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WELCOME
Spring is here, school will be out before you know it, and your summer camps will be in full swing. it seems 
that the years are just going by faster and faster. the CCSa is in planning mode for the 2014 CCSa Conven-
tion in Scottsdale, Arizona. it is going to be the best Family reunion you have ever attended. And when i say 
family i am talking about your PYoP family. This is the perfect opportunity for you to refresh, renew, and 
reconnect. We have amazing business and techniques classes scheduled and some very special guests join-
ing us to share their knowledge and help you take your business to the next level. So start planning today to 
attend. it will be the best thing you do for your business this year!
 ccSA elections are also upon us. We will be adding a eighth seat on the board this year and that seat will go 
to a supplier member. in May we will have elections to fill two spots by studio owners and two spots by supplier members. i want to thank all those who 
have expressed interest and have submitted applications to run for the board. it is time consuming but it is also very rewarding and we cannot do this 
without the wonderful members who volunteer their time to keep the ccSA moving in the right direction for the betterment of the industry.
 if  you have not yet joined the ccSA chatter Facebook page, i encourage you to do so today. This private page is extremely active and has 
become a great resource for the members to share their successes, exchange ideas, and overcome obstacles. You are not alone in your day-to-
day operations and that is very evident in the community that has formed on this page.
 Thank you for being part of  ccSA and i look forward to seeing you at convention as we refresh, renew, and reconnect.

Dena Pearlman, Executive Director

bus•y:[biz-ee] adjective, bus•i•er, bus•i•est.
 1. actively and attentively engaged in work or a pastime: busy with her work.
 2. not at leisure; otherwise engaged: He couldn’t see any visitors because he was busy.
 3. full of  or characterized by activity: a busy life

Sometimes we get so busy with family and business that we just forget to enjoy life! Taking time to celebrate 
accomplishments, appreciating what we have, cherishing memories of  what’s most important, and following our aspirations are vital to keeping 
our spirits fresh. Things get stale and boring when we do what we have always done. There comes a day when we need to reflect, reconnect, 
renew, and refresh.
 When the CCSa Board of  directors met in January for our annual planning meeting, we were amazed at all we had achieved in 2013. Some 
great new benefits, improved “behind the scenes” procedures for staff, an awesome convention, and member growth were the highlights of  2013. 
but as we looked ahead, we wondered: What are the needs of  our members and how do we meet them? how do we keep the ccSA relevant? 
Where will we be in 3 years? in 5 years? the Board identified five factors imperative to the growth and continued success of  the CCSa: progress, 
change, improvement, planning, and setting goals.
 Progress is impossible without change. change is needed whenever there is room for improvement. improvement is exciting because it 
identifies the potential of  what you can become. becoming “more” requires a strategic plan and guidelines to achieve your goals. goals should be 
S.M.A.r.T.—Specific, Measurable, Achievable, relevant, and Time-bound.
 The board determined that in order for the ccSA to continue to grow, change is needed and a strategic plan would take us there. We revised 
our Mission Statement to identify a clear and concise purpose. Establishing specific Strategic goals will enable future leaders to continue the vision 
and grow the momentum that the current board has established. The board has always set forth yearly goals and aspirations, but this framework 
is designed to carry the ccSA to a new level. it also allows members to see the future of  the ccSA, and it holds the board and staff  accountable. 
The ccSA’s Strategic Plan is for renewing our commitment, reconnecting with our members, and refreshing all that our association has to offer.
 At the end of  our planning meeting, we realized we had this “re-” thing going: renew, reconnect, and refresh. So a perfect theme was set for 
our 2014 CCSa Convention—a Family reunion. it’s a time for studios to refresh their creativity, reconnect with studio and supplier members, and 
renew their excitement and commitment to the success of  their business. We’ve got everything planned for you; all you need to do is be there! 
register for convention today. use what you learn and experience to strategically take your business to the next level. it’s your time!

Your President,

Wendy Pettys, ccSA President

2 CCSAtoday  •  Fuel Your Creative Fire  •  Summer 2014



ThE CCSA’S gOAL 
ThiS yEAr iS TO MAkE 
COnvEnTiOn AS fun 

And EduCATiOnAL 
AS pOSSibLE. WhAT

 A grEAT TiME TO rEfrESh, 
rEnEW, And rEMind 
OurSELvES Of OnE 
ThE MAin rEASOnS 
Why WE ArE in ThiS 

buSinESS—TO MAkE 
MOnEy, Of COurSE!
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Convention 
Is Coming!

up frOnT

This is a perfect time to meet new suppliers and catch up 
with the “old” ones! it will be a night of  games, raffles, 
and plenty of  fun. The next three days are packed full of  
learning opportunities. These classes are just what you 
have asked for. Marketing, hr, operations, finance, social media, and 
techniques that you can take back to your studio and help you make 
money!
 The highlight of every ccSA convention is our annual auction. We 
are excited to announce that our auction on Monday evening will benefit 
St. Jude’s children’s research hospital. We are very 
happy to be supporting them again this year. They are 
committed to “Finding cures. Saving children.” What 
an honor to host this auction in support of their won-
derful work with kids and their families. Start thinking 
about those auction projects now. We have witnessed 
the generosity and support from all of our studio and 
supplier donations and those who donate items to this 
awesome cause. To add to our auction excitement, the 
ccSA has a little something extra to add to the fun—a 
comedian! i don’t know about you but i am so excited 
and really looking forward to the entertainment! 
Prepare to enjoy the fun during the auction and, of  
course, the late-night partying afterwards.
 be sure to stick around after convention on Tues-
day. The ccSA has scheduled a tour to visit two amaz-
ing studios in the phoenix area. We’ll leave the hotel at 3 pm and return at 
8 pm to enjoy an afternoon and evening of studio tours, dinner, and little 
sightseeing of what Phoenix has to offer. This is great time to relax, visit 
other studios, take a few pictures (and a steal a few ideas!), and enjoy the 
fun. You can sign up for the studio tour when you register for convention.
 The ccSA’S goal this year is to make convention as fun and education-
al as possible. What a great time to refresh, renew, and remind ourselves 
of one the main reasons why we are in this business—to make money, of  
course! it’s wonderful to see your PYoP family and talk with people who 
speak your language. it’s also wonderful to learn new ideas and tech-
niques that will make you money. There will be lots of advice on chatter 
in the weeks before convention on all the items you will want to bring: 

comfortable shoes, money for auction, vitamin B-12, and business cards. 
but the one thing you’ll really need is an open mind. be open to looking 
at your studio in a new way and trying some things presented, even if  you 
think they may not work. Watch and listen to your customers this summer 

to see what they are talking about. Take what you 
learn and make it work for you.
           Paying for convention may be the onE 
expense your business can afford! Financially 
speaking for some, it seems to be one of  the 
major barriers to attending. Start setting aside 
some money each week. Maybe set up an account 
where you put all the money earned every time 
you sell one particular type of  item, or each time 
you’ve survived a visit from one of  those trying 
customers. Look for airfare sales. Southwest has 
a hub in Phoenix. Jetblue may also have deals for 
anyone flying from the northeast. Look to the ccSA 
Facebook chat page as members post about airfare 
deals. Facebook chat will also be a resource for 
those studios looking for roommates and people to 

share cars or taxi rides. The food at camelback is great. And there are 
bound to be a few waiters who are pleasing to look at—so i’ve heard. 
There is also a Starbucks onsite, so snag yourself  a gift card or two 
when you’re out “supply” shopping. our vendors will also be offering 
some great convention specials that will save you some cash. in many 
cases, what you save in convention discounts will more than cover your 
convention expenses. And like i said earlier, our classes aim to help you 
make money. after taking one glass class last year (thank you, Sandi 
Kirkwood) i made way more than the cost of  convention. the Camel-
back inn is gorgeous resort that our members love. So we’ll see you in 
September for good food, good friends, and good times as we refresh, 
reconnect, and renew our pottery spirit! e

S
by Emily rhodes, The Polka Dot Pot, Winchester, virginia

Summer will be here before we know it and the ccSA 
Convention Family reunion 2014 will be too! What 
a perfect time to refresh, reconnect, and renew. 
convention will kick off  with great Pre-convention 
classes on Saturday and the Member Mixer that 
night. our Member Mixer is the first opportunity 
studios have to see the showroom floor and visit 
with our suppliers. 



ASk 
ThE kiLn 
gOddESS 
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P
here is an example of  costing out a specific project. 
if  you don’t know how much glaze to calculate, paint 
a sample and determine how much glaze was used 
on the project. if  you buy in pint bottles and need one 
ounce of  a certain color, divide the cost of  the bottle 
by the amount of  glaze you used. now you have the 
cost of  the glaze. now add in the cost of  bisque.
 
 noTE: This example does not factor in rent, 
insurance, and other fixed costs. This model is calcu-
lated as a contribution to overhead.

 in the example given the prices are retail, not 
wholesale. So you would put in your actual cost.

 by doing this exercise, you can be assured you 
are making a profit when you run a camp. Additional 
things to consider when pricing:

Advertising: 
Did you pay to 
advertise this camp? 
if  so, add in the cost.

Did you purchase 
items that will 
only be used 
in this session? 
if  so, add in the cost. 
if  they will be used 
again in the studio, 
you can factor in a 
portion of  the cost 
or just add it to 
operating expenses.

now, go forth and 
offer workshops, 
camps, classes, 
and more with the 
confidence that 
you will make a 
profit. e

Make the Most Financially 
from Summer Camps
by Teddy Wright, Mayco

Putting together summer camps and workshops is a lot of  work, so let’s make sure you 
are profiting from all your hard work. To determine the price of  your camp, you need to 
know the cost of  the supplies, the products, and the labor per project.

can we talk about grandmothers?
 Picture the scene: in walks a grand-
mother with one, two, or three grandkids 
in tow. She’s visiting from out of  town, or 
they are. They’re looking for something to 
do, and she’s heard painting pottery is fun. 
So here they are!
 What will happen next? is any 
customer more unpredictable than a 
grandmother?
 it may be cha-ching—pick whatever 
you want, precious darling princess of  
mine! oh, the wonders of  “whatever 
you want” —and there goes the largest 
item in the store. it may be painted well, 
because she gives her grandchild the time 
and encouragement that mom may not al-
ways have, so they really spend the time to 
put on eleven coats of  pale pink. or maybe 
it’s painted like a whacked-out Jackson 
Pollack grabbed a handful of  paintbrushes 
in the dark. but, in grandmother’s eyes, 
it is perfect. There is nothing in this world 
more perfect than a mermaid who looks 
like she has spiders attacking her eyes 
(oh, those are eyelashes? So perfect!) and 
she will love it forever.
 i love that grandmother. one day in 
the far, far, far distant future i hope i can 
be that kind of  grandmother. 
 or it may be the visit of  the customer 
from . . . well, you know. how is it that some-
one who is supposed to be the most loving 
and caring person can turn so . . . evil? 
 She used to do ceramics. She will talk to 
you about greenware and who she knew that 
had a kiln. She knows the price of green-
ware. Things were a dime. or less. Prices are 
sooooooo expensive now. Don’t touch that 
don’t pick that up don’t touch don’t touch 
didn’t you hear me say Do noT Touch.
 oh my. i just gave myself  a little bit of  
an anxiety attack. And her grandchildren 
certainly aren’t enjoying it. Which makes 
them think that painting pottery isn’t any fun 
(no, sweet children! it’s not us, it’s your evil 
grandmother!) and it makes you and your 
staff  contemplate daytime drinking.
 As summer approaches, i wish for you 
many visits from the former, and none from 
the latter. May the cha-ching be with you! e

buSinESS SEnSE





S
Fish
An emerging motif  for summer, fish are appearing in home decor as 
appliqués and embroidery for fabrics and as decals for dinnerware. 
Seen in hand-drawn outlines or single-color silhouettes in repeat pat-
terns, the fish is a natural fit with the Shades of  blue trend.
 
 having knowledge and examples of  the latest trends and color 
palettes for the season can really assist customers in identifying what 
piece of  bisque they want to paint. Painted examples can also give 
them an idea of  what their finished piece may look like. customers are 
a captive audience for at least as long as they stay to paint their piece, 
so you should be sure to have plenty of  fresh ideas peppered around 
your studio to get their creative juices flowing. e

Trend source: WgSn homebuildlife / Maison & objet. iLoveTocreate®, a Duncan Enter-
prises company conducted research to compile the information contained in this article. 
Trend research is used in the development of all Duncan® ceramic Arts products.
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Easy Breezy 
Summer Themes

by Jennifer blevins, consumer Trends Specialist, 
iLoveTocreate®, a Duncan Enterprises company

Summer means warm temperatures, long days, and plenty of  outdoor entertaining to enjoy with family and friends. For studio owners, 
this is the perfect time of  year to partner with your customers to make summer the relaxing season it’s meant to be.

TrEnd fLASh

customers stepping into your store are most likely filled with a com-
bination of  emotions: excitement at the idea of  spending a few hours 
playing with paint and dread over having to suddenly be creative. Most 
people don’t think of  themselves as being creative, yet they are coming 
into your studio to have a creative experience. While they will probably 
make something for their home, for themselves, or maybe to give as a 
gift, the bottom line is they are there to play and have fun.
 here are some themes and color palettes that are trending for 
summer.

Shades of Blue
Aquatic hues are strong for decor and textiles this summer. indigo is 
experiencing a revival among ceramic artisans who are rediscover-
ing the versatility of  this inky hue. Dip-dyed and tie-dyed prints and 
patterns in blue mix easily with many summer color palettes, especially 
white, coral, and teal. ceramic pieces can be dip-dyed or painted as a 
wash of  watercolor to get a similar dyed effect.

Orange
Shades of  orange complement the various shades of  blue we 
are seeing everywhere. orange also looks great with radiant 
orchid, Pantone’s color of  the year. A bright pop of  color is 
always appropriate for summer.

Nautical
Some trends are classic summer themes year 
after year, and have universal appeal. You don’t 
have to live by the sea to decorate with nautically 
themed colors and accessories. neutral hues mix 
well with red, white, and blue for a clean summer 
look. in home stores, the combination of  red and 
navy creates a refreshing color palette for textiles, 
furniture, and decor. nautical motifs on dishware 
such as seashells, anchors, and rope are always 
welcome for summer.

Sparkle
Metallic, glitter, and shimmer finishes are trending year round, 
and summer is no exception. Antiqued metals add a vintage feel 
to decor. gold and silver accents lend refinement to the home. 
Shimmer finishes in bold and bright colors make any piece feel 
modern and playful.

zircon orange is 
a one of  the new 
Duncan Shimmer 
glazes.
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Fabulous Fused Glass!
On ThE rOAd

Stacy organized the glass in “rainbow order” (the Cates sisters would 
be happy). and she divided the transparent glass from the opaque 
glass, putting them on separate shelves. glass strips, stringers, and 
noodles are to the back of  the shelf. glass bits, pebbles, and smaller 
components are to the front. Fine and medium frit are contained in 

clear glass salt and pepper shakers for ease of  use. Larger glass piec-
es are kept on another shelf  by color in plastic shoe boxes. Everything 
is nicely labeled. Then, to keep things neatly organized, Stacy num-
bered each color so everyone would know where each color belonged. 
This organization resulted in an eye-catching, attractive display.
        To go even a step further, Stacy made “glass kits/nipping bins,” 
plastic containers that hold glass tools, gloves, glue, and alcohol. 
These kits contain all the tools needed to clean and cut the glass. The 
bins are deep enough for customers to nip the glass into. Lunch trays 
lined with foam sheets are used to build the customer’s creations upon 
and keep them contained. And a crate holds precut sheets of  thin fire. 
Everything is ready!
        White glass bases are used as signs in Stacy’s glass area. Stacy 
and her staff  write on these bases with markers. Examples of  each 
color of  glass fired on white and clear bases—tack fused and full 
fused—are displayed for the customer to view.
        here are some suggestions from other “glass fans”:
 Michelle booth, owner of  glazed over, houston, Texas: “customers 
like colored pieces cut for them.” So Michelle and her staff  cut lots of  
colored chips and bits for the customers to choose from. “They can 
come in, get 5 minutes of  instruction, and get started.”
 Denise christmas-gibson, former owner of  a successful PYoP and 
glass studio, now with bisque imports: “use lots of  lighting! it’s very 
important.” Denise also suggests selling “projects” by putting all the 
components needed for each project into containers with instructions. 
This makes it easy for customers to make the project.
 We’ve followed Denise’s suggestion in my studio, clay casa. Each 
month we feature a fused glass project for Ladies’ night. Afterward, the 
components for the project are put into a container with the pattern 
and instructions for walk-ins.

And here are a few other suggestions from me:
 c be sure your employees are knowledgeable and confident 
with fused glass. have them attend one of  your fused glass classes for 
beginners.
 c Samples—have many of  them!
 c keep a kiln log.
 c And—i think this is most important—if  you’re excited about 
glass then others (both employees and customers) will get excited too.

 new to fused glass? The ccSA has a number of  places for you to 
learn about glass. here is a list of  some of  our ccSA suppliers to help 
you get started. Take a class, check out their websites for projects, or 
call them for information: American ceramic Supply, bisque imports, 
Chesapeake, gare, Spectrum glass Company (Check their website for 
suggested firing schedules.) e

H
by Sandi kirkwood, clay casa, San Antonio, Texas

how many of  us have gotten excited about something, purchased it, and then wondered, “What do i do now?” Well, if  fused glass is still 
sitting in a box or is occupying a small shelf  in the corner of  your studio, you may want to find it a new home. Stacy Donnelly, owner of  
the painting paw in Chesterfield, missouri, moved her glass area “front and center” in January and has seen tremendous growth (up 
60%!) since then. She and some other glass fans have shared a few of  their secrets.

Stacy Donnelly, The Painting Paw, chesterfield, Missouri
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Janna Flores , Artisan You, Loveland, colorado

helen hajny, get Fired up, Sanford, Maine

Jen balletto, glassfusion and Pottery Too!, Sebastopol, californiaTeresa Johnson, The Pottery Place, chattanooga, Tennessee

Willie Jackson, ceramics n More, cedar Park, Texas

nik-kia Thomas, Pretty in Paint, 
Lutz, Florida

nancy Tuel, Your Arts Desire, 
Mountain grove, Missouri

vaishali Patel, PYoP Studio, northborough, Massachusetts



10 CCSAtoday  •  Fuel Your Creative Fire  •  Summer 2014

You may have spent hours designing the perfect logo for your studio, 
but that’s not your brand. You know the red star that appears in every 
Macy’s ad? it’s a logo, not a brand. Your brand is more than your 
website, your blog, or your presence on Facebook and Twitter. it’s 
more than your ads, brochures, business cards, bags, and everything 
else you use to put your studio name out there. Your brand is even 
more than the name you chose to hang over your front door. Make 
no mistake, each of  these things is critically important to your brand 
identity, but they are the components used to build your brand, not the 
brand itself.
       A brand is the emotional connection—the physical reaction—
customers feel when they hear your name, see your logo, visit your 
website, or walk in your front door. it’s the concept you own in the mind 
of  the customer. Your studio has its own rituals, culture, and customs 
that mold the experience. using this definition we’ve created a checklist 
of  things to do to help you build your brand.

Step 1: Write Your Studio’s Story
This step sounds easy, but it’s not. it’s hard to write about the things 
that got you to where you are today, but you have to do it. Start by 
writing why you decided to open a PYoP studio. Write what’s unique 
about you and your store; talk about how you make a difference in 
your customers’ lives and in your community. Make it a fun adventure 
people will want to read. if  you get stuck, ask your family and store 
associates—and maybe even customers—for help.
      When your story is finished, spread the word about who you are 
through your in-store signing, on your website, your Facebook fan 
page, marketing, advertising—anywhere and everywhere you can.

Step 2: Turn Your Studio’s Story into a “60-Second Elevator 
Commercial”
We used to kick ourselves after someone asked us what we do and 
we’d reply, “We’re professional speakers.” Afterward we’d think of  all 
the cool things we should have said. if  you’ve ever answered, “i own a 
store” when asked what you do, then you know that feeling of  missed 
opportunity. Write a 60-second condensed version of  your studio’s 
story and you’ll never find yourself  in that position again.
      Everyone associated with your studio, from associates to teachers 
contracted to do classes, must memorize it as well. The best way to 
build solid brand equity is to tell the same story over and over.

Step 3: Create Your Personal Brand Screening Process
branding requires discipline and it requires consistency. Every single 
thing—right down to the smallest details, from bags to type fonts—
needs to be carefully screened to ensure they properly tell your brand 
story. So, think of  who you are and what you want representing your 
studio. if  the item or service you are considering is in alignment with 

your Studio’s Story, then go ahead and use it. here are some of  the 
things you need to put through your personal brand filter:
 c choose a signature color and use it everywhere. if, for example, you 
chose a particular shade of pink as your signature color, then this is the color 
to be used in everything that represents your brand. Starbucks signature 
color is green, Ace hardware’s is red, home Depot’s is orange, and McDon-
ald’s has the golden arches. Any other color in each of these examples would 
be unacceptable—they’d never make it through the retailer’s brand filter.
      We once met a retailer whose signature color was red; she was well 
known for her glossy bright red shopping bags. People saved them and 
carried them around town and they became walking billboards for her 
store. one christmas she decided it would be fun to try silver shopping 
bags. big mistake. She had to rebuild that part of  her brand identity. 
The moral of  the story is this: even if  you are offered a good deal on 
something in a color that’s not your signature color, walk away.
 c choose your type font carefully. use both upper and lower case let-
ters and make sure that your font is easy to read. Some fonts that look great 
in a 20 point become hard to read when blown up on your store front sign.
 c bags, boxes, and gift certificates. You run a unique shop. While it 
might be easy to purchase plastic bags similar to those used in grocery 
stores, that’s not who you are. There are plenty of choices available through 
a variety of store supply companies. And you can always jazz up plain bags 
in your signature color with custom stickers. Same thing goes for boxes.
      Plastic gift cards presented in a paper sleeve might work for big 
box retailers, but you need to be creative in your presentation. victo-
ria’s Secret nestles gift cards in scented tissue paper, inside a shiny 
box wrapped with a big bow. Dress yours up in a custom painted box or 
some other creation that’s uniquely your own.
 c bring your brand to the sales floor. Your studio is your big-
gest brand-building piece. there isn’t a single part of  it (restrooms 
included) that’s not part of  your brand identity. take an objective look 
around: have you included your signature colors? Are you using quality 
fixtures? Does your signing utilize your brand’s font and colors? Are 
your store associates easily recognizable? Each element plays a big 
part in defining your brand culture. if  your brand story isn’t clearly 
evident on the sales floor, then it’s time to make some changes.
 c communicate your brand through your in-store signing 
program. Signs are often referred to as “silent salespeople,” and with 
good reason. Your in-store signing allows you to communicate with 
customers without ever saying a word. Signing also reassures custom-
ers that they are making the right product choice. There are three 
important signing zones in your studio:
 zone one Signing: These signs are placed high above eye level, 
and are best used to direct traffic in the store. zone one signing 
usually consists of  departmental and directional signing; both make it 
easier for time-starved and stressed-out customers to locate what they 
are looking for. if  your studio is on the small side, skip zone one.

Building Brand Equity
MArkETing TipS

by rich kizer & georganne bender

Bbranding is a buzzword that’s been around for a while, and with good reason. Your brand and its perception in your community are 
critical to your store’s success. but along with that buzz there is also a lot of  confusion. Everyone talks about branding—there are 
over 50,000 branding books on amazon.com alone—yet there are still a lot of  questions about what it is and why brand equity is so 
important. branding isn’t hard; it’s easy when you understand what it is and what it is not.
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 zone Two Signing: The area just above eye level is best used to dis-
play promotional signing, sales event signing, and marketing messages.
 zone Three Signing: These are the signs you place at eye level. 
There are many uses for zone Three Signing: to announce sales or 
special purchases or to outline the product’s features, advantages, and 
benefits. zone Three is also a good place for flyers and other point-of  
purchase materials. use zone Three signing to highlight any informa-
tion that will help the customer make an informed buying decision.
 And remember, unless handwritten fonts are part of your branding—
think Starbucks or Trader Joe’s—they do not belong anywhere in your studio.
 c create unique store experiences. customers will stay close to your 
studio if you give them a reason to stay close. classes, in-store events, 
and clubs are all good reasons. We love Shoppertainment, that wonderful 
intersection where shopping and entertainment meet. build your brand and 
your visibility by hosting one MAJor and two to three Minor in-store events 
in your store each and every month of the year. A major event attracts new 
customers to your store; minor events, like classes and demos, attract smaller 
numbers of shoppers. both are important. if you are fresh out of ideas, drop 
us an e-mail and we’ll send you enough ideas to make your head spin.
 c build an internet brand presence. in the past, shoppers let 
their fingers do the walking through the phonebook; today they visit 
your website. These days a strong website is a requirement—custom-
ers click all over your website and visit your social media sites before 
they ever set foot on your sales floor. These pre-shopping excur-
sions—“zero Moments of  Truth”—are critical to your success. Type 
zMoT in the google search box to learn more.
      Your website is also your greeter, so make sure that it’s consistent 
with your brand image, and sets a good example of  what shoppers can 
expect when they visit your store. The photos and information you post 
on your blog, Facebook, Pinterest, instagram, and Twitter must also 

represent your brand well. Think about what you post before you post 
it. check your spelling and test links to make sure they work.
      And by the way, your e-mail address says a lot about who you are. Ad-
dresses from Yahoo, g-mail, or AoL are convenient but they’re not profes-
sional. You need an e-mail address that comes from your own domain name.
 c become a shameless self-promoter. other than word-of-mouth, 
the cheapest way to build your brand is through public relations. That’s 
why you should send out a press release for everything of interest that 
that you do. The media wants—needs—your input! Did you know that 
the majority of stories that appear in your local media came from a one-
page press release sent by someone like you who had a story to tell? 
you can build brand equity for the cost of a single stamp, a 30-second 
fax, or a quicker than you can hit “send” e-mail. Drop us an e-mail us for 
our easy-to-follow “how to Write a Press release” instruction sheet.
      if  you’re too busy to handle the public relations by yourself, then 
promote someone to the exalted position of  “Director of  Public rela-
tions.” buy your new director business cards printed with his or her 
name and this important title. This person will be your media contact 
who will collect the names of  local editors and reporters, write and 
distribute your press releases, be your store ambassador at local func-
tions and chamber of  commerce events, and more.
 c Appoint an official “keeper of  the brand” and give that person 
ultimate control over what’s purchased and what’s not. before anything 
that represents the studio can be implemented it must be approved by 
the koTb. if  it’s cool with the keeper, it’s okay to move forward.
      here’s the thing: You are a creative retailer, so you’re likely to get 
sick and tired of  your brand before it begins to automatically register 
with your customers. resist the urge to change your logo, colors, 
slogan—anything that is considered part of  your brand identity. or as 
we like to say, marry your brand! e



Donna Bordeaux, CPA
and Adam Lang from Placefull

What is the one thing that studio owners could do to help 
build a good business relationship with you?
Donna: We will offer any member of  ccSA a free Tax Analysis. Let us 
take a look at your tax returns and financial information and we will 
give you a second opinion. We’ll find the mistakes and missed opportu-
nities that may be costing you thousands, and discover where you may 
be vulnerable to higher taxes tomorrow. 
Adam: The PlaceFull team has built a great online booking platform 
for studio owners. The platform is extremely flexible for merchants and 
simple for the end user. in just three minutes you can have your first 
listing created and published on your website, Facebook page, and 
the PlaceFull marketplace. After a business makes the shift online with 
PlaceFull, it is important to embrace our partnership and showcase 
your online booking capabilities to your customers via different market-
ing channels. Together, we can save you and your customers time, 
ultimately adding a level of  convenience. 
 
What do you think sets apart from your competition?
Donna: if  you are like most, you have pretty low expectations of  
what a “good accountant” does—they prepare the necessary paper 
filings and send them to you for your signature. They may have them 
done before april 15—or they may not! they may meet with you once 
a year. We’re here to tell you that you should expect more! We are a 
unique cPA firm that focuses on the daily needs of  studio owners by 
providing proactive advice and planning on more than just tax issues. 
We can take the pain out of  daily bookkeeping and accounting tasks 
to let you focus on growing your business. You need to make deci-
sions more than once a year. Looking at the history of  your business 
is nice, but how about planning for the future of  your business? how 
about proactive advice and guidance along the way to help you make 
informed decisions? This is what sets us apart from other firms.
Adam: We focus on the word convenience and execute based off feedback 
from our partners. it’s really quite simple; we provide an online booking 
solution that is easy to use, with a better experience all at a lower price. The 
simplicity of our experience benefits both sides of the equation: consumers 
during the check-out process and merchants during the listing process. 
 
What is the best piece of advice that you could offer a studio 
owner?
Donna: read the book The E Myth by Michael gerber. My favorite 
quote: “Small business owners spend too much time working in their 
business and not enough time working on their business.”
Adam: mobile usage is supposed to surpass desktop usage in 2014 ac-
cording to comScore. This stat is alarming considering the iPhone was just 
released in 2007. already there are startups popping up with a mobile 
first presence. combine this change in consumer behavior with how busy 
people are and you arrive at “Let consumers book when it’s convenient 
for them.” Embrace online booking; it’s a capability your consumers 
expect and for the short term it’s a competitive advantage. e

kEEping 
EMpLOyEES 
hAppy
by nicole Leinbach reyhle, 
Founder and Publisher of  retail Minded Magazine

it used to be that you only had to worry about keeping your custom-
ers happy, but it just isn’t that easy anymore. Small business owners 
must keep employees happy as well. That way, you are building trust 
and security in the respect and performance that your employees 
give you, and give your customers too. not only do they represent 
your business to your customers, but often they represent your busi-
ness to your vendors and competition. They know the ins and outs, 
ups and downs of what goes on at your company, so you want to 
make sure that they are happy working for you.

When hiring and managing employees, there are several 
things that can help keep your business growing and 
thriving.

• Show respect to your employees the same way you expect it from 
them. This means praising them when deserved, allowing for time off  
when needed, and understanding that they won’t always do things 
right. recognize that while they may be great at their job most of the 
time, also recognize the fact that everyone makes mistakes.

• Work may be the leading force in your life, but that doesn’t mean 
it’s the leading force in your employees’ lives. understand that your 
employees have personal lives that matter to them; therefore they 
should matter to you. You don’t need to be best buds and know all 
about their Friday night out, but you should respect that they need 
and want to have a Friday night out.

• Let your employees be leaders. as much as it can be fun to al-
ways be the boss, it’s also fun to let go of  some responsibilities. if  
you find the trust you are looking for in an employee, give that per-
son the direction to be a leader. As their responsibilities grow, it’s 
likely their attachment to your business will grow, too—assuming 
you are respecting them along the way. Just don’t micromanage.

• Belittle be gone. no one likes to feel beneath someone else. 
never, ever disrespect your employees in any way. They know you 
are the boss. Why remind them with belittling words? of  course, 
you need to give direction and clear supervision when running your 
business. Just do so nicely.

• Finally, throughout your hiring and managing and sometimes 
firing of  employees, try to earn trust and respect every step of  the 
way. This will create loyalty to you and your business, thus creating 
a stronger representation of  your business to customers, vendors, 
and everyone else in your professional world. As a result? More 
sales and more success! e

gain news, education, and support for your business at retailMinded.com.
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Iit’s been said that we have some awesome benefits as members of  the ccSA. And i couldn’t agree more! You can save money on ev-
erything from art supplies to shipping to bisque to rental cars. We have sought to make our benefits more diverse as the years go by. 
it’s a tough job to try to please over 700 members, but our goal is to find things that everyone can use. 

our unofficial goal is to save our members enough money in one year to 
more than cover the cost of  their membership. imagine saving so much 
that your membership is covered and you still get access to thousands 
and thousands of  ideas, inspiration, forms, photos, articles, and more. 
And the benefit that you can’t put a dollar amount on: a private online 
community where you can gripe, ask questions, get answers, brag, and 
network with your peers. it’s a win-win with a bonus side of  win.
       We’ve recently added a few extra benefits designed to make 
your life easier. We added a partnership with AchieveLinks, an online 
program where you download their shopping toolbar. When you’re 
shopping online you have the opportunity to earn “links.” This isn’t just 
for your online orders through our regular suppliers, but is designed to 
be used with thousands of  participating sites like home Depot, Target, 
officeMax, and many more. When you’re on a participating site that 
allows you to earn links, you’ll be prompted to log in. You make your 
purchase as usual and earn links. Their site will also prompt you when 
there is a special offer (such as a free shipping code) you can use with 
your order. You can redeem your links for gift cards and items in their 
catalog. but the exciting information is that you can also redeem them 
to put toward your ccSA membership or your convention registration. 
it’s easy and it’s free to sign up. Simply log into your ccSA account and 
search AchieveLinks for directions and more information.
       We held a webinar with AchieveLinks in April and have posted the 
presentation on our Facebook chatter site. it’s worth taking a look in 
order to completely understand how to maximize this benefit. i’ve also 
figured out a way to increase the benefit of  using AchieveLinks. if  you 
have a credit card with a reward program (like american express), 
do your shopping with that card. You’ll earn links and points. Double 
dipping is legal!
       on april 1 we announced an exciting partnership with retail 
Minded, an international publication, website, and destination for 
independent retailers to gain news, education, and support specific to 
privately owned, small businesses. retail Minded magazine is deliv-
ered four times a year, and the ccSA will share bonus articles and 
information with our members throughout the year. This partnership 
will increase our efforts in providing our members quality, relevant, 
industry-specific news and support for your business. if  you could buy 
this benefit (which you cannot), it would be valued at over $250 a year. 
And retail Minded’s founder, nicole Leinbach reyhle, will be teaching at 
our 2014 Convention in Scottsdale.
       i simply cannot write an article about benefits without remind-
ing you to check out the benefit guide online. it changes on a regular 

by Laura hollis, Director of  Marketing & Member benefits

basis. And if  you haven’t been using your supplier savings vouchers 
(they were emailed to all members two months ago and you can also 
find them in the file section of  our Facebook Chatter site), start using 
those. Every little bit helps.
       We’re not done yet either. We’re constantly taking your advice and 
opinions and looking for additional resources designed to save you 
time, money, and energy. keep the ideas and feedback coming! if  you 
have a great idea for something that you believe would benefit our 
members, please email it to dena@ccsaonline.com.
       That’s all for now; i’ve got some online shopping to do so i can 
earn some AchieveLinks and redeem for a new handbag. i’ll show you 
what i end up when i see you at convention! e

New Benefits and Double Dipping 
(The Legal Way)

bEnEfiT updATE

https://www.facebook.com/pages/Faulkingham-Merchant-Services/411552272190884


www.chesapeakeceramics.com
https://twitter.com/ChesCeramics
http://www.linkedin.com/company/chesapeake-ceramics
https://www.pinterest.com/chesceramics/
https://www.facebook.com/chesapeakeceramics


All of  these unexpected moments impact your business, and a well-
conceived business contingency plan can help you mitigate the negative 
consequences that business interruptions bring. Much as a strong busi-
ness plan helps to structure startup operations, a detailed contingency 
plan can help you manage the unpredictable interruptions that threaten 
business survival.
      A business interruption is defined as:

 An unwanted incident that threatens personnel, buildings, 
 operational procedures or the reputation of  the business 
 which requires special measures to be taken to restore 
 things back to normal.

 Development of  a business contingency plan, 
also referred to as a business continuity plan, 
begins with identifying in writing the “what-if” 
scenarios that could threaten your studio’s survival. 
business disruptions can vary in scale from a na-
tional disaster to a worn-out thermocouple; regard-
less of  the magnitude of  the disruption, procedures 
should be in place to recover as quickly as possible. 
A well-written business contingency plan outlines 
the general procedures to be taken in the event of  
a serious business disruption affecting the opera-
tion of  your studio.
   regardless of  the size of  your business or the 
types of  risk involved, the following key pieces of  
information should be included in all contingency plans:
 c Plan distribution list: List who has a copy of  this plan and where 
each copy is held. This will ensure that when updates occur, those in 
need of  a new copy will receive it. update and share the plan quarterly 
with those on the distribution list.
 c Staff  contact List: This list ensures that all key staff  members 
are contacted and made aware of  the disruption. include multiple ways 
of  reaching each staff  member in the event that phones are not avail-
able (home address, email, Facebook, etc.).
 c identification of  critical Services and key business Functions: 
List all critical business operations that must continue in order for the 
business to survive the period of  interruption. Do the kilns need to be 
loaded despite owner illness? Do customers and party guests need to 
be contacted in the case of  a studio closure or other emergency? Does 
the computer need to be backed up?
 c key Staff—roles and responsibilities: in the event of  a disrup-
tion or emergency, identify who will carry out each needed function.

 c off-Site recovery Location: identify an alternative workplace to 
organize recovery from, if  necessary.
 c recovery Action Plan: List all tasks that are essential to the 
successful recovery of  the studio. This should be based on previously 
identified critical services and key business functions. The timing of  
recovery should be broken into specific time frames such as the first 
hour, the first 24 hours, the first 48 hours, the first week, the first 
month, and long-term recovery, if  needed.
 c business contact List: List contact information of  important 
business contacts, including key customers and primary suppliers.
 c Alternative Supplier List: Develop a list of  suppliers not cur-
rently used, but offering the same goods and services as current 

vendors.
 c other useful Telephone numbers: utility compa-
nies, police and fire departments, hospitals, local 
and state politicians, etc.
 c insurance and bank information: identify all 
insurance companies and banks, including contact 
names, telephone numbers, email addresses, web-
sites, and policy numbers.
 c computer backup information: List the loca-
tion of  backup computer files; this may be a cloud 
location, in which case website and password are 
needed.
 c List of  Passwords: List critical passwords 
needed in the case of  emergency or business 
interruption. List the names of  key staff  who have 

access to these passwords.
 c initial recovery Log: Maintaining a detailed log at the time of  
the business interruption will provide a record of  all events, actions/
decisions taken; it should include the names of  those involved, timings, 
and all actions taken.

 A well-considered business contingency plan enables you and your 
staff  to react quickly to interruptions, whether they impact the studio 
for one day or the foreseeable future. Planning for contingencies will 
help minimize negative impact and allow you to confidently lead your 
studio on a path toward long-term sustainability. e

Elisa Waldman, Successful Studio consulting, inc., consults with new and 
seasoned studio owners to help them open successful studios, increase profit-
ability, maximize efficiency, and enjoy their business. She owned and operated 
paint glaze & Fire, inc. from 1997 to 2005. prior to opening her studio and 
consulting business, she practiced corporate law. Elisa is also a business 
consultant for the kansas Small business Development center.

“Failing to Plan Is Planning to Fail”
Do I really need a contingency plan for my studio?

STudiO SpECiAL

by Elisa D. Waldman, J.D., Successful Studio consulting, inc.

SFor most seasoned studio owners, being an entrepreneur includes its fair share of  unexpected moments. For example: have you had 
employees quit unexpectedly? have you closed your studio due to weather on what would have been a busy Saturday? has your kiln 
gone down during the holiday season? Have you had the flu and been out of  the studio for 7–10 days?
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Selling Your Business to Nonfamily
by Mark kangas, owner of  north Star Advisory group and certified Financial Planner

What is special about selling your business to nonfamily? When you sell your 
business to a family member, your objective may be to keep the business within 
the family and make it as easy as possible for your relative to make the pur-
chase. When you sell your business to nonfamily, however, your primary objec-
tive may be to get the highest possible price for the sale while delaying recogni-
tion of  capital gain for as long as possible. 

Sales considerations: Selling shares or assets
one negotiating point is whether the sale of  your business is to be a sale of  
shares (stock) or of  assets. each option has tax consequences for both parties, 
and there are reasons why you may favor one transaction over the other at any 
given time. When the business is sold in a stock deal, the buyer assumes own-
ership of  the assets and liabilities of  the corporation. unknown or contingent 
liabilities could cause concern for the buyer and affect the sales price. in an 
asset sale, the buyer acquires tangible property or equipment but the liabilities 
remain with the seller. With a sole proprietorship, the only possible arrangement 
is to sell assets, because the business itself  is not a separate entity.

Using a buy-sell agreement when selling to nonfamily
A buy-sell agreement is a legal contract you can enter into today to arrange for the 
future sale of your business. You can set the terms for the sale of your business 
at a time when there may be no pressure to sell. because it is a legal contract, the 
courts can be called upon to enforce the contract if  either party fails to perform 
as agreed. once you enter into a buy-sell agreement, you can’t sell or give your 
business to anyone other than the buyer named in the agreement, so you need to 
coordinate the agreement with any estate planning you may be conducting.

Structuring taxable sales
A taxable sale can be structured by selling assets to the purchasing corporation. 

Specific assets for sale must be identified, and any gain or loss must be deter-
mined for each. Assets are classified in one of three categories: capital assets, 
Section 1231 assets, and all other assets. the asset classification determines 
whether the gain or loss is treated as either capital or ordinary. certain tax rules 
apply if  the business is liquidated after the sale of assets, and S corporations may 
be subject to the built-in gains tax under internal revenue Code Section 1374. 

Using charitable remainder trusts
A charitable remainder trust is a special planning technique that can allow you 
to establish an irrevocable trust and use your business to provide an income 
stream to benefit you and/or your spouse (or another person), with a remain-
der interest to a qualified charity as beneficiary. 
 example(s): you contribute your business stock to a charitable remainder 
trust and receive a charitable deduction. The trust sells the stock, invests the 
proceeds, and pays an income stream. At the end of  the payment term, the 
remainder of  the trust passes to the charitable beneficiary. You are receiving a 
charitable deduction and supporting the qualified charity of  your choice.
 The major tradeoff  is that the charitable remainder trust must be irrevo-
cable, meaning you can’t change your mind once it is set up. 

Contact us today! (216) 202-0202 or mkangas@ns-ag.com

2000 auburn drive, Suite 415, Beachwood oH 44122
Securities through raymond James Financial Services, inc., Member FinrA/SiPc and investment Advisory 

Services through raymond James Financial Services Advisors, inc.
raymond James does not provide tax or legal advice.

Any information is not a complete summary or statement of  all available data necessary for making an invest-
ment decision and does not constitute a recommendation. Any opinions are those of  Mark kangas and not 

necessarily those of  rJFS or raymond James.



www.gare.com
https://www.facebook.com/GareInc
https://www.youtube.com/user/GareInc
https://www.pinterest.com/gareinc/
https://twitter.com/GareInc
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I

With her obvious love of fun and games, it’s hard to believe that before her 
PYoP adventures began, she was worked in finance at u.S. central credit 
union (similar to the Federal reserve). this gave her a great business 
education, but after burning out in the corporate world, she decided that 
if  she was going to work that hard, she would rather do it for herself. Dur-
ing a vacation in San Francisco in 1997 she visited a studio and thought, 
“i can do this!” Six months later she opened her studio in overland Park, 
kansas, and later began a second one in kansas city, Missouri, and ran 
them for ten years. 
 We’ve all heard that we need to create frequent special events at our 
studios. Teddy found that her most successful promotions were the ones 
she found amusing—if the event sounded like fun, then she and her staff  
had more energy to sell and run it. She wanted to provide women with an 
excuse to have fun with friends. So she invented the concept of Diva night, 
because she thought it would be hysterical to have people dress up and be 
outrageous. After the concept was presented at convention years ago in 
Arizona, many studios found fun and success with their own versions.
 Eventually, due to changes in her family structure and income, she 
decided to sell her studios and look for a new job. She mentioned the 
job hunt to colleen carey, Mayco’s president and owner—who had seen 
her work ethics and skills in action when they served on the ccSA board 
together—and the rest is history. She thought she’d miss running the 
studio, but she loves getting to do what she likes best: marketing and edu-
cation. She’s been with Mayco for seven years, focusing first on the PYoP 
market and now working with all markets. “Education is very big at Mayco; 
it isn’t just about the sales,” she says. “Product knowledge takes the fear 
out of ceramics and amazing results occur for the artists.”
 She spends about half  her time on the road, conducting training ses-
sions all over the u.S. and u.k., and spending about one week a month at 
Mayco. She loves to travel and hopes to visit as many countries as pos-
sible. Last year she was fortunate enough to squeeze in some sightseeing 
in Austria and Prague when working with the Austrian distributor. She finds 
teaching in Europe to be pretty similar to her u.S. experience—the trials, 
tribulations, and triumphs of studio owners seem to be fairly universal. As 
is classroom behavior: invariably, when a student of any nationality has a 
brush in hand, they get so absorbed in painting that they stop hearing her 
teach!
 Like the rest of us, Teddy sometimes wonders if  there is life out-
side PYoP, but she does manage to find time for scouring antique stores 

and thrift shops (among other finds, she has over 400 pez dispensers!), 
attending performances of the alvin ailey dance troop, gardening (she 
needs the outdoors “for her sanity”), crafting, and taking care of two shel-
ter dogs and the neighbor’s cat (who “likes them better”). She’s a step-
mom and has been married to tony Wright for 15 years. in addition to a 
bA in psychology and sociology, she has a lifetime teaching certificate in 
Missouri.
 Teddy’s very favorite thing is making people laugh, even at her own 
expense—hence her auction antics. She believes her humor stems from a 
defense mechanism growing up as a latchkey only child who sought ways 
to diffuse the tense years surrounding her parents’ divorce. “give me a 
microphone and a room and i’m happy,” she says. When she wanted to 
shake up the midlife stagnation of turning 50, she decided to embark on 
a year of 50 new experiences. For her 50th birthday party she performed 
at a comedy club, surrounded by friends and family—and loved it! She’s 
always looking for ways to expand her world, break the routine, and have 
no regrets. “So,” she says, “i try new things, keep my dear friends close, 
and meet new people. it is all about the experiences.” e
 know a character who’d make a compelling profile—a studio owner, fa-
vorite person at a supplier, even a really interesting employee with a fascinating 
story? Email amy@clay-play.com with your suggestions.

Teddy Wright, Mayco
by Amy handy, clay Play, Yarmouth, Maine

if  you’ve ever attended a ccSA convention you’re bound to recog-
nize Teddy Wright. A former studio owner and past president of  the 
ccSA, Teddy now works for Mayco. but she’s probably best known 
as the dynamic auctioneer who makes us laugh (and gets us to 
keep spending!) at the big convention fundraiser event. Her official 
Mayco title is Education Director, but she prefers to be known as 
the Pottery Princess—hence her Snow White getup at the Disney 
facility last year.

pErSOnALiTy prOfiLE
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DirECTiONS

have your metalworker make a stand as follows: 
Baseplate/foot (square, not round) is 15 x 15 inches 
of  3/4 or 1-inch steel plate. in the center, weld a rebar 
rod 5 to 7 feet high and about 1/2-inch in diameter. 

(you want it to flex a little, so don’t go much thicker than this.)

Stroll through your studio and collect samples you no longer 
need. We’ve used all kinds of  items, including business card 
holders, critters, and small bowls or cups. (note that very 
small pieces can’t be drilled.)

using a 1/4-inch tile drill bit (preferably with a drill press), 
drill a hole through each piece. Drill some pieces off-center 
to give the tower more character.

enlarge the hole using a fat concrete drill bit. (ours is 5/8 
inch.) remember, glazed and fired pottery is very hard, so 
this will take some doing. Drill the holes large enough to 
have some play around the rod so the tower can flex. You 

can enlarge them with a round hand-file, and since you won’t see them 
they needn’t be perfect.

String your drilled pieces onto the rebar rod, starting with 
larger pieces. Try arranging them by color or theme. De-
pending on the height of  your top piece, you want about 4–6 
inches of  rod inside it, so even if  it wiggles, it won’t fall off.

Creative 
Use for 
Old Samples

TThese tall towers are a whimsical, show-stopping way to display 
a wide variety of  techniques, patterns, colors, or effects. it’s a 
perfect project for team building, teacher gifts, milestone
birthdays, weddings, or retirement parties. Each participant 
can paint an element or two. We even sell our completed ones!
       There’s no limit to the possibilities with this. For our next 
towers, we’re planning to do one with soap bubbles in different 
colors and different finishes, one in animal prints, and one with big 
polka dots. note that you’ll need someone experienced in metal-
work to create the stand. For events and parties, we always drill 
the items before painting and firing.

by rose haechler galle, Fire-Works, Duebendorf, Switzerland

STEP
1

For a crowning glory, top your tower with a teapot or a large 
figurine. Drill a hole in the bottom, and drill a hole in a plate. 
make sure the holes line up, then fire them together. (if  the 

item has a lid, fire it in place so it fuses on.) We’ve also used rabbits, fish, 
gnomes, gargoyles—anything that adds a fun, unexpected accent. e

have questions or a completed tower to share? We’d love to see pictures! 
Please email them to info@fire-works.ch.

STEP
2

STEP
3

STEP
4

STEP
5

STEP
6
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SUPPLiES
 canvas  Large brush
 Medium brush  Small brush

ACrYLiC PAiNTS
 chrome yellow  bright yellow
 White  Dark brown
 red   blue
 orange

DirECTiONS

using the large brush, paint the entire background of  the 
canvas (including top, bottom, and side edges) with a mix 
of  chrome yellow, bright yellow, and white. Let dry. Wash off  
the large brush.

using the medium brush, paint two white almond shapes 
about 1–2 inches apart for the eyes. Wash off  the medium 
brush.

Lion 
Acrylic 
Painting 
for Kids

STEP
1

using the small brush and dark brown, outline the eyes and 
draw the bridge of  the nose (two slightly curved lines facing 
away from each other) and a triangle connecting both lines 
for the nose. Wash off  the small brush.

using the medium brush, mix red and white to make pink and 
fill in the nose. using the small brush, draw the mouth (two 
circles on either side of  the nose) and the chin (u shape 
under the center of  the mouth and nose). Wash off  the small 
and medium brushes.

mix blue (green also works) with some white for the eyes. 
using the small brush, paint an oval in each eye.

using the medium brush and dark brown, outline the sides 
of  the mouth and add two ears in the top corners above 
the face.

Mix variations of  orange, brown, yellow, red, and some white. 
using the large brush, layer outward strokes all around the 
lion’s face to create the mane. bring all strokes out from the 
face to the edges of  the canvas. e

by Shaina Mcgehe and Maria Arjona, corks & colors Studio

STEP
2

STEP
3

STEP
4

STEP
5

STEP
6

STEP
7



MATEriALS
 10x10-inch slab of  clay, 1/4 inch thick
 Pattern, or pen and paper if  drawing your own pattern
 Scissors
 ruler or straightedge
 Stamp or other texturing tool
 Scoring tool
 Sponge
 Smoothing tool
 hole cutter
 glaze of  choice

DrAWiNg YOUr OWN PATTErN
 1. determine the size you would like your vase to be.
 2.  draw a triangle with equal sides on the paper.
 3.  Starting at the midpoint of  each side of  the triangle, 
  draw a connecting triangle.
 4.  Cut out the pattern out and place it on your slab.

CrEATiNg ThE FOrM

Place the pattern on the slab of  clay. using a ruler or straight-
edge as a guide, cut around the pattern and remove the 
excess scraps.

Add texture or a design to the slab before forming the shape. 
(you might want to practice this on a scrap of  clay first.)

Score all edges. 

Fold up two of  the edges to join the seam and pinch the joint 
closed.

Smooth out the edge using a sponge and a rib of  your 
choice. i like to use a paintbrush handle to support the 
inside of  the joint while i put pressure on the outside to 
smooth it out.

close off  all off  the entire form. Let it set to a leather-hard 
stage.

once the clay is leather hard, use a hole cutter to cut holes 
in and around the top of  the vase. The arrangement of  the 
holes will determine the arrangement of  the flowers. You 
can add as many or as few holes as you like. remember 

that the holes will shrink in the kiln.

glaze the vase. i usually experiment with leftover glaze 
because once you add the flowers, the vase looks great no 
matter what! e

Bloomin’ 
Bud Vase

STEP
1

W
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We love having fresh-cut flowers on display in our homes 
throughout the year. We especially like to display the flowers we 
found at the farmers market or picked ourselves along a nice walk. 
usually, when the bouquet gets small or the flowers are tiny, we hold on to 
them for a day or so, and then we throw them away. They just don’t look right 
in any kind of  vase and they tend to droop. This easy bud vase will keep your 
flowers upright in a beautiful mini bouquet.
      For a more advanced version, make these as large centerpieces. 
Try using multiple glazes, attach a few together, and make new patterns. 
There’s no limit to the variations on this idea!

STEP
2

STEP
3

STEP
4

STEP
5

STEP
6

STEP
7

STEP
8

by karen Wise, Shimpo ceramics



MATEriALS
 Low-fire moist clay  Plastic container  canvas cloth  
 1/4-inch wooden slats  rolling pin  compass or circle patterns
 needle tool   Various textured rollers decorating rib 7  
 dowel rod (1-inch diameter) Synthetic sponge  palette knife
 rubber squeegee  #4 soft fan brush

COLOrS
 SC-11 Blue yonder  SC-24 dandelion  SC-27 Sour apple  
 SC-74 Hot tamale  SC-75 orange-a-peel Cg-756 Firecracker
 Cg-718 Blue Caprice  Cg-753 Sassy orange Cg-954 Wildfire

CLAY DirECTiONS

Place small balls of  clay in plastic container, cover with water, and let sit to form slip. 
(it’s important to use the same clay for attaching.)

Place clay on the canvas and roll out between slats. remove slats and use roller to 
pattern clay. For mushroom caps, cut circles in about these diameters: 6½, 5, 4½, 
3½, and 2½ inches. Set aside.

For stems, use pattern for largest. roll out the clay and texture the stems with decorating 
rib. Make sure clay is wet enough to bend without cracking and firm enough to stand with-
out sagging. using a needle tool and template, cut out stems from the textured slab. Score 
the long sides, on the sides that will be attached. Apply slip and press together. use a dowel 

inside stem to support it when attaching the two sides. Stems should now be able to stand on their own.

With your fingers, slightly thin the edges of  the textured circles. cup them in your 
palms to form mushroom tops. Score and slip-attach to stem top, or place in a bisque 
bowl to slump and fire separately and epoxy together after glazing. Allow to dry 
completely and bisque fire to cone 04.

PAiNTiNg DirECTiONS

apply 2–3 coats of  each color, using a little water. See finished sample for color 
placement. 

mushroom tops: For red mushroom, apply Firecracker (use palette knife to remove 
crystals with some glaze from jar bottom) over textured pattern. remove excess 
glaze with rubber squeegee. After drying, use a damp sponge to remove more 
glaze, leaving some residue in textured areas. Apply Sour Apple to clean areas. Ap-

ply 1 coat of  clear over top of  the whole cap.

For blue mushroom, use blue caprice in textured areas with thinned Dandelion. For 
green mushroom, use Sassy orange in textured areas with thinned Sour Apple. Small-
est mushroom is Wildfire with dandelion. allow to dry. Stilt and fire to shelf  cone 06. e

Hand-
Built Fairy 
Mushrooms
by Marcia roullard, Mayco

fAiry 
hOuSES 
fOr fun 
And prOfiT
by crista Toler, Studio Market coordinator, Mayco

My friend’s daughter, Sophia, loves fair-
ies. So she created a fairy house from a 
shoebox for her fairy, Starmist. Sometimes 
the Tooth Fairy even stops by. Sophia 
is not alone in her love of  creating fairy 
homes. garden centers are even starting 
to display accessories for fairy houses 
and gardens. From furniture and fixtures 
to moss and pathways, everything you 
need to create a fantastic home for a fairy 
is yours for the taking. And it isn’t limited 
just to kids—adults are also designing 
fantastic garden spaces.
 The art of  creating a miniature home 
inspires creativity while providing a great 
opportunity for studio events. Adding 
Fairy camp to your summer or afterschool 
lineup is a great way to introduce this to 
your customers. here’s how it might run:
 c Monday: create mushrooms and 
garden items for the outside of  the house.
 c Tuesday: begin painting a Fairytale 
cottage. use earthy colors to allow the 
house to blend into the outdoors.
 c Wednesday: campers create a 
story about their fairy and give them 
names. Finish painting the fairy house.
 c Thursday: Paint a flower-shaped bowl 
for campers to use themselves or as a fairy 
bath. Paint a plaque with the fairy name.
 c Friday: Paint greenware mushrooms 
with crystal glazes and then bisque fire.
 collect items from nature for decora-
tions: pebbles, moss, acorns, twigs, flowers. 
children can arrange their fairy house, 
mushrooms, and found objects once all 
pieces have been fired. invite them to share 
pictures to post on Facebook and/or in your 
studio. Parents will love that you’re expand-
ing your offerings by encouraging creative 
thinking, exploring nature, and creating 
something functional during camp. e

STEP
1

STEP
2

STEP
3

STEP
4

Mayco’s new 
Fairytale Jar 
makes a 
perfect 
cottage 
to complement the 
mushroom grouping.
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paint the flagpole with 2 coats of  Chocolate moose. 
paint the background up to the inside of  the rim with 2 
coats of  Mellow Yellow.

paint the rim with 2 coats of  Simply Cinnamon. paint the 
edge and the back of  the plate with 3 coats of  Simply 
cinnamon.

Water down mocha-chino using 3 parts glaze to 1 part 
water. using a soft fan brush, paint one quick coat over 
the front of  the platter.

once dry, trace on the pattern for the lettering and face.
using a long liner brush, paint the face and the lettering 
with one coat of  black lab. Sign your work. clear glaze 
and fire to cone 06. e

BiSqUE
 Square rim platter (gare item 3018)

COLOrS
 2318 the naked truth 2395 tin man
 2383 mellow yellow  2379 Simply Cinnamon
 2368 old yeller  2337 Li’l Boy Blue
 2366 Chocolate moose 2328 mocha-chino
 2314 Black Lab

OThEr SUPPLiES
 Pattern printed on clay carbon paper and pen
 black underglaze pencil
 Assorted round brushes and soft fan brush
 Long liner brush

Trace the uncle Sam pattern onto the platter using clay 
carbon paper and a pen.

go over all traced lines except the face with a black un-
derglaze pencil. (you will put this on later.) draw a line 
using the underglaze pencil to separate the center part 
of  the plate from the rim.

using your finger, smudge all of  your underglaze lines. 
This keeps the underglaze pencil from resisting the glaze 
as you paint, and creates shading.

paint the face with 2 coats of  the naked truth. (i painted 
up to the pencil lines but not over them, to help them 
show better throughout the project.)

paint the hair and beard with 2 coats of  tin man. paint 
every other stripe on the hat and every other stripe on 
the flag with 2 coats of  mellow yellow.

paint the remaining hat and flag stripes with 2 coats of  
Simply Cinnamon. paint all the stars with 2 coats of  old 
Yeller. Paint the hat band, hat brim, square on the flag, 
and jacket with 2 coats of  Li’l Boy Blue.

Liberty 
& Justice

STEP
1

by Julie cates, Two chicks & a brush
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FISH & WAVES PLATE 
 
 

 

 
 
TOOLS 
Glass Cutter – TL0000911 
Running Pliers – TL0000909 
Mosaic Tile Nippers – TL0000908 
Cutting board – TL0000915 
Glue 
Permanent Marker 
Ruler 
 

MATERIALS 
10" Clear Round Base – BA0210000 
 
12" Sheet or 1/2 Sheet 
Sky Blue (Transparent) – BS0112041 
Dark Blue (Transparent) – BS0112035 
Orange (Opal) – BS0112016 
 
Pebbles 
1 bag – Clear – PB0205001 
 
Frit 
1 jar - Medium Black (Opal) – FM0000002 
 
Slump: Plate Mold - #1002 Tuscany Rim Dinner  

INSTRUCTIONS 
1. Find the center of the piece by measuring 5" in from the edge and mark the center.  

2. Draw slightly wavy lines along the long edge (12") on the sky and dark blue 1/2 sheets. About 
1/4 - 1/2 inch thick. Cut five, dark blue waves and four, sky blue waves. Place one dark blue 
wave on your center mark. 

3. Lay out your pattern and space waves evenly across base. You'll need to mark and trim pieces 
accordingly. Make sure nothing hangs over the edge. Glue. 

4. Cut down a strip of orange 1" wide. Make three, 1" pieces. Trim down according to create a 
diamond shape for the fish's body. Make sure to fit in between the waves. Trim a smaller 
triangle for the fishes tail. Glue next to each other and with points of the diamond/square 
shape touching at the body and tail. 

5. Place 8 pebbles as bubbles in between the waves and near the fish. Glue. 

6.  Find and glue down three pieces of black frit. Place on orange body as an eye. 

7. Fire into round tile. Prepare Gare 11 1/4" Tuscany Rim Dinner Plate by drilling hole in center 
and then coating with mold primer.   Enjoy your new plate! 

Recipe Courtesy of Art Space Studio for Gare, Inc.  

www.artspacestudio.com
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“We love using 
Gare’s Fun Strokes!” 
“We have tried many brands, and the staff and customers

agree that Gare is by far the best. We don’t ever plan on 

switching again. The colors are so vibrant and beautiful  

and I love that I save so much money because the bottles 

empty completely.”

– Marti Strehlow, Owner of Clay Corner Studio, Wausau, WI

“We switched and are 
thrilled with the results!”
“The colors are more vibrant than our previous brand and

there is a better variety of paint colors. Our regular clients 

have noticed the difference and have been very happy 

with the bright, bold colors on their finished pottery.”

 –– Pamela Hebbert, Owner of Art & Soul, New Canaan, CT

“We made the switch!” 
“Our customers claim, ‘they go on like butter!’, ‘these glazes 

dry so quickly’, ‘colors are so brilliant’. The folks at Gare made 

the transition so easy at both our studios!” 

 –– Joan & Mike Ziemba, Owners of The Accidental Artist, 
      Greenville & New Bern, NC

• Colors so bright and vivid, others just don’t compare

• Light colors can be applied over dark

• One coat results in a water color effect, three ensures solid coverage 

• Flows smoothly and dries quickly for even application

• Bottles empty completely, no wasted paint

Bold, Vibrant, Versatile Colors 

F UN strokes!

Contact us for samples or information on how
you can make the switch to Fun Strokes.

www.Facebook.com/GareInc

www.gare.com
www.Facebook.com/GareInc



