples and searched for key places in the 
studio where customers would be sure to take notice.  
Because we have adjustable wire shelving, we removed 
a few shelves and created two separate focal point walls 
with fun logos describing the products.  
 We also have standardized pricing for both “stores.”  
Our signature platter prices include our custom painting, 
firing and a Pebeo pen.  Our HFFT pieces include help 
with prints and our decorating expertise.   
 We added many new sample pieces to both sec-
tions.  We display a plate in our Signature Platter area 
that features all of our stan-
dard design options as well 
as our type styles.  When it 
comes to samples, bigger is 
better!  Many customers will 
just point and say, “I want 
mine to be just like that.”  It 
is much better to have them 
pointing at a large platter 
than a small tile.     
 We took the easiest 
marketing approach first-sell-
ing to our customers who 
were already in the store!  
Every customer that walks 

A Store within A Store





Create Unique Mosaics 
Using Clear Gems
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by Eric Peacock of Total Mosaic
 
THe ProJeCT:  Picture frames are one of our best 
selling surfaces.  They allow a customer to not only 
create a beautiful piece of art, but also include a per-
sonal memory into their artwork.  Here we will de-
sign a classic heirloom quality wedding picture frame 
using a creative technique that incorporates clear flat 
backed gems and vintage textured mirror tiles.  This 
technique uses printed or cut out letters that can be 
included in your piece by capturing them under the 
gems for a personal touch.  You can use gems and 
this technique on any surface such as the plaque also 
pictured here.
 
STuDIo MoSAICS:  Mosaic is an ideal medium 
for the contemporary studio.  It is a classic form of art 
that can be used to design works that appear ageless 
as well as funky and modern.  To a studio owner there 

is more beauty than just what is seen in the glass.  For 
an owner the simplicity of the form along with the 
benefits that there is no glazing, firing or sanding in-
volved. This is a huge plus.  Customers can simply pick 
a piece, adhere their tiles using non-toxic glue and 
then take their piece home with a small tub of grout 
to finish at their leisure.  Mosaics are great for out of 
town customers that need to take their pieces with 
them the same day as well as for the holidays when 
kilns are full.
 
LIST oF SuPPLIeS
  Picture Frame
 Vintage Textured Mirror Tiles
 Clear Flat Backed Gems (not metallic)
 Printed Letters
 Weldbond Adhesive
 Sanded Tile Grout
 Tile Nippers (optional)

Vintage Heirloom Wedding Day Picture Frame
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STeP oNe:  First we will need to print our letters or 
use letters cut from a magazine.  The letters I used are 
approximately 5/8” tall.  Allow at least 3/4” between the 
printed letters so you have room to cut out your letters 
once the gems are glue on top.  Once printed, you will 
need to adhere the gems onto the letters.  Using an inex-
pensive brush, paint a very thin coat of Weldbond® on the 
back of a gem, center it over a letter and press down firmly.  
Repeat this for all of the letters on your sheet.  Once dried 
you will cut around the base of each gem (glue should be 
dry enough to work with in about 10 minutes).
 
STeP TWo:  Next we will need to design your piece.  
Here I used vintage textured mirror tiles to give the 
piece a very simply and clean look with a touch of class.  
You can use any tiles that you like.  Pick something that 
is personal to you or that compliments the colors in the 
photograph you choose.  Decide where you will place 
your gems (letters) and your other tiles.  Sketch your 
design out on your frame if that helps.
 
STeP THree:  Line up your gems and glue them to 
the frame. Then begin adhering the rest of your tiles to 

complete your design. You can use square tiles like I did 
here or hand nip tiles to fit into your design.  Another 
great option for this type of project is to use Nibbles & 
Bits™ which are already hand-nipped and tumbled.  In 
the “Dance, Live, Love, Laugh” plaque pictured here I used 
a variety of 3/4” Venetian tiles that I nipped into desired 
shapes and added a garden butterfly tile for a nice accent.
 
STeP Four:  You will now need to grout your piece.  
Choose a color that is different from that of your tiles 
so there is pleasing contrast between the tiles and the 
grout.  That will make your tiles “pop.”  Each of these 
projects took just one standard 7oz tub of grout to 
complete the project.  Mix small amounts of water with 
the sanded grout in a disposable tub until you have 
the consistency of peanut butter.  Then, wearing gloves 
press the grout into all of the spaces between the tiles.  
Next, wipe off as much of the grout from the surface 
of the tiles as possible.  Let the piece set for 10 of 15 
minutes until the grout hazes up a bit.  Go back with a 
slightly damp sponge or cloth and wipe off any excess 
grout to reveal your wonderful masterpiece! For specif-
ic details including step by step photos of how to grout 
visit www.totalmosaic.com/how.

STeP FIVe:  All that is left is finishing the sides 
of your piece.  You have several options.  You could 
have added mosaic tile to the sides of the piece, 
scrub grout into the sides and wipe off the excess 
sand to color wash the sides, paint the sides with 
an acrylic paint or even glue on a piece of ribbon 
or fabric to give it a unique look.  
     Insert a special picture into your frame and 
you have a wonderful heirloom quality mosaic 
work of art that will last a lifetime or a gift that 
someone will cherish!  For more ideas, inspira-
tion and projects visit www.totalmosaic.com/
projects and www.totalmosaic.com/gallery.
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By Sylvia Clayton, Paint Your Art Out

International 
News

 International Director CCSA........quite a handle!!! 
One that I have been proud to put my name to, 
but........things evolve and change.   Now change for 
change’s sake is not always good, but on this occasion 
I can see that having a European Committee will help 
all our European members reach their full potential, 
by more or less being in control of their own destiny.  
10 voices are louder than 1!!! 
 As my parting shot, I would like to introduce you 
to our new European Committee . . . (in no particular 
order !!!).  In order to put the article together, I asked 
the EC members 4 questions and also asked for the 
date of birth - so I could add a bit of fun to the article 
with some Chinese Astrology, which is more person-
ality based than reading the “stars” and which might 
give us an insight into the personality of some of the 
committee members.  An active member of the com-
mittee not featured is Amanda Bosson of Cromartie. 

THe queSTIoNS Were: 

 1.   How long have you been in the PYOP business 
  and how you came to start your business?

 2.   Your best achievement in life so far?

 3.   Where you can see yourself in say 
  2 years time?

 4.   If the Kiln God gave you one wish - 
  what would it be?

ANDY SuMMerS (Dish)
 First,  we hear from Andy: - who has been 7 years 
in the PYOP business, 2 years of that was managing 
a studio where she also met Dani.  For 5 years they 
have been running a very successful business together 
incorporating their love of ceramics and art.  
 Andy rates her achievement (so far) as starting 
her own business when she was 27, putting herself 
through university and now being able to buy a house 

in the country with her lovely boyfriend.    To the 
question where does she see herself in say 2 years 
time, her answer  was “world domination” .  She didn’t 
make it clear whether she meant personal world 
domination or business world domination. Let me tell 
you knowing this girl, it could be both!
 Andy’s wish to the Kiln God - that the kiln would 
glaze and load by itself......
 Andy is a Tiger.....now Tigers are born leaders.  
They have an air of authority that prompts others to 
fall in line, which is exactly how they like it....Tigers 
are fun to be around, but they like to go it alone 
sometimes too.   A tiger’s main interest is in follow-
ing its ambitions - and maintaining control.   Tiger is 
definitely king! Noble and warm-hearted.
 The other half of the dynamic duo at Dish Ceramic 
Studio is Dani Olmi who has been involved in PYOP 
business for about 7 years, (about 14 years in ceramics).  

Andy Summers of Dish.
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Had the idea of the studio whilst working in someone 
else’s, being paid very badly, and figured it would be bet-
ter to work for herself.....(however still being paid badly 
!!!!).   Dani rates her best achievement as being able 
to survive on less than 5 hours of sleep per night for 
the last 15 years.      In the not so distant future, Dani 
would like to go back to where she started and make 
her own ceramics, exhibiting in lots of lovely art galler-
ies........She tells me that the Kiln God doesn’t exist, she 
prays to him every night but he doesn’t listen, as every 
morning when she comes into work, the glazing bench 
is always full of unglazed pottery.......  (He doesn’t listen 
to me either Dani . . .)
 (According to Chinese Astrology, Dani is a Pig! 
- now contrary to its rather negative reputation in the 
West, the Pig of Chinese Astrology is the most gener-
ous and honorable sign of the Chinese Zodiac.  The 
sign believes in the best qualities of mankind, they care 
a great deal about friends and family.  Helping others 
is a true pleasure for the Pig, who feels best when 
everyone else is smiling.)

reBeCCA HArrIeS (Cactus Ceramics)
 Rebecca is a Tiger - they are both colorful and 
unpredictable.   They are rebels!!  Tigers are impa-

tient and always look for action.    Tigers like people, 
involvement and dedication to humanitarian causes.    
No matter how down and out they get, they never 
give up, they can always start over again.

LISA DoWNHAM (Get Fired)
 Lisa has been involved in PYOP since 2003, al-
though the concept wasn’t really that new to her as 
her mother did ceramics as a hobby, so it was always 
familiar.  Lisa and her family were happy customers of 
a studio in South Wales which helped fuel the fire.....   
To start her business Lisa took the bull by the horns, 
quit her job as an admin assistant, and jumped in with 
both feet !!   A plucky lady she got side-tracked by 
breast cancer, but overcame the adversity and opened 
her own studio in June of 2003.
 Lisa sees her best achievement so far, as her 
husband, Stefan and her three step children Adam, 
Imogen and Alex together with Helen, her daughter 
with Stefan.  She proudly tells me that she sees these 
5 people in her life as gifts from God.
 In two year’s time Lisa says she would still like to 
be running a successful studio, perhaps having ex-
panded a little, adding other services like glass or just 
doing what she does now, but more of it !
 The wish to the Kiln God ! Perfect results every 
time.  No overglaze lines, no dinosaurs kissing mugs.....

MoIrA STrICkLAND (Garage Ceramics)
 Moira started her mobile business two and a half 

years ago, she 
tells me that 
it seemed like 
a good idea 
at the time.....  
She swam up 

Dani Olmi of Dish.

Rebecca Harries 
of Cactus Ceramics Moira Strickland 

of Garage Ceramics
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the river against the tide....no business plan, nothing 
! - had a little money saved up and just decided to go 
for it.......
 Her best achievement so far, besides opening her 
PYOP business, was saving her little cat from a fox. 
The cat thinks it is Mam’s best achievement so far 
too !!
 Her plea to the Kiln God was.....a few more 
regular bookings, from nice people who don’t query 
prices all the time.....
 (In Chinese Astrology talk Moira is a Hare - this 
sign is the emblem of long life and they possess the 
powers of the moon......they are strong willed and go 
quietly but determinedly towards their goals.  Hares 
are well mannered and seldom use harsh words or 
foul language.  Instead they cater to your every whim 
until they get their way and before you know it, you 
have been won over.  Hares are considerate, under-
standing, warm, friendly and easy to be with).

reBeCCA Moore (Phoenix Ceramics)
 Rebecca tells me that she has been involved in 
PYOP as a hobby since 2001 and started her busi-
ness in 2004.   She was looking for something that 
would keep her brain working but would be flexible 
enough to fit around her young children.
 Greatest achievement so far - her children.
 In 2 years time Rebecca sees herself still potting, 
but pursuing other interests too.
 Another wish to the Kiln God from Rebecca  for 
self glazing and self packing pottery!!
 (Rebecca is a Boar - Boars are self-reliant, very 

sociable, dependable, and extremely determined.   
Boars are peace lovers and don’t hold grudges.  They 
hate arguments, tense situations and try to bring 
both sides together.  Boars enjoy social gatherings 
of all kinds and look for parties to attend.  They are 
blessed with endurance and work steadily at tasks 
with great patience until completion)

JuLIA GrANT (House of Ceramics France / 
Bisque Imports europe)
 Julia has been involved in Ceramics for 26 years 
- she started out by painting a Christmas Tree, got 
hooked and ended up supplying greenware to approx 
300 traditional studios all over the UK.   For her best 
achievement so far, Julia reckons is was when she “dis-
covered herself.” Julia wrote two successful books, made 
a series of films on television all about herself, and be-
came the person she is today because of the acceptance 
of others.   She reckons that discovering to be honest 
and true to yourself is the most important thing in life.
 Julia doesn’t see any change, in two years she 
would still like to see herself traveling and teaching, 
she has already helped people open ceramic busi-
nesses in 30 different countries over the years, she 
still feels that there is a lot of “world” out there still 
to be educated....
 Her wish to the kiln god would be that adults 
who bring children to the studio, would button their 
lips and leave the children to develop their own 
artistic skills.  If they don’t - the Kiln God will strike 
them dumb until they leave !!
 As a Supplier Julia’s perfect customer is one that 
understands that sometimes you do run out of stock 
and sometimes bisque can get damaged in transit, 
but is soon replaced.  Her star customer is the one 
that makes her smile!!!
 Julia is a Horse ! - Horses are very appealing peo-
ple.  They are warm and friendly and dearly love social 
gatherings with plenty of people.  They are very percep-
tive and enjoy talking.  They have a high spirited nature 

and are changeable.  Horses are adventurers at heart, 
being self-reliant and energetic.  They have sharp minds 
and a good ability for managing money.   They work 
hard and share with everyone.  Creativity is part of 
their being, they are talented writers and performers.

 PS - my Chinese Astrology sign - a Horse!

Now having met some members of the 
European Committee, I hope you feel you know 

them a little better !!! and hope you have 
enjoyed learning a little bit more about them......

we all look forward to the contribution this 
Committee can make to the Association as a whole.
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 While writing this issue of Biz Buz, I was faced 
with the task of choosing one book on web design 
that would be up-to-date by the time it was printed, 
contain useful guidelines for anyone interested in de-
signing or having a website designed for them, and still 
have something for those of us that have been there, 
done it, and still want to improve our “e-presence”. 
Don’t Make Me Think by Steve Krug (New Rider’s 
Publishing, second edition) fits the bill on all counts. 
Don’t Make Me Think provides a common sense 
approach to web design. With bits of humor and a 
healthy dose of graphic examples (for us visual types), 
“It’s not rocket surgery(tm)” is Krug’s corporate 
motto and it says it all. Krug’s simple examples teach 
the web designer or web design client how to under-
stand what makes a website usable. For example:
“You may be thinking; “Well, it doesn’t take much ef-
fort to figure out whether something’s clickable. If you 
point the cursor at it, it’ll change from an arrow to a 
pointing hand. What’s the big deal?”
 “The point is, when we’re using the Web every 
question mark adds to our cognitive workload, dis-
tracting our attention from the task at hand. The 
distractions may be slight but they add up, and some-
times it doesn’t take much to throw us.”
 Studies show that we only have 9 seconds to 
attract and retain a customer on our website. They 
come, they click around, and they leave quickly if they 
are frustrated and/or don’t find what they want. Krug 
gives real life examples on how to design pages for 
the scanning public. He doesn’t want the web designer 
to re-invent the wheel, he just wants to help us en-
sure that it is round so that it does its job. 

 Steve Krug reminds us that:
	 •		 People	don’t	read,	they	scan	
	 •		 Users	don’t	make	the	best	choice,	
  they select the first “good enough” solution 
	 •	 Visitors	don’t	figure	out	how	things	work,	
  they “muddle” through 
 The book is chock full of pictures and examples of 
good design habits, minor re-designs that have a major 
impact on usability, and pointers to keep in mind in our 
efforts to attract the average customer and take advan-
tage of the “low hanging fruit”. Once I started reading 
this book, I couldn’t put it down. I kept coming across 
things that made me think, “Why didn’t I think of that?” 
 Here are some additional resources recommended 
by the author and myself on web design and usability:
 1.  http://www.useit.com/ 
 2.  Homepage Usability: 50 Websites Deconstructed 
  by Jakob Nielsen and Marie Tahir, New Riders
 3.  Defensive Design for the Web, 37 Signals, 
  New Riders
 4.  http://websitetips.com/  - has useful articles, 
  how-to’s and tips
 5.  http://www.coolhomepages.com/  - for the visual-
  minded who like to look at cool websites
 6.  Web Standards Creativity, Innovations in 
  Web Design with XHTML, CSS and 
  DOM Scripting, Friends of ED 
  www.friendsofed.com - pricey, full-color, 
  for the advanced web developer 
 7.  The FWA: Favorite Website Awards,  Websites  
  at the cutting edge http://www.thefwa.com/ 

 Till next time...

Biz Buz
By Helene Safford, Clay Cafe Studios and the Studio Resource

A continuing series of business tips 
based on book reviews

A Common Sense Approach to Web usability
DON’T MAKE ME THINK
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7.  Clay to Cash   If you need  
to know how to get that piece  
of bisque or glaze off your shelf, 
Guru Marketing Director Rich 
Zumpone is the one to talk to. He 
can sell the Eskimos ice from Ohio. 

8.  Team Mayco   Looking for 
excitement and creativity? When it 
comes to learning new techniques 
or marketing tricks, Mayco Creative 
Partners – Tim and Jon, Denise, 
Pauline, William, Leah, and Ivonne – 
are more fun than a barrel of monkeys 
and about as easy to manage.

9.   Wheelers and Dealers   From 
east to west, north to south and 
overseas, Director of Sales Keith Kern 
and International Sales Manager 
Karen Smith team up with our 
world-class distributors to bring 
you those fab Mayco products. 
Mayco is everywhere! 

10.  Club Mayco   Okay, there’s no 
beach or spa to hang out at, but 
Mayco Creative Studios Coordinator 
Teresa “Teddy” Wright will immerse 
you in tips, tricks, education, and 
techniques that will kick sand in 
your competitor’s eyes. Sun block 
required because this program is 
HOT, HOT, HOT!

1.  Bob, Bob, He’s our Man! Bob 
Moreni, staff artist, cracks the whip 
on bisque by putting the quality 
control whammy on each batch of 
bisque in every shipment. 

2.  The Gift for Gab   Our Technical 
Support Guru Kathy McCourt has 
got the gift for gab and loves giving 
you guidance on all our products. 
Your problems are her problems. 

3.  Mad Chemistry   In our R&D 
department Steve Kutney, director 
of operations, mixes and develops 
with the best of them and adds a 
little bit of the mad scientist to the 
mix. Call him Dr. Frankenstein. 

4.  Imagination Station   Marcia 
Roullard’s artistic flair has her creating 
a masterpiece like Monet, 50’s style 
dinnerware, or a kicky piece a kid can 
create. Her imagination is limitless –  
kind of like outer space. 

5.  Sculpt City   What’s more fun 
then getting your hands in the clay 
and creating? Sue Strand, master 
sculptor, makes something out of 
nothing every day. Her work keeps 
your customers coming back for 
more!

6.  Camp Mayco   Boot, Pottery, and 
Ceramic Camps are just for grown-ups 
because we can’t let the kids have all 
the fun. Camps give you the skills 
and knowledge to play and create 
with the best of them. This stuff 
ain’t for the faint of heart — no 
kumbaya will be sung here.

Top 10  
R e a s ons  to  Cho o s e  US !
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