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Letter from 
the President
 by Sandi Kirkwood, CCSA President

Dear CCSA Members,

What a great convention! The technique classes were great, the business classes 
were informative, and Kizer and Bender’s presentations were inspiring. 
We were able to share ideas with other studio owners and suppliers. 
And we raised over $47,000 for the Susan G. Komen Foundation at the auction!

Hopefully we all left Ohio with many new ideas and many new friends. 
I know that I did! Next year’s convention site has been announced, 
and I hope you are as excited as I am about going to Phoenix.

Many thanks to those Board members who finished their terms 
during convention. We appreciate your hard work over the past two years. 
Thank you to all the volunteers who keep our organization working 
so smoothly.

If you didn’t go to convention this year, email one of our board members 
and tell them which committee you will serve on. If you did go to convention 
but forgot to sign up for a committee, it’s not too late to do so. 
The new Board of Directors is now in place. Our names and contact information
 are on the CCSA website. 

Now we are back in our studios unpacking all of the goods we purchased 
at convention. We may be sprucing up our studios before the big holiday rush 
or painting new holiday samples. Here’s hoping you all have a happy 
and profitable holiday season.

Sincerely,

Sandi Kirkwood
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Dear Members,

What a great year 2007 has been!  New programs for our members were released, including the 
Terrific Techniques DVD, Health Insurance, Website Search Benefits, and a Payroll Processing 
program.  Our website has continually been updated, and our convention was a terrific success 
for those who attended.  

Once convention is over, the Board and I turn our eyes towards the future.  In fact, we hit 
the ground running the day after convention in a full day strategic planning session.  
With the assistance of Dan Cain consulting, we tackled the challenges of our industry 
and developed long term goals for the CCSA.  

Each of these goals includes strategies, research, and programs which the Board, our 
committees, and myself will be developing until January 2007.  At that point, we’ll approve a 
more detailed plan with budget to assist our studio members to learn, grow, and profit.

The goals we’ll be working on for the next several years are:

Goal 1:   We will increase association emphasis on helping members develop 
 more profitable businesses.

Goal 2:   By 2008, we will develop a proactive program to assist our members to 
 avoid the liability of materials and practices they use.

Goal 3:   We will continue to assist our members to improve their product lines.

Goal 4:   We will increase membership in CCSA.

Goal 5:   We will continue to pursue new and improved ways to increase revenue for CCSA.

Goal 6:   We will continue to support international members of CCSA.

Goal 7:   We will improve the CCSA virtual office.

Goal 8:   By January 2008, the Board will consider a plan to reorganize the makeup 
 of the Board.

Goal 9:   We will revise our committee system.

I am so honored to be a part of this industry with all of its challenges and opportunities. 

Have a wonderful Holiday Season!

Sincerely,

Angie Verburg
CCSA CEO
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UPDATE
 by Angie Verburg, CCSA CEO
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DAVE’s CORnER
 by Dave Currie, Ceramics Unlimited

A quarterly column answering your 
most common questions about business

 How does your customer get her first “view” 
of you? Is it your store front appearance? Is it your 
staff ’s approach? Is it the way you display your wares? 
Probably it is none of the above. The way most 
customers get their first “view” of you is when they 
call you on the phone. 
 The most successful businesses have discovered 
how important this device is to their success. A 
regional bank in Sacramento has all their employees 
answer their phone by saying, “Welcome to the world’s 
greatest bank, this is ‘Jane’. How may I be of service?”
 For many customers, a phone call  is their first 
interaction with your studio. It should always be a 
positive experience.  Proper training will give your staff 
one of the most effective marketing tools available.
 Simple telephone courtesy is common sense. 
Always be nice (even if the other party is not).  Always 

be helpful (the number #1 priority of taking a phone 
call). When taking a message, make sure that the 
customer’s name and phone number are correct. 
 Nothing is more frustrating to a customer than to 
be put on hold while a staff member is looking around 
for pen and/or paper to take a message or book a 
party. Always have both of these by the phone, or if 
using a mobile, on the person.
 Smile when you are talking on the phone. Act as 
if that customer is standing next to you. Treat each 
call as if that caller wants to come into your store to 
paint. 
 We already know all of the above. Unfortunately, as 
we become busy and preoccupied, we sometimes do 
not get the most obvious training done.  A good phone 
experience does not guarantee a positive result, but a 
bad experience surely will give a negative one.
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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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 by Allyson Udell, Duncan Ceramics

trend 
FLASH

A continuing 
series on design 
and style trends 

which affect you 
and your studio.

 The CCSA Convention was a blast…just fun, fun, 
fun!  It was especially memorable because it was my 
very first public presentation (yes, my first ever!) on 
trends and how to incorporate them into design and 
inspiration in your studio.  I spent a few weeks preparing 
the presentation, and I must admit – I thought I didn’t 
have enough material to cover 90 minutes – WRONG!!!  
I actually had too much, so I promised many of you that 
a recap of the presentation would be coming. I thought 
that this article would be the perfect opportunity to do 
so.  Not only could I not fit the entire presentation into 
a 90 minute workshop but I can’t fit it into a printed 
article either!  So here are just the most important 
trends that apply to your studio.  

coLor
Where to Spot:
 • Check out the backgrounds of print advertisements 
where new colors are introduced first.  When the color 
hits the foreground, you’ve got a solid trend.
 • Catalogs introduce new colors each season.  For 
the fall season, J. Crew introduced 24 shades of blue in 
one catalog.
 • Manufacturers like Kitchen Aide introduce 
“lifetime” products in the hottest-selling home décor 
colors.  
 • Visit Target on a monthly basis with the sole 
purpose of walking the store to capture the color 
trends.  Pay special attention to the endcaps that sell 
candles, plastic dinnerware, and placemats. 
Christmas 2007
 • Cool blues, turquoises, and lime greens remain a 
strong color grouping.
 • Look for reds, pinks, and purples combined with 
silver to pick up in strength as they’ve been doing for 
two years.
 • A surprise this year is the black and white color 
combination for Christmas.  Add either a touch of 
one solid color or touches of gold, silver, and bronze 
metallics for extra boldness.

KidS
 • Welcome to the “mini me phenomenon,” a 
culture of young children wanting miniature versions 
of everything their parents want/have.  
 • Most retail websites allow you to sort products by 
“best selling” so that you can view firsthand what is selling 
and what is not.  One of my favorite websites is Ebay Pop, 
where you can see up-to-the-minute sales trends for the 
top selling consumer products, including toys.
 • Between Libby Lu and Disney Fairies, the princess 
trend continues to grow stronger.

TWeenS
 • Bratz, Hannah Montana, the teens of High School 
Musical, and Cake are guiding tweens in almost every 
type of behavior (spending, dressing, talking, acting, 
etc).  Hannah Montana and Cake are maintaining their 
wholesome image, while Bratz seems to be transforming 
into a more wholesome group.

TeenS
 • Teenagers don’t like you and they don’t care about 
you.  Don’t attempt to figure them out; instead, rely on 
teens themselves to bring other teens into your studio.  
Hire a teen to setup a teen area in your studio…don’t 
try to accomplish this on your own.  
 • Have a YouTube video made that involves your 
studio.  If you don’t know what “YouTube” is, find out…
www.youtube.com.  If you have a video camera, this is 
a free opportunity to target teens.
 • Teens love to wear pajamas everywhere, so 
embrace this in your studio.  Have pajama nights for 
teens to express themselves.
 • The DIY market is booming and teens are leading 
the charge, but it’s not the craftiness you would expect.  
Magazines like Teen Vogue and CRAFT are leading the 
non-traditional DIY trend.
 • Teens are extremely technologically focused.  Stay 
engaged with this market through online communities like 
www.myspace.com, www.blogger.com, www.facebook.com, 
and www.youtube.com.  
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FaShion appareL
 • First and foremost, individuality rules supreme.
 • The fashion culture can’t decide which generation 
to be inspired by, so they are inspired by all…especially 
the 1920’s through 1980’s!
 • Make bold color statements in your studio just 
like the makeup manufacturers do.  Check out the 
makeup sections of fashion magazines for inspiring 
color combinations and designs.

FaShion LiFeSTYLe
 • Sophisticated elegance is the 
combination of sleek and clean 
surfaces with shades of black, silver, 
and charcoal.
 • “Go green” is not just about the 
recycling movement…the color itself 
is extremely popular in home décor.  
Green is currently being paired with 
a more traditionally styled home.
 • Crewel colors in the home are for the truly 
adventurous…fushcia, marigold, purple, and bright red 
coordinate for a Latin-inspired living space.

pop cULTUre
	 •	 New	 television	 shows	 are	 announced	 in	 the	 late	
spring and aired in the fall.  You can capitalize on the major 
hits by inviting guests to watch a new show while painting 
in your studio.  Katie Usedom of Glazed Expressions in 
Chicago held a “Glazed Anatomy” night at her studios 
where she brought in a few televisions, provided snacks, 
and even hired local actors to pose as “hot pottery 
doctors” each Thursday night.  Throughout last season, 
the event steadily grew in attendance each week.
 • Consumers continue to live large and outside 
their means.  This encourages those same consumers 
to find opportunities for easy and affordable means of 
home decorating.
 • Approximately 14% of the US population has more 
than 10 credit cards.  Do you accept credit cards and 
do you accept a variety to ensure that all consumers 
can pay as they choose?

GLoBaL/poLiTicaL aWareneSS
 • “Faith,” not specifically religion, is a growing trend 
especially among teenagers.  Groups like FaithGirlz are 
supporting young girls in their search for spirituality 
by encouraging them to “Be entertained. Be inspired. 
Be encouraged. Tap into ‘the beauty of believing.’”  
Consider inviting local youth groups to hold their 
meetings in your studio.
 • “Eco-friendly” is a major buzz word, and you can 
tap into this trend in simple ways.  Consider using bags 

made from recycled materials.  Dedicate a small display 
in your studio to “earthy” designs.  If you lay down 
paper on work tables, try using old newspapers instead 
of buying rolls of paper.
 • Alpha Moms and Alternadads should be 
catered to.  An Alpha Mom wants one thing: Mommy 
Excellence!  Prove to the Alpha Moms in your area 
that spending quality time painting with their children 
is one step toward reaching excellence.  Then there’s 
the Alternadad…this is a very premature trend but he 

threatens to become the next soccer 
mom.
 • If you want children in your 
studio, market to them.  Auto 
manufacturers have begun to 
advertise directly to children because 
they have found that children are 
making (or having a ton of influence 
on) the car-buying decisions.

BooMerS
 • Unexpectedly, this might be the toughest 
demographic to grasp because it is so varied.  By most 
standards, boomers were born between 1946 and 
1964…a 22 year difference.  But there are 78 million 
boomers that hold 70% of America’s worth.  I’m sure 
you want a piece of that!!
 • Boomers don’t want to be old, and they’ll do what 
it takes to stay young.
 • Boomers want to escape from reality and live 
each day to new heights.
 • Boomers have a certain expectation of how things 
should be done.
 • Balance is very important to Boomers.  If they 
indulge in one area, then they need compensate with 
under-indulgence in another.

 I encourage you to look outside your normal home 
décor catalog for trend inspiration.  Take a day to just 
sit on a sidewalk and observe people, read a gossip 
magazine, or watch television.  In some weird way, 
almost every single trend will apply to your studio in 
some way.  You definitely cannot translate every single 
trend, but you don’t have to.  Just pick a few and start 
inspiring yourself, your employees, and your consumers 
in ways that match how they live outside your studio.
 Please feel free to contact me with any questions about 
the material covered…I’d love to hear from you!

 Alyson Udell, Marketing Communications Manager,   
 Duncan Enterprises. 
	 559-294-3334	•	audell@duncanmail.com
 www.duncanfashiongirl.blogspot.com.

I encourage you 
to look outside your 
normal home décor 

catalog for 
trend inspiration.
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On ThE ROAD
By Angie Verburg, CCSA CEO

Recently I had the opportunity to visit several of our 
members in Birmingham, Alabama and was thrilled to 
see their studios.  Amarylis Barnett, owner of Painted 
By U, and Julia McNair, owner of Do*It*Yourself Crafts, 
were kind enough to answer questions about their 
studios.  

how did you get started in a pYop studio?
 Julia - I was working in the accounting department 
for a large department store chain. The very short 
version: My job changed, and it wasn’t fun anymore. 
While trying to decide if law school was the right thing 
for me, I found myself crafting all the time. After much 
soul-searching, I ended up opening Do*It*Yourself 
Crafts. 

 Amarylis - I was traveling with a sales job and was 
quickly getting burned out.  Not only did I not enjoy 
my job but I felt like there was no way out.  Around 
the same time, a friend of mine called to tell me that 
the PYOP shop that we frequented was for sale and 
she knew the current owner.  I contacted the seller, did 
some leg work, and bought the studio.
 
during your planning stage, what resources did 
you find most valuable?
 Julia - I worked with a professional business plan 
writer. We worked over 10 weeks researching every 
aspect of my anticipated business needs, and it was 
wonderful to do that much prep work.  
 Amarylis - Unfortunately, I didn’t know about 
CCSA and I didn’t hire a consultant until after I had 
purchased my studio, so I was on my own for much of 
the process.  As I traveled in my sales job, I always took 
time to visit studios in whatever town I happened to 
be in that week.  Talking to other studio owners was 
invaluable.  Beyond that, going through the business 
plan process was a real eye opener.  I browsed dozens 
and dozens of studio websites to glean ideas.
 
do you use any of your ccSa benefits?  if so, 
which ones and how do you use them?
 Julia - I use them all the time. The chatter sections 
of the website every day, and the other areas of the 
website almost as often. The magazine is always 
inspiring. I can’t imagine not going to Convention. I try 
to participate in exchanges, because my fellow studio 
owners are always inspiring me. 
 Amarylis - The primary benefit I use is the chatter 
board!  It’s so great and just about any issue that I 

Birmingham,
ALABAmA

A column of handprints in 
the party room at Painted By U.
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come across, most other owners have also and can 
offer help…and now that I’m a 5+year veteran, I enjoy 
offering advice to the newbies.  I also love the clip art, 
and who can forget convention!?
 
You both have very different types of locations.  
can you describe them and who your primary 
customer is?
 Julia - I’m in a strip mall where two affluent areas 
of town meet. While the strip-mall location isn’t ideal, 
I’m on an incredibly busy street, one block from one 
elementary school and three blocks from another. 
Everyone knows where the Piggly-Wiggly grocery 
store in Homewood is, and my store is right behind it. 
Giving directions is a breeze. In a traffic audit five years 
ago, it was found that 27,000 cars go by my location 
every day. 
 I have a large space, 2,300 square feet, 
which gives me room to have large groups 
and parties on-site. My average party size 
is 18 painters. I also have the room to 
have different crafts. 
 My area of town is very family-
oriented, so late-nights don’t work for 
me. No other businesses around me are 
open past five or six, and it all becomes 
very ghost-town-like after that.
  Amarylis - I’m in a so-called “lifestyle 
center” with a Starbucks, Panera Bread, 
Rave Motion Pictures, and some other 
locally owned boutiques and restaurants.  
We get a lot of foot traffic.  Our store is 
what I like to call a “fishbowl” because of 
the amount of glass surrounding us.  It is 
so beneficial to have the exposure of the 
glass; it draws many customers in just to 
see what our customers are doing.
 Although we’re in different types of 
locations, I think our customer is much the 
same as any other studio:  Women, children, and 
students.  We are fortunate enough to be near a 
number of schools that visit very regularly.

What areas of studio design are you 
most proud of?
 Julia - Two things:  We redid our glass section 
last year, building a display in a large window to 
take advantage of the natural light. It is both easy 
to navigate and really attractive.  We also have 
a LOT of displays of samples.  At last count, we 
had over 480 samples, and I think it makes the 
store both really bright and colorful and also 
very inspiring for customers.

 Amarylis - I love our glass walls as well as our custom 
built counters.  They are the centerpiece of our studio.
 
how has diversifying your business increased 
sales, or has it?
 Julia - I base my business model on diversification. 
My store is called Do*It*Yourself Crafts so that I can 
change what we offer. We started with scrapbooking, 
rubber stamping, and many other crafts that we no longer 
offer. If an item doesn’t sell, doesn’t “earn its rent,” then 
I change it out. Crafts trend in and out of fashion. In the 
late 70s, there were macramé shops. I want to be able 
to change with the times. Having said that, I think that 
PYOP is fixed in the crafting landscape, having grown out 
of the traditional ceramics and pottery industry. I want 
to be able to change what ELSE we offer.

ABOVE:
An updatable 
welcome board 
at Do*It*Yourself 
Crafts.

LEFT:
Owner Julia 
McNair and 
some of the 
Do*It*Yourself 
Crafts staff
members.
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 Adding the glass was a wonderful addition. It paid 
for itself in the first three months we had it, and it 
continues to grow. I anticipate the same with clay.
 
how do you juggle being a mother and running 
a studio?
 Julia - Some days better than others. I don’t want 
Henry in day care, because I’m naturally inclined to 
being a workaholic and would take advantage of him 
being somewhere from 8-6 every day. So instead, I have 
him in Mother’s Day Out programs, which gives me 
from 9-1 in the morning to be at the store.  Then we go 
home in the afternoon for him to nap while I work on 
my store from home. After he’s in bed at night, I work 
again. Since so much of what I need to do is marketing 
the business, forcing myself to be at home working on 
my business for a few hours every day is a good thing. 
 Amarylis - This is my biggest challenge from day to 
day.  I have learned to be a good manager and motivator 
since I can’t be there as much as before my daughter 
was born.  My goal is to not send her to day care, so 
instead, she goes to a Mother’s Day Out program run 
by my church three days a week.  During those few 
hours on those days, I get a lot done!  The rest of my 
work is done after she goes to bed which means I often 
go to my studio after closing time in order to get work 
completed.  It also means that I do lots of work from 
home:  ordering, checking in remotely on the 
computer (www.GoToMyPC.com), 
creative marketing campaigns, 
e-mailing, etc.  
 
What is your biggest 
challenge is 
running a studio 
day to day?
 Julia - I have 
a store manager, 
so our biggest 
c h a l l e n g e 
is keeping 
the lines of 
communication 
open and not 
assume that the 
other thinks or 
knows something. 
When I was pregnant, 
we really changed the 
way she handled running 
the day-to-day operations 
of the store. She is in charge 
of the schedule, making sure 

everything is getting fired on time, and letting me know 
about inventory needs.
 Amarylis - As mentioned before, it is juggling being 
a mommy and a studio owner; but beyond that, I think 
employees are quite the challenge!  I have to remind 
myself:  “I’m the boss, I’m the boss, I’m the boss!”

how do you market your studio?  What is your 
most successful marketing tool?
 Julia - I use a number of marketing strategies, the 
usual ones: Yellow Pages, local kid and parent magazines, 
and making sure that my current customers know 
what is available so they can return for other projects 
or events. Our email marketing has been incredibly 
successful for us. I am hiring a company to completely 
re-do our website to make it a more successful 
marketing tool for me.
  Amarylis - I do direct marketing, e-mailing, and the 
old stand by:  word of mouth. I maintain an updated 
website, and I also run the occasional targeted ad. For 
me, direct marketing has been very successful.  Also, in-
store color flyers are very effective.

What advice can you give about managing 
employees?
 Julia - Clearly define the roles, and review them 
regularly. Talk to each other. Empower your employees, 

don’t micromanage them. I let my current 
staff hire any new staff members. They 

find their replacements when 
they are leaving (to go to 

college, for instance), and 
then they train them. I 

have to make the final 
approval, of course, 
but they want to 
leave the store in 
good hands, and 
it’s a system that 
works for us. 
  Amarylis 
- I’m not sure 
I’m the one to be 
dispensing advice 
about employees 

since I think I’ll 
never get a full grasp 

on how to manage 
them.  Nevertheless, 

if there’s one thing I’ve 

A customer reminder at 
Painted By U.
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learned, it’s that if you treat your employees with 
respect, they will want to do well for you and make you 
proud.  It doesn’t mean they won’t mess up at times, 
though, so train, train, train!

What did you learn at the 2007 convention that 
you’re planning on implementing in the next 12 
months?
 Julia - Clay, baby! We’re starting an after-school clay 
program. I also learned ways I want to refine our current 
offerings. Being with my fellow studio owners is so inspiring; 
that time every year just recharges my batteries. I learn from 
classes and visiting suppliers, but just as much sitting around 
talking about how everyone handles day-to-day challenges.
 Amarylis - Oh gosh!  I took away a new feeling of 
“Don’t be afraid to try something new!”  I’m excited to 
implement new and fun projects with different mediums 
now that I’m back.

What are your thoughts for the future of the 
pYop industry?
 Julia - Better and better all the time. The innovations 
from our suppliers have been incredible. They understand 
the needs of us as studio owners, giving us better 
product every year.  New studios opening have so many 
incredible resources available to them that I feel like they 

have a leg-up on other new businesses for success. 
 
if you were granted “one” business wish, what 
would it be?
 Julia - I honestly can’t think of anything, other than 
a way to have more time to do all that I want to do. 
 Amarylis - A never-ending credit line that I didn’t 
have to pay off.

if you could do it all over again, would you?  and 
if so, what would you do different?
 Julia - Absolutely! I can’t imagine not having the 
shop being a part of my life. 
  What I would do differently? Well, I’d have joined 
the CCSA a lot sooner. That made an immediate impact 
on my business success. There have been many projects 
and products that I thought would be a hit, and 20/20 
hindsight tells me otherwise. I’d love to go back and not 
bring some things in; but at the same time, all of those 
failures have given me lessons for future success.
 Amarylis - There’s no question I would do it all 
over again.  This industry has afforded me so many 
opportunities and allowed me to meet so many 
wonderful people. I can’t imagine being involved in any 
other business.  If I had it to do over again, however, I 
would be a bit more organized with my accounting.    
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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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by Crista Toler, Bisque Imports 

 The holidays are upon us, and if you have not begun 
to prepare, now is the time!  We have gathered a few 
ideas to help you along as you gear up for this most 
festive of seasons. For many studios, November and 
December are the months during which they make 
the bulk of their annual revenue.  Therefore, careful 
planning and preparation are essential to getting your 
studio ready for the business that is heading your 
way.

FaLL cLeaninG!   
Make time before the rush to tackle those projects 
that you have been putting off such as:
	 •	Paint	inspirational	quotes	on	the	wall.
	 •	De-clutter	the	design	ideas	area.
	 •	Super	clean	the	studio	and	kiln	room	
  (make sure all chairs are in good condition).
	 •	Give	your	kiln	a	check	up	--	kiln	maintenance	
  is key, so get it checked out now to make 
  sure you are firing in top form. 
 
invenTorY checK
	 •	Order	holiday	items	in	October	to	inspire	
  customers to paint themed pieces early for 
  maximum enjoyment throughout the holidays. 
  Plus, this provides a little more time for painting 
  samples.  Samples sell!
	 •	Check	with	your	suppliers	to	make	sure	you	
  have the latest in new holiday shapes. Be sure to 
  let your vendors know what you need and when 
  you need it.  
	 •	Be	sure	you	have	plenty	of	key	items	such	as	
  Ball Ornaments, Mugs, Plates, Picture Frames, 
  Tiles, Bowls, and Platters. 

MeeTinG oF The MindS
	 •	Get	your	team	re-fired	up	with	a	pre-holiday	
  staff soiree.
	 •	Plan	a	meeting	with	staff	to	keep	them	apprised	
  of new products and events and to make sure 
  everyone is on their toes.  
	 •	Hire	and	train	any	additional	staff	or	adjust	
  hours for existing staff as needed.
	 •	Refine	studio	processes	for	efficient	loading,	
  firing, unloading, and pick up.  Make it convenient 
  and easy for the customers who are picking up 
  finished pieces.
	 •	Brush	off	your	studio	operations	manual	and	
  remind everyone how things work (policies, rush 
  firings, etc.).
	 •	Remind	staff	of	project	options	for	those	that	
  come in too late to paint for a specific holiday, 
  such as Pottery to Go Kits, gift certificates, non-
  fired projects, mosaics, etc.
	 •	Treat	your	employees	–	bring	in	goodies	or	
  special treats to show you appreciate their 
  efforts and keep morale and customer service 
  at its best.

SpeciaL evenTS
	 •	Update	your	website	and	answering	machine/
  voice mail with extended holiday hours 
  (if necessary) and event listings.
	 •	Post	signs	about	events	and	gift	certificates	
  around the studio.
	 •	 Schedule	a	staff	meeting	prior	to	any	promotions/ 
 events so that they will be apprised of 
  all activities. 
	 •	Promote	school	field	trips	and	scout	troops	
  for ornament painting.
	 •	Plan	special	events	such	as	Breakfast	with	Santa,	

GettinG Ready 
foR the holidays
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  girls’ night out holiday parties, paint ‘til you faint 
  events, and turkey handprint parties.
	 •	Consider	a	Buy	Three,	Get	One	Free	product	
  promotion.
	 •	 Spread	the	word	through	advertising,	marketing,	
  and public relations efforts that creating hand-
  crafted gifts is the perfect stress-free holiday 
  shopping option.  E-mail and direct mail work 
  splendidly.
	 •	 Send	a	press	release	to	media	outlets	about	
  your stress-free shopping zone.
	 •	 Serve	holiday	treats	to	keep	
  the energy up and the 
  creativity flowing!
	 •	Get	customers	to	start	
  thinking about their gifts 
  early.  Specials in early 
  November with bounce 
  back coupons for January 
  will help boost sales
  in the New Year.
	 •	Don’t	give	away	the	store	in	the	holiday	months,	
  but small specials – especially those that increase 
  the number of items purchased — work well.  

decoraTe 
	 •	Create	a	cohesive	holiday	look	for	the	studio	
  that exudes excitement and holiday spirit.
	 •	Use	sparkling	lights	and	holiday	scents	to	add		
  warmth to the studio and make people happy to 
  be there and wanting more.
	 •	Place	signs	along	with	samples	to	indicate	great	
  gift ideas.
	 •	 Show	samples	of	pieces	in	complementary	sets	
  to encourage multiple projects or projects with 
  multiple pieces.
	 •	Keep	holiday	displays	fresh	to	inspire	more	
  painting when people pick up their projects.
	 •	 Include	displays	for	Thanksgiving,	Christmas,
  Hanukkah, and Kwanzaa, as appropriate for your 
  area.  Again, keep displays fresh!

exTraS
	 •	Provide	boxes	for	easy	gift	wrapping.
	 •	Use	festive	tissue	to	allow	your	studio	bag	to	
  become the gift wrap.
	 •	Consider	bringing	in	entertainment	such	as	
  a  guitarist.
	 •	Keep	candy	on	tables	for	a	festive	touch	
  and  energy boost.
	 •	 Serve	coffee,	hot	cider,	or	hot	chocolate	to	add	
  delicious aromas and tastes to your atmosphere.

 Following are a few things to keep in mind each 
month.

ocToBer
	 •	Begin	your	countdown	to	Christmas!		You	can’t	
  start too early for holiday creating.
	 •	Plan	special	events	and	begin	promotion	three	
  to four weeks in advance.
	 •	Give	yourself	a	break.		It’s	easy	to	overload	
  yourself, but making time to relax will help give 
  your spirits a boost even on the busiest of days.

	 •	Be	sure	to	show	the	various	
  uses for bisque including 
  home décor, functional, 
  and keepsakes.
	 •	Consider	expanding	your
hours in November and/or December 
to accommodate all of the painters 
that will be knocking down your 
door to paint holiday gifts!

noveMBer
	 •	Have	plenty	red,	green,	blue,	gold,	and	purple	
  underglaze on hand.
	 •	Host	a	Holiday	Open	House.	
	 •	Bring	on	the	holiday	music!		Mix	it	in	with	non-
  holiday music to accommodate all tastes and to 
  keep your sanity.
	 •	Update	your	holiday	displays.
	 •	Make	sure	people	know	that	your	studio	is	
  the place to be on Black Friday 
  (the day after Thanksgiving)!

deceMBer
	 •	Host	a	Breakfast	with	Santa.
	 •	Take	another	break	–	you	deserve	it!		
  Bake cookies and share with friends or 
  actually do a little shopping!
	 •	Order	Valentine’s	Day	inventory.
	 •	Have	plenty	of	gift	certificates,	finished	
  pieces for retail, and project options for 
  last minute shoppers. 

 Remember that the holidays are about spreading 
joy and spending time with loved ones.  Make time for 
your own family and friends so that the joy of Christmas 
won’t pass you by but will rather scoop you up and let 
you revel in the excitement that fills your studio and 
your customers’ hearts.

 Do what you love, love what you do.

Careful planning and 
preparation are essential 

to getting your studio 
ready for the business that 

is heading your way.
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            By Bob Hartley, 
            The Artist Within

 What do you do for a unique “first 
date” in Muncie?  This is exactly what 
crossed the minds of Josh Clauser and 
Gretchen Herto, students at Ball State 
University.  Little did they know that 
not only would this “first date” blossom 
into much more, but also that the 
afternoon spent painting pottery at the 
Artist Within would be the beginning of 
a very special relationship with studio 
owners Bob and Vicki Hartley.  
 Josh’s first date jitters and 
uncertainty about painting pottery gave 
way to quiet self confidence and true 
enjoyment.  Gretchen displayed a flare 
for design and was comfortable with 
the tools of the artist…bisque, brush, 
and glaze.  Several pieces of pottery and 
a few months later, the couple returned 
with a “special project” in mind.  Josh was 
president of the Dietetics Association 

A 
PYOP

Wedding



the parishioners would be treated to a “Sundae Bar” 
with ice cream and toppings for their new bowls.
 When asked about these projects, Gretchen just 
flashed her great smile and said it’s what they felt they 
should be doing.  She works with the women and 
their children at A Better Way, a domestic violence 

shelter in Muncie, and with youth 
as a coordinator of an after-school 
program at Wilson Middle School.
 From their first date, through 
various special projects, and 
numerous just-for-fun days, Josh and 
Gretchen have maintained their ties 
to the Artist Within and their away 
from home parents, Bob and Vicki 
Hartley.  
 What a perfect place for their 
next “special project.”  On July 7, 

2007 Josh and Gretchen were married at, where else,  
the Artist Within.  The guests for this small wedding 
came early and painted pieces of pottery the couple had 
pre-selected.  After a small break, the couple and guests 
returned to the studio for the ceremony conducted by 
the former associate pastor, Chris Danielson.  Following 
the service, the wedding party and guests walked to 
Vera Mae’s for a reception dinner and returned to the 
Artist Within for desserts.
 What a great testimony to the downtown Muncie 
community and those who make it “special.”

at Ball State University, and he wanted to do a 
fund raiser for a mission project the organization 
was about to embark upon.  The year before, 
the Dietetics Association had taken a mission 
trip to Carretta, West Virginia over Christmas 
break.  The students raised money in order to 
share Christmas cheer with the residents of this 
poverty stricken community, which is one of the 
poorest counties in the United States.  The visiting 
students provided minor building repairs, gifts, 
and food for the families.  The true gift was in the 
feeling each took home.  This feeling prompted 
Josh’s desire to want to make the following year’s 
mission project even bigger and better.  How 
could they raise more money?
 This is where the  “special project” comes in.  
The students in the Dietetics Association would pre-
sell orders for  hand painted, oversized cappuccino 
mugs filled with hot chocolate mix, marshmallows, 
and a candy cane all wrapped in cellophane and 
tied with a bow for gift giving.  When Artist Within 
owners, Bob and Vicki, heard Josh’s enthusiastic 
presentation of the plan to sell 50 mugs and what 
the mission project was all about, they too were 
excited and willing partners in the project.  
 A few weeks after taking orders, Josh and Gretchen 
returned to the Artist Within rather sheepishly.  Bob’s 
initial reaction was “Oh, no, they only sold 10 mugs,” 
but his reaction changed markedly when Josh said they 
had sold 250 mugs!  Cases of mugs 
were ordered, a semi delivered 
them, the club members painted 
them, and several students even 
learned how to clear dip pottery 
and load the kiln.  Non-stop firing 
of two large kilns allowed the 
mugs and the pottery for  regular 
customers to all be finished on time.  
To help supplement the fund raiser, 
the Artist Within offered free studio 
fees to anyone who brought in a 
new toy or gently used clothing for the students to 
take with them.  The mission trip was a huge success 
and a tribute to all involved.
 Josh has since become the Youth Director at High 
Street United Methodist Church and recently returned 
to the Artist Within with another “special project.”  The 
youth group wanted to raise money for their mission 
trip, and their leader Josh had a great idea.  “Sundae-
Sunday” was an event that had members of the youth 
group meet at the Artist Within to paint large bowls--
cases of large bowls--that would, in turn, be sold to the 
congregation.  After a youth-led Sunday evening service, 
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What a perfect place 
for their next 

“special project.”  
On July 7, 2007 

Josh and Gretchen 
were married at, 

where else,  
the Artist Within.
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By Angie Verburg, CCSA CEO

 As part of your staff, I have the opportunity to be 
involved in the planning and implementation of almost 
every product and promotion the CCSA releases.  This 
is both challenging and fun!  Recently I took on what 
was easily the most challenging project of all – a CCSA 
video Terrific Techniques for Pottery Painting, The 
Essential Tool for Paint Your Own Pottery Studios.
 Once the budget and the project were approved, 
we were confident in our goal - To produce and sell a 
DVD to our members which would assist them with 
training their staff and in inspiring their customers with 
basic techniques.  We wanted to insure this was a high 
quality dvd that could last for years to come.  

 First step on my agenda was to write an action plan 
and timeline.  It became apparent that we might be able 
to release the DVD by convention for sale.  Wow…we 
had a lot of work ahead of us!
 Our first big decision was to choose the talent.  We 
wanted to find someone who had studio experience, 
technique knowledge, camera experience, was not 
connected to any supplier, and was available.  Fortunately 
our first choice, Kelly Blucher, agreed to take on the 
challenge!  Kelly had sold her successful studio several 
years before and had the skills to help us.  
 Next was to find a videographer who was 
experienced in these types of videos.  Since we wanted 
to shoot with two cameras we knew that we wanted 
the right people for the job.  After some research 

The 
Making 
of a 
Video



We were confident in 
our goal - To produce and 
sell a DVD to our members 

which would assist them 
with training their staff 

and in inspiring their 
customers with basic 

techniques.

we chose Scott Wilkinson of Insight 
Film & Video.  Scott and his wife had 
shot many craft videos for Craft TV 

and Pattiewack Designs, their other 
businesses.  They also came highly 

recommended from sources we trusted.  
   Of course there were many other 

preliminary steps…finding space to shoot 
(fortunately Duncan had a video room they 

let us use), setting a date, getting product 
for Kelly, etc.  But the biggest challenge 

came with the actual script writing.  
I sent out a call to our members 

asking for assistance in scripts 
and Lynne Farrar, Colors in Clay, 
stepped up to the plate right 
away.  She wrote many of our 
scripts and Kelly and I filled in 
with additional information 
and other scripts.
       As the scripts were 
being written, Kelly began to 
design the projects.  Keeping 

them simple was a challenge!  
In fact, you’ll find that there 

are several projects on the DVD 
which would be considered a little 

more advanced and that you can use 
for adult classes.

  Kelly also had to develop all of the set up 
pieces for each technique…the masking project 

alone had 5 different pieces throughout the shoot.  
    SHOOT WEEKEND – Unfortunately, we got off 
to a rough beginning….late flight, lost luggage, broken 
pieces, clothes weren’t right for camera (quick shopping 
trip), etc.  Despite all of that we got started on our 
shoot on time Saturday morning.  
 Then…the unthinkable happens…the first project 
doesn’t work.  And to make matters worse, we need to 
redo all of the progress plates for that project.  2 hours 
later we’re back on track but have only completed 1 
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Clockwise, 
from above:

Banding, 
Wax Resist,

Shaving Cream,
Liquid Latex,
and Bubbles.
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project out of 20 shoots!    I realized I would need to 
organize the rest of the projects so we could drop a 
few if we didn’t have time that Saturday and Sunday.
 When I think back now to what we didn’t know 
about shooting a video I am so thankful that it really 
got made!  And not only that…we completed all of 
the 18 project ideas, an opening, and a basic schpeel 
on time.  And even better…the DVD met all of our 
expectations for quality. 
 The techniques that we had hoped would be 5 
minutes each actually averaged about 10 minutes, 
which meant we now had a DVD set of 2 discs.  The 
DVD set has now released and is being shipped 
to the 100+ studio owners who have placed their 
orders.  We hope to have the close to $20,000 cost 
of the DVD covered by orders in the first two years.  
It is truly a great benefit to our members!
 Afterward – The Board of Directors is so excited 
about the new DVD that they have given me a new project 
– a DVD of glass techniques!   Here we go again...

Terrif ic 
Techniques 

for PainTing PoTTery

To order your copy of 

Terrific Techniques for PainTing PoTTery 
please fill out the information below and fax or mail to:

__________ copies of Terrific Techniques DVD seT aT $95/copy 

Company name ________________________________________________________________________________

Company address _______________________________________________________________________________

City, state, zip __________________________________________________________________________________

Contact person  ________________________________________________________________________________

Telephone _______________________________________ Fax __________________________________________

Email ________________________________________________________________________________________

Type of payment:    ❒ Check    ❒ MasterCard, Visa, American Express or Discover

Card number ________________________________________________________ Expires ____________________

Name on card_______________________________________ Signature ____________________________________

Credit Card Billing Address_____________________________________________ Zip code ____________________

1099 E. Champlain Ste. A #143
Fresno, CA 93720
Fax:  559-434-6348
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MaTeriaLS needed:

product:
 •  SN 352 White
 •  SN 361 Christmas Green 
 • SN 367 Banana Cream 
 • SN 370 Ice Blue
 • SN 371 Key Lime
 • SN 372 Red Velvet 
 • SN 373 Midnight Blue
 • IN 1058 Clover
 • IN 1075 Cobalt Blue
 • IN 1081 Cocoa
 • IN 1100 White
 • FD 254 Black Licorice
 • FD 258 Pure White

Brushes & Tools
Signature Series Brushes:
 •		SB 802 # 1 Liner
 •		SB 806 # 6 Round
 •		SB 807 # 6 Fan
 •		SB 812 # 10 Round

Tools
 •		TL 401 Cleanup
 •		TL420 Palette Knif

Bisque:
 •	#21434 Square Dinner Plate 
  10” x 10” x 1.5” (used 3)

Miscellaneous Supplies:
 •		Utility Sponge
 •		Clay Carbon 
 •		Pencil
 •		Aluminum Foil

inSTrUcTionS:
 For best results, please read all instructions before 
beginning project.  Refer to photo for color and design 
placement.

1. Remove dust and condition ware, 
 using dampened sponge.

2. Trace design on all 3 plates, using clay carbon 
 and pencil.

3. Pour out a puddle of SN 371 Key Lime, 
 IN 1058 Clover and SN 361 Christmas Green 
 on aluminum foil. Using SB 806 # 6 Round, 
 apply 3 coats to all trees: Key Lime to top, 
 Clover to center, and Christmas Green to 
 bottom. Let dry between coats.

Winter Landscape
Designed by Cheryl Ball; Decorated By Maria Espinoza
Courtesy of Duncan Enterprises
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4. Pour a quarter size puddle of SN 352 White 
 on aluminum foil, add a drop of SN 370 Ice Blue 
 to White, and mix together to get a touch of blue.  
 Apply 3 coats to bear, using SB 806 # 6 Round. 
 Let dry between coats.

5. Apply SN 372 Red Velvet to house and sled, 
 SN 367 Banana Cream to windows and star, 
 SN 373 Midnight Blue and SN 361 Christmas 
 Green to roof and door, using SB 802 # 1 Liner.  
 Use the “Drop and Fill” technique: Fully load brush 
 with color until it appears to almost drip off tip of 
 brush. Starting in center of area to be completed, 
 drop color onto surface and use tip of brush to 
 move color toward edges of area. Reload brush as 
 necessary.Color will appear to go on very heavy; 
 try to keep color even in application. A second 
 coat can be applied if necessary. Let dry.

6. Apply IN 1081 Cocoa to trunk of large tree and 
 to one of the reindeers, using SB 806 # 6 Round. 

7. Pour out a nickel size puddle of IN 1100 White, 
 add a drop of IN1081 Cocoa, and mix together 
 to get the lighter brown color.Apply 3 coats to 
 the other reindeer, using SB 806 # 6 Round. Let dry.

8. Apply 3 coats of IN 1100 White to hills, alternating  
 SB 812 # 10 Round and SB 802 # 1 Liner, 
 depending how large or small the area is. Let dry.  
 Lightly sponge SN 352 White over the IN 1100 White. 

9. Apply 3 coats of SN 370 Ice Blue to sky, using 
 SB 812 # 10 Round and SB 802 # 1 Liner. Let dry.

10. Squeeze out a large amount of FD Pure White on 
 aluminum foil.  With your palette knife, apply the FD 
 to some areas for snow. Refer to photo for placement.

11. Apply 3 coats of IN 1075 Cobalt Blue to edge of 
 plate and back, using SB 807 # 6 Fan. 
 Let dry between coats.

12. Outline and detail the whole design with FD 258 
 Pure White and FD 254 Black Licorice on antlers, 
 eyes, nose on bear and reindeers, and door knob. 
 Let dry.  

13. Add dots to edge of plates with SN 352 White, 
 using the back end of your brush. Let dry.

14. Stilt and fire to shelf cone 06.
Patterns shown at 35% size. 

Please enlarge accordingly before you begin your project.
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By Angie Verburg, CCSA CEO

 Welcome to our new Board of Directors who took 
office at the Member Meeting!   The Board started off on 
the right foot this year by participating in a full day Strategic 
Planning Session the day after convention.  (See my letter 
on page 3 for more information on these goals.)  
 The CCSA also said a sad goodbye to several board 
members who were leaving.  We wished Robin Cates, 
Sylvia Clayton, and Elisa Waldman the Best of Luck in 
the future.  They all contributed so much to the CCSA 
during their terms, and we are grateful to have had 
them on the board.  

 Current Board of Directors pictured left to right:  Crista 
Toler, Wendy Pettys, Richard Morse, Julia McNair, Jim Skutt, 
Sandi Kirkwood, Dave Currie, Julya Myers, Jim Radford, and 
Denise Gibson.

new ccsa Board of 
direcTors Takes office!
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 By Helene Safford
 Clay Café Studios and the Studio Resource

 This is our 2nd annual “best practices exchange” 
between studios in our industry. I want to express my 
thanks to our CCSA studio members who took the time 
to send in the best idea that has contributed to their own 
success this year. Please join me in acknowledging the 
generous contributions of the participants listed below. 

eMpLoYeeS
 Hold contests during your monthly employee 
meetings. One example is for all of the employees 
to hand out “Get to Know Us” cards to family and 
friends. These cards must only be given to people who 
have not been in the studio before and are good for 
a free studio fee. Each card handed in is worth $1.00 
to the employee to handed it out. The employee who 
has the most cards handed back in wins a prize like a 
full body massage or movie tickets for two and $20.00 
for refreshments. Whatever the contest is, it will keep 
employees involved and vested in the studio!
 Pamper your employees with creative incentives 
such as bringing them coffee, picking up their weekend 
shifts, buying them football tickets, etc. Minor expenses 
can pay off in invaluable ways. Employees will have a 
sense of ownership in the studio and, therefore, work 
hard. They will sacrifice personal commitments to pick-
up shifts at the studio. They will feel appreciated and 
enthusiastic about coming 
to work... and their 
enthusiasm will spill over 
to your customers!
 Turn staff meetings into 
parties.  Periodically during 
all-hands staff meetings, load 
up a table with new bisque 
shapes or pieces that are 
crying out to be painted as 
samples. Let the employees 
choose what they would 
like to paint. You can turn 
the meeting into a painting 
party with pizza while you 

cover the usual operational and management issues. It 
helps to build camaraderie amongst the staff, they get 
inspired to paint samples that sell, and you are getting 
your message across in a fun setting.

cUSToMer Service & SaLeS
 Offer curbside service when parking is difficult or 
customers are picking up their party pieces. When you 
call a party host to tell her that her birthday pottery is 
ready, offer to run the box out to her car if she can’t find 
a spot when she comes to pick it up. This is an easy way 
to say “we appreciate how busy you are – let us help!”
 Print up “reminder cards” that include all of the 
studio contact info (address, telephone, email, website 
etc and “Pick-Up__________.” Include a stick-on strip 
magnet on the back, so that customers can stick it on 
the fridge as a reminder. Hand the reminder card filled 
out with the date that the pottery will be ready to each 
customer along with their receipt.  Your customers will 
be pleasantly surprised when they receive this, and they 
will have your logo in their face until they throw the 
card out!
 Greet your customers before they are 5 steps inside 
the door by saying hello - even if you are busy. This lets 
them know you are aware they are there and whomever 
you are working with will know that you need to go spend 
a moment with your newest guest. On the flipside, take a 
moment to thank them for coming into your studio when 
they leave. Yes, even if they don’t paint. It makes them feel 

important, recognized and 
welcome to come back to 
paint at a later date. This is 
a very basic practice but it 
can lead to increasing sales.

operaTionS
      Having trouble 
identifying party pieces? 
Create a flow sheet with 
each child’s name and a 
number, a party symbol 
(such as a sun, kite, heart, 
or star), along with the 
party mom’s name and 

PYOP IndustrY 
Best Practices
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telephone information. Mark each piece with the 
party symbol and child’s number while checking in the 
painters. This also works with field trips. 
 Designate a shelf in the kiln room for any pieces 
that do not require further glazing.  Many of the new 
paint products do not require overglaze. This can 
create trouble in the kiln room when trying to identify 
which pieces require glazing or not. Anyone doing “back 
work” will automatically know that they do not need 
to glaze the items on that shelf.

MarKeTinG & proMoTionS
 Host a Back-To-School Ice Cream Social in August 
about a week or two prior to the start of school. 
Promote the event with a fun postcard to your mailing 
list and post it everywhere in your studio as well as 
neighboring businesses. When scheduling the event, be 
sure to check orientation and back-to-school nights to 
avoid conflicts.  Kids can paint an ice cream related 
piece, paint beads for a zipper pull, and enjoy an ice 
cream treat. Pre-assemble the zipper pulls. Usually the 
kids are too young to do it themselves, and it is too 
hectic to do it during the party. The zipper pulls get 
painted with acrylics so that the customers can leave 
with something. Beading books are available in local 
craft stores for assembly instructions. 

 Print a stack of festive “Birthday Bucks” postcards to 
keep at your checkout counter. Customers can fill out 
their own address, indicate their birthday on the reverse 
side, and hand it in. Mail the postcard (worth “Ten Birthday 
Bucks”) to them during their birthday month. They can 
spend it in the studio like cash, and it expires  one month 
from the date of their birthday. Redemption rates for these 
postcards are high, and these customers never paint alone! 
You can also use the postcard to compile a list of your 
customer’s birthdays for future promotions. Win-win!
 Hopefully, many of the ideas mentioned in this article 
will give you some “ah ha!” moments and help you 
prepare for the upcoming holiday season. Again, many 
thanks to all fellow studio owners who contributed to 
this “exchange” of ideas!

RESOURCES AND CONTRIBUTORS:

1. Kristin Blalock, Work of Art, Midlothian, VA
2. Deborah Brannan, Third Coast Clay, Franklin, TN
3. Cindy Donenfeld, Kerameka, Ra’anana, Israel
4. Carolyn McNulty, The Pottery Bar, Panama City Beach, FL
5. Sylvia Palmer & Chrissy Kirkpatrick, 
 At The Clayground, El Paso, Texas
6. Karen Rifai, Artrageous! Studio LLC, Rockville Centre, NY
7. Helene Safford, Clay Café Studios, Falls Church, VA
8. Natalie Stonelake, Cafe’ Kiln, Oldsmar, FL
9. Mary Joan Toca, Posh Paint Pub, Metairie, LA
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Email Marketing 
Blasts Off!

I LOVE email 
marketing. It’s easy, 

my customers love it, 
and it’s dirt cheap”

It is the best return I get 
for my advertising dollar.”  

@By Kathy Tavano

 This crisp fall morning takes us to the home of Sue Kens-
ington, owner of HOTplate paint-your-own pottery studio 
in Marquette, Michigan. Sue sips her coffee as she makes a 
few final minor changes to her latest email campaign. 
 Looking up from her work, Sue states, “The best adver-
tising is word of mouth.  Email marketing helps the word 
of mouth. Unlike a newspaper that gets thrown out or put 
in the bottom of a bird cage, emails are always there.  They 
are opened over and over and are forwardable.” 
 Email marketing lets past customers get new ones 
for you! How likely are customers to make a photo-
copy of an advertisement, stamp the envelope, and mail 
it to a friend?  With email, a simple click on the ‘for-
ward’ button sends it on its way.  
 Sue’s emails often feature pictures of samples painted 
by her customers.  “We especially like to ask kids for sam-
ples because they really dig it and so do their family and 
friends.”  Her customers then eagerly await the emails and 
forward them on to others. 
 A past email campaign advertised HOTplate’s hosting and 
sponsorship of their annual Diva Night and Pottery Auction 
to raise money for the local Women’s 
Center.  “Before I utilized email market-
ing, people were much slower to sign up.  
Once I implemented our email market-
ing, the response was immediate - we 
sold out in just days.  And this campaign 
was the one where I noticed the for-
wards, which created more buzz.  Also, 
since the tickets went so quickly, there 
was no need to spend money on other advertising.”
 When asked about her greatest email marketing 
success, the excitement and enjoyment evident in Sue’s 
response most likely equaled the excitement and en-
joyment her customers experienced during the actual 
event.  It was late February...the last bit of winter. Spring 
was right around corner and yet still seemed so far 
away. February and March in northernmost Michigan 
can be bleak... people are tired of winter.  HOTplate 
sent out an email announcing the studio’s participation 
in “Plaid Madness Day” to take place in the downtown 
area.  As Sue said, “It was a funny nonsensical email...if 
they wore plaid, they got a discount.  We had a pajama 
party; if they wore pajamas, they got free pizza.” 

 The idea caught fire with Sue’s customers. Her feed-
back reports showed that this email was passed on 
more than usual.  “It was not around a holiday; it was 
something that came out of the blue.”  The event tapped 
into the fun, the entertainment, and the high quality 
product that her customers want.  This very inexpensive 
email marketing campaign resulted in increased traffic 
and increased revenue during an otherwise slow busi-

ness period.  “It was like a Saturday 
in December, and this was March!”
 HOTplate has been using email 
marketing for almost two years, and 
Sue says it’s proven itself.   “I LOVE email 
marketing.  It’s easy, my customers love 
it, and it’s dirt cheap.” Comparing it to 
a newspaper advertisement, an email’s 
larger size and the ability to use color 

pictures and text make it an extremely affordable market-
ing tool.  In addition, comparing emails to regular mail at a 
fraction of a penny versus at least 50 cents shows how cost 
effective email marketing can be.   According to Sue, “It is 
the best return I get for my advertising dollar.”  
 Judi Novotny of It’s Yours Pottery in Omaha, Nebraska, 
agrees.  “In comparison to our print advertising...email con-
tinues to prove to be, by far, our best route in getting our 
message out!  Yes, increased walk-in’s, orders...REVENUE!”
 One of It’s Yours Pottery’s recent email blasts (A 
term derived from the idea of “blasting” a message to 
customers via email in one single shot.) contained a 
survey.  Judi says the survey had a “great response.  I 
believe if you ask, they will answer.”
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 Let’s pay a visit to the studio of Julia McNair of 
Do*It*Yourself Crafts in Birmingham,  Alabama.  During a lull 
in the action at the studio, we might find her checking the 
feedback on her latest email blast.  Today’s feedback results 
(an advantage of using an email service) show who opened 
the email, when it was opened, if it was opened more than 
once,  and if it was forwarded on to family and friends. 
 Julia typically sends out email blasts once a month.  “I see 
success with each email campaign as long as they aren’t too 
close together.  Once a month is about right for an effective 
campaign, for me.  If I space them any closer together, I see 
them lose effectiveness, open rates decline, click-thru rates 
plummet, etc.”  Certain times of the year-especially if it’s not 
a holiday time — she sends out more frequent reminders 
that just say,  “Hey, we’re still here!”
 On gauging the effectiveness of her marketing 
emails, “I will see a spike in interest in the store, and 
whatever is featured will increase in sales.  Almost al-
ways, I book two or three birthday parties after I send 
out an email, because the mom will be reminded that 
she was thinking of booking one.”
 Looking at Julia’s emails is like walking into her stu-
dio.  They provide information, pictures of finished pieces, 
ideas, inspiration, and an incentive.  Julia’s springtime email 
campaign featured an invitation to participate in her stu-
dio’s debut on local television, a glass fusing workshop, 
Mother’s Day information, and the introduction of their 
Halloween pumpkins.  “I had people come to the store 
at 6 in the morning to be on television for the glass fus-
ing segment, and the glass class I offered the following 
weekend was sold out.  That’s exactly what I wanted!”
 Let’s peek in now at Sue Kensington in her studio. 
We can see that her email marketing campaigns don’t 
stop at her customers’ inboxes.  She has printed out the 
latest email and inserted it into a stand-up frame that 
sits at the counter for all to see.  The attention the dis-
play draws produces multiple results: advertising of the 
current campaign, an opportunity to ask the customer 
if they would like to be on the emailing list, and a ‘cheat 
sheet’ about the current campaign for her staff to use.
 Sue and her staff use every opportunity to harvest 
email addresses. They ask for them on the customer slip 
and during checkout.  In addition, they just plain old talk 
about the email newsletters during conversation, with the 
gathering of an email address being a natural and frequent 
result.  The best customers are the ones you already have. 
Email marketing lets you target those customers.
 Rather than purchase lists of email addresses or send 
out to every email address on every networking group 
you belong to, Eric Groves, Senior Vice President of 
Constant Contact (an email marketing service), stresses, 
“Quality trumps quantity when it comes to email address 
lists.  A quality list plus good content equals an email that 
will get forwarded.”

 Julia McNair says that her studio has a place on their 
customer tracking sheets where customers can add their 
email address.  They also collect email addresses when they 
do events like school fairs and give a $50 gift certificate to 
one of the attendees who signs up.
 While it is entirely possible to do email marketing 
without a service, there are some distinct advantages to 
using one.  The information about email marketing ser-
vices below is provided only for informational purposes 
and in no way is intended to serve as an advertisement for 
or an endorsement of any one particular service.
 
email marketing services can provide:

	 •		Templates	that	result	in	a	professional	
  looking marketing tool
	 •		Results	tracking	to	help	evaluate	the	timing	
  and success of email blasts
	 •		Spam	checker	tools	that	increase	delivery	
  success rates
	 •		Education	and	training	resources	

 Each marketing service has its own distinct style, pro-
vides its own menu of features, and offers a variety of pric-
es. For example, Cooler Email (www.cooleremail.com) 
offers the opportunity to receive a sample CoolerEmail 
and to take a “Free Test Drive.” 
 Constant Contact (www.constantcontact.com) 
offers daily live “webinars” as one of their customer 
education resources and survey programs to help you 
learn what your customers are looking for and tailor 
your emails to meet those desires.
 As with anything else related to your business, shop 
around.  An internet search will bring up many different email 
service firms.  Compare services, charges, and contract 
commitments.  Discover what email marketing services 
others use and ask about their experiences with them.  
When you receive a marketing email that you particularly 
like, see if was created and delivered through a service.
 The template Sue Kensington creates her market-
ing email with is supplied by the email marketing ser-
vice she uses.  She says, “I like doing this. It’s fun. I can 
play with it. Nothing is set in stone until you decide it 
is.”  Sue admits she would have been voted the least 
likely to do something tech-y like this.  “I am the one 
that says ‘Oh, I can’t do that.’ But I completely can!” 
 Whether or not you use an email marketing service, 
the use of email as a marketing tool makes sense. The 
value, ease of use, and ability to be passed on make this 
an effective method of advertisement. 
 Why not plan out an email marketing campaign for 
the holiday season ahead. Mark projected send dates 
on your calendar.  Start simple and track your results. 
The increased traffic and revenue will be a blast!
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By Samantha Saville, Casa Ceramica

International 
NEws
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 After dropping the kids off at summer camp, I sat 
down with a cup of coffee and turned the TV on to 
keep me company. “This Morning” was on (a daily 2 
hour chat show), and they announced a competition 
for 2 lucky viewers to win the chance to renew their 
wedding vows live on national TV. Well, having notched 
up only 8 1/2 years of marriage, I didn’t think we’d qual-
ify. , But I did think, “What a fabulous opportunity for a 
signed wedding plate;” better fire off that e:mail to the 
production team before anyone does!
 Two, three weeks passed, summer came to an end, 
and it was the 5th of September, start of a new term.  
My youngest had his first day at school, I had a meet-
ing in London for a potential corporate ladies network 
evening of painting pottery, oh, and an e:mail from Ed-
wina Currie.
 Now Edwina Currie is an ex member of parliament, 
who was challenged to live on the “This Morning” roof 
for a week with just a laptop and mobile phone, £2,000 
budget, and the task of organising the wedding vows 
renewal ceremony. She loved the idea of the wedding 
plate and asked if I could come down to the studios, 
smartly dressed and prepared to be there most of the 
morning, oh, and it’s the day after tomorrow.
 Panic - I had to call everyone I know and tell them 
I’m going on TV, arrange for the kids to be taken to 
school that morning, think about what to wear, squeeze 
in a manicure (no chance) ask for any help at all from 
my chatter friends, oh, and paint a plate. What design? 
Colour? style? All I knew about the couple were their 
names. Did I have the right spelling? How many ways 
could there be of spelling Wendy & Kenny?
 Friday morning arrived and I set off on the Tube for 

the studios with the 
plate. I’d missed the 
rush hour, thank good-
ness. I arrived at the studios, 
and found lots of people with 
clipboards and headphones rushing around, and famous 
faces I’m sure I was meant to recognise: Andy Sumners 
(Police), Lynda La Plante (Author and TV drama writer), 
and Shane Ward (x Factor winner). I was told that I’d 
have to sit with the wedding guests in the green room 
and wait. When I told the make-up girl I wasn’t with the 
family, she realised I was the “plate lady” and needed 
full make-up.
 Ohh, I felt like a star. A good gossip and giggle with 
the makeup girl and I was ushered up on 
the roof to film my segment, handing the plate over to 
Edwina. Unfortunately, space was really tight up there, 
so I headed back to the green room.
 At 12pm, Wendy and Kenny renewed their vows live 
on national tv.  After the ceremony, Edwina returned in-
side the studio with the presenters for a review of her 
week. Blink, oh that was my segment! It was literally 
cut to only seeing Edwina’s pen signing the rim of the 
plate.  
 Oh well, I can look back at the whole experience of 
being on live TV, standing this close to Phillip Schofield 
(one of the presenters) — yummmyyyy!!! — and get-
ting my website and that of paintyourownpottery.com 
linked on This Morning’s site.
 So if anyone, worldwide, gets a call from some-
one wanting a plate just like Wendy & Kenny’s, let me 
know!!

A Wedding Plate on 
National (UK) TV



talked about store in your community. Impact 8™ has 
elevated some retailers to celebrity status and even 
created a “cult following” among their own customers. 
And all in the amount of time it takes to have a cup of 
coffee each morning!
 There are two parts to Impact 8™. Part one in-
volves a personal telephone call to four customers you 
spoke to or worked with the day before. This isn’t a 
telemarketing scam; in fact, the only rule is that you are 
not allowed to talk about business unless the custom-

er brings it up. If you happen to get 
the customer’s answering machine, 
it’s okay to leave a message - you’ll 
make their day.

here’S a SaMpLe  
converSaTion:
 “Hello Mrs. Customer? This is Joy 
at XYZ Paint Your Own Pottery Studio. 
How are you today?”

 After the customer has had a chance to respond, 
you say:

 “I enjoyed speaking with you yesterday and I just wanted 
to take a moment and thank you for your business.  I know 
that you have lots of choices, and I thank you for choosing 
my studio.  If there is ever anything I can do for you, please 
do not hesitate to call me anytime.”

 Call four customers per day and watch what hap-
pens!  But that’s only the first part of Impact 8™.
 For the second part of Impact 8™, you’re going to 
need blank note cards (about 3.5” x 5” or 5” x 7” in 
size) printed on the front with your studio logo, name, 
and address.  You will also need the names and address-
es of four customers you spoke or worked with the 

 by Rich Kizer & Georganne Bender

 Years from now, someone will spend millions of dol-
lars to study American life circa 2007 and wonder who 
those people were who desperately needed to lose 
weight, perfect their relationships, look younger, make 
certain body parts larger than life, get their “medical 
needs” online, buy fake Rolex watches, and grab those 
PHDs they so richly deserved but had not earned.
 Sigh.
 That’s a typical day of email for us. 748 messages. 
95% junk that gets nuked ASAP and 5% actual mail.
 The snail mail isn’t much better. 
Our mail box is typically brimming 
with bills and a bunch of offers from 
companies we have never heard of, 
let alone do business with. That and 
fourteen “You have already been ap-
proved” credit card applications. On 
a good day, there’s mail that arrives 
in a handwritten envelope.
 Guess which one we open first?
 The telephone isn’t much better. At least ten times 
a day, in the office and at home, we answer the phone 
with a smile in our voices only to be greeted by silence 
then a recorded message that is supposed to encour-
age us to act immediately. Instead, we just hang up the 
phone.
 We all have far too much impersonal communica-
tion in our lives. Most of us rarely receive handwritten 
notes or letters, so when we do, it’s a big deal. Anything 
handwritten gets opened first - there are studies that 
back that up. It’s the personal touch that gets our at-
tention.
 We discovered the power of the personal touch 
years ago and have shared its secret in every single 
presentation for one simple reason: It works. We call 
it Impact 8™, a simple technique that can make you 
the most visible person in your company or the most 

Impact 8™
the Best Stealth 
marketing tool Ever

We discovered the power 
of the personal touch 

years ago and have shared 
its secret in every single 

presentation for one 
simple reason: It works.
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day before - these customers are going to get a per-
sonal note from you.

There are a FeW rULeS:
	 •		The	note	must	be	handwritten.		
  (Handwritten mail is always the first mail to 
  be opened.)
	 •		You	must	address	the	envelope	by	hand.
  (You’re only doing four a day, so this is 
  no big deal.),  
	 •		You	must	use	real	stamps.		
  (You might consider using weird or 
  interesting stamps and different 
  denominations to make the envelope 
  look really different!)

YoUr noTe can SaY SoMeThinG 
LiKe ThiS:
 “Dear Mrs. Customer,
 I wanted to take a moment to thank you for your busi-
ness.  I know that you have a lot of businesses to choose 
from, and I appreciate your choosing Joy at XYZ Paint Your 
Own Pottery Studio.  I have enclosed my business card.If 
there is ever anything I can do for you, please do not hesi-
tate to call me.”

 If you implement Impact 8™ just four days a week, 
you will impact 32 customers per week, 128 custom-
ers per month, and 1536 customers per year.  And if 
those customers tell just ten others, as they typically 
will, that’s 15,360 people! And because customers have 
a tendency to believe what other customers tell them, 
the word of mouth advertising and good will you’ll gen-
erate is immeasurable.  You’ll become legendary, and 
your competition will never know what hit them!
 Impact 8™ builds the best kind of advertising you 
can have: word-of-mouth. It’s so powerful that a re-
cent consumer study done by BIGresearch found that 
“Word of Mouth” was the number one thing that 
brought new customers to stores.
 Added to the positive word-of-mouth you’ll build, 
you are also creating a Stealth Marketing campaign.  
Stealth Marketing is a Street Savvy™ strategy that is 
designed to help you attract customers.  The cool thing 
about Stealth Marketing is that it operates “under the 
radar” and is rarely noticed by your competition that 
is too busy looking for your ads.  All they  will notice is 
less cars in their parking lot and more cars in yours.

Impact 8™ and Street Savvy™ are registered trademarks of KIZER & 
BENDER Speaking! Copyright 1994. KIZER & BENDER.  ALL RIGHTS 
RESERVED
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 Setting up your QuickBooks chart of accounts, 
products, or services and customer database can seem 
like a daunting task. With some forethought and plan-
ning, you can increase the usability of this “off-the-shelf” 
accounting application. Here are a few handy hints to 
help you get organized.  A little time spent up front will 
result in more effective reporting to help you manage 
and market your business. 
 Before you start entering any data, take a few mo-
ments to decide how you want to track inventory sales 
and how you may want to use your customer data for 
effective marketing campaigns. Establish a standard for 
entering customer information and train your employ-
ees to ensure that you are gathering consistent and 
usable data. The old adage “garbage in...garbage out” 
really applies here. 
	 •	Customer	Name	Entry:	Customers	should	be	en-
tered in the format Last Name, First Name. This will 
enable sorted lists for reporting and label printing by 
Last Name.
	 •	 Create	 categories	 for	 grouping	 your	 bisque	 in	
your chart of accounts and item lists. It is easier to 
read and provides better inventory tracking by type. 
You can see at a glance which style of plates are best 
sellers throughout the year. For example, add an in-
ventory item name called “Plates” with the cost, price, 
and description left blank. When you add a new type of 
plate, make it a sub-item of “Plates,” and it will show up 
in the items list indented (belonging to “Plates”). The 
resulting Item List will look something like this:

Bisque
 plates
  coupe dinner
  coupe Salad
  oval Snack
  rim dinner
  rim Salad
  Square
  platters
  Medium oval
  Large oval 
  (etc.)

 The same method of organization can be used for 
the chart of accounts. Creating categories of accounts 
will help you to group like items such as bisque catego-
ries, income streams, discounts, or types of expense 
items. 
 Another great way to customize QuickBooks is to 
use the “Categorizing and Defaults” and “Define Cus-
tom Fields” functions that are found on the Additional 
Info tab of the Edit Customer screen. Many categories 
can be defined, but a customer can only belong to one 
category. Categories can be used in the reporting and 
label printing functions to isolate certain types of cus-
tomers for targeted marketing. Another way to filter 
customers is to define custom fields for tracking in-
formation by customer. One example is to gather cus-
tomer birthdays and track them in a custom field. You 
can then run customer reports with the birthday field 
containing a particular value such as “January” in order 
to send out Happy Birthday coupons. 
 Once you have been in business for a while, your 
customer database can grow unwieldy. Some of us 
have even reached the internal limits of the software in 
terms of the number of customers, vendors, or “other” 
names that QuickBooks allows. The current maximum 
for QuickBooks Premier Edition 2007 is 14,500 total 
entries in the “customer,” “vendor,” and “other” lists.
 Cleaning up your customer database can be a time 
consuming job.  You can merge customers/names in or-
der to free up capacity. This may be appropriate for 
customers who have moved, who have not been in for 
a long time, or vendors who have gone out of business. 
What you are doing is merging customers/names. Keep 
in mind that once you merge two customers or jobs, 
you can’t reverse it. 
 After a merge, all transactions, even in closed pe-
riods, will be under the one name. It may also affect 
previous financial reports. The data associated with the 
merged customer or job, such as address, phone num-
ber, etc., is removed from your records along with the 
name.
	 •		You	can’t	combine	more	than	two	names	
  at a time.
	 •		You	can’t	merge	a	customer	name	with	a	
  name from a different list, such as merging a 
  customer with a vendor.

QuickBooks Tips By Helene Safford
Clay Café Studios 
and The Studio Resource



To MerGe TWo cUSToMerS: 
(must be performed in single-user mode)
 1.  Click the Customer Center.
 2.  Click the Customers 
   & Jobs tab.
 3.  Double-click the customer 
   or job you don’t want to use.
 4.  In the Edit window, change 
   the customer or job name 
   (at the top of the window) 
   to the same name as the 
   entry you’re combining it with.
 5.  Click OK.
 6.  Click YES to confirm that 
   you want to merge the two 
   names under the same name.
 You can merge multiple customers under 
a generic customer name such as “walk-in.” Se-
lect inactive, old, or partially entered customers 
to merge and free up space in your database.  A 
note about inactives: they are taking up space 
and count towards the 14,500 limit.
 QuickBooks is a low cost alternative to 
some of the pricier POS systems. It does 
have some limitations, but with some ad-
vance planning and organization, you can maximize your results and marketing efforts.
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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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SUppLieS:
 •  1013 Coupe Charger
 •		1005 Coupe Dinner Plate
 •		4064 Lodge Mug
 •		NTG-9531 Coral Reef
 •		NTG-9534 Mojave Mauve
 •		NTG-9536 Sedona
 •		NTG-9511 Prairie Gold
 •		NTG-9527 Sandy Beach
 •		OGG-3009 Jet Black
 •		#6550 Color Stix Mop Brush
 •		#6530 Color Stix -1 Liner
 •		#6506 Color Stix-8
 •		#6508 Color Stix-12
 •	Contact
 •		Tissue Paper
 •	Pencil
 •	Sharpie Marker/Fine Point

Winter 
Friends

Submitted by 
Gare, INC

     Step 1: DO NOT WIPE DOWN BISQUE! 
   If bisque is wet, the contact paper will not 
   stick to it. 

Step 2:Trace the larger deer and the larger snowman 
patterns in pencil onto the tracing paper. Next, place 
the tracing paper on top of the shiny side of the con-
tact paper and outline designs using the Sharpie Marker. 
Only trace the outside lines of the design. Cut out de-
signs and remove the paper back of the contact paper. 
Lay sticky side of contact paper on to the bisque. Place 
snowman first, on the right side of the plate and then 
the deer on the left, slightly overlapping the snowman. 
Rub contact paper with your finger, making sure that all 
the edges are smooth. There will be some wrinkles, just 
try to get the edges as smooth as possible.

Step 3: Using the Mop Brush, apply 3 layers of Pottery 
Blue to the front and back of the dinner plate, going 
right over the contact paper. Let dry. Do 3 coats in 
this manner. Next, paint Charger, back and front, with 3 
coats of Coral Reef.
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 •		Let dry

 • Please make sure that there is no bisque 
  exposed between colors.

Step 7: Fire to cone 06

Follow the above instructions to complete the outside of the 
2 mugs. Patterns are shown at 50% required size; please 
enlarge accordingly before beginning your project.
 

Step 4: Pour a medium large amount of Midnight Blue 
into a cup. Add enough water to make the paint the 
consistency of milk. Pour the paint into one of the 
Lodge Mugs and roll. After the entire inside of the mug 
is covered, set mug upside and let dry. Follow the same 
method to do the inside of the second mug. After dry-
ing, take a sponge and wipe along the rim of the mug.

Step 5: Remove contact paper pattern. Place tissue pa-
per pattern back over piece and using the Sharpie, trace in 
the inside design, (eyes, carrot scar, etc.) of the patterns.

Step 6: Using the size brush you are most 
comfortable with and making sure 
to apply 3 layers of each color, 
paint the design the following 
colors in any order you 
care to. Make sure to let colors 
completely dry before painting a 
new color next to them.

 •  Paint Snowman and the 
  fur on the nose and the inside    
  of the Deer’s ears in Sandy Beach

 •		Paint the Snowman’s hat in stripes 
  of Coral Reef and Mojave Mauve 
  and the ribbing on the hat 
  in Mojave Mauve

 •		Paint the stripes on the 
  Snowman’s scarf with 
  Coral Reef and Mojave Mauve

 •		Paint the Deer in Sedona

 •		Paint the Deer’s antlers 
  and the Snowman’s carrot 
  in Prairie Gold

 •		Paint the Deer’s collar in 
  2 coats Coral Reef 

 •		Paint the bells on Deer’s 
  collar with 2 coats 
  Mojave Mauve

 •		Paint Snowman’s eyes, mouth, 
  and buttons with Jet Black. Paint the 
  Deer’s eyes and nose in Jet Black.

 •		Outline everything with Jet Black 
  using liner brush
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Hanging Glass 
Handprints
By Chinook Graham, CreativiTea

MaTeriaLS needed:
 • Clear glass base 
  (6” square and 8” square shown)
 •		Unglazed ceramic tile (large enough to 
  fit the glass base and hanging attachments)
 •		Thinfire paper
 •		Large washable inkpad
 •		1/8” fiber paper
 •		Klyr-Fire
 •		Fine frit
 •		1/2” glass strips of desired color
 •		Elmer’s washable school glue

Step 1:
Place a 
sheet 
of Thinfire 
paper on the 
tile, large 
enough to 
extend 1/4” 
beyond the 
edges of the 
base and hanging 
attachments.  
Trace around 
the base.
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Step 2: Place child’s hand on the washable inkpad, then onto the 
smooth side of the 1/8” fiber paper.  Cut out the handprint.

Step 3: Place cut-out handprint in desired location on Thinfire paper.  
Trace around the handprint.

Step 4: Paint a generous layer of Klyr fire on the smooth side of the 
cut-out handprint.  Place the handprint on a sheet of plain paper and 
sprinkle with a generous, even layer of fine frit.  

Step 5: Carefully reposition the fritcovered handprint over the previ-
ously traced outline.  Fold the paper and funnel the excess frit back into 
the container.

Step 6: Cut 1/2” strips of colored glass to desired lengths to create a 
border.  Glue the border pieces onto the glass base.

Step 7: Place the glass base on top of the fritcovered handprint us-
ing the previously traced base outline as a guide.  Slide the 1/2” x 1/2” 
single layer section of the hanging attachments under the glass base. 

Step 8: Fire to a full fuse* and hang with wire and beads.
*Use a ramp/hold program to reach a “full fuse” temperature of 
1450º F - 1550º F to achieve desired result.

HanGinG attacHments

MaTeriaLS needed:
 • 1/2” strip of clear glass
 •		1/8” fiber paper
 •		Elmer’s washable school glue 

diMenSionS: 
 •		First layer - 1 1/8” x 1/2” piece of glass
 •		Second layer - 1” x 1/8” piece of 1/8” fiber paper sandwiched 
  between two 1/2” x 1/4” pieces of glass
 •		Third layer - 5/8” x 1/2” piece of glass

SYSTeM 96 coLor coMBinaTionS ShoWn:
 •		Grape handprint with cherry red border
 •		Deep aqua handprints with light orange border
 •		Dark green handprint with dark blue border

I have received an overwhelming response to the hanging glass hand-
print project in the short time I have offered it.  I feel the success 
comes from the simplicity of design and process, the uniqueness, and 
the beauty of the finished piece.  Whether you already offer glass or are 
looking to start, this is a simple project that will give you a great return 
with a minimal investment.



42  Winter 2007   Today

By Hattie Sanderson 

Your customers can create 
this festive pure silver pendant 
in your studio with Lilly Ollo™! 
The Lilly Ollo™ program 
allows your customers to 
create stunning reversible 
jewelry in about 90 minutes. 
Choose the shapes and 
embellishments of your choice. 
Personalize your jewelry with a 
special name, initials, word, 
or message!  Use a pre-measured 
package of silver clay to create 
one large piece, 2 medium 
pieces, or 4 small pieces. 
You can create pendants, 
earrings, bracelets, charms, 
and more. 

MaTeriaLS needed: 
	 •	Lilly	Ollo™	Program	Kit

MiSceLLaneoUS: 
	 •	Cotton	swabs
	 •	Paper	towels
	 •	Water

Winter 
Wonderland 

Pendant

This photo shows the reverse side 
of the project pendant.



          For More inForMaTion: please visit www.Lillyollo.com or call (888) 503-2216.  
Lilly Ollo™ - Sister company of Total Mosaic & PMC Supply. NOTE: Silver Clay is 99.9% pure silver.  Sterling is 92.5% pure silver.

1. Choose a shape and texture from a variety of 
Lilly Ollo™ Textured BaseMolds™.

2. Choose from hundreds of artist-created 
Lilly Ollo™ TopStamps™ that are calibrated to fit 

with the BaseMolds™. You can also personalize your 
piece with initials, words, or names using 

Lilly Ollo™ BuildAWord™.

3. Place the clear TopStamp™ onto 
a clear stamping block.
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4. Press the pre-measured silver clay into 
the BaseMold™.

5. Press the TopStamp™ into the silver clay. 

6. Dry the silver clay on a QuikDry™ Tin and 
fire in a pre-programmed, quick firing Lilly Kiln™ 

or other small programmable kiln. 

7. Polish and antique your creation.

8. Add jump rings and a ribbon necklace. The finished 
piece is heirloom quality pure silver.  All Lilly Ollo™ 

jewelry is also reversible to give you 2 different looks! 
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2007 ccSa cONVENtION cOVERaGE

Congratulations to Lynne Fararr, our new President’s 
Award Winner!  Lynne was honored at convention 
for years of volunteer work, which included website 
research, convention video production, convention 
volunteering and much, much more.   Lynne was the 
only CCSA member to write our scripts for the new 
CCSA Techniques DVD set as a volunteer.   As Julia 
McNair presented the award to Lynne, she commented 
on how Lynne does so much for the industry with no 
expectation of reward.  We are so grateful to have 
wonderful volunteers like Lynne!

President’s 
Award 
Winner
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2007 ccSa cONVENtION cOVERaGE

By Angie Verburg, CCSA CEO

 The CCSA held its annual reception for 
International members during the Columbus 
Convention.  It was fun to get to know each 
other and to discuss issues that affect us all.  
 Countries represented at convention 
included: Australia, Belgium, Canada, Chile, 
Colombia, France, Israel, Saudi Arabia, 
The Netherlands, UK, and West Indies!

Left to right – John Munro, Sylvia Clayton, Shirley Ann Edwards, Ivonne 
Kronenberg, Leah Cotton, Jane Stenning, Jeanine Cremers, Cindy 
Donefeld, Maxine Winkle, Eric Chan, Rachel Byass, Julia Grant, Angie 
Verburg.  Several people joined us after the photograph was 
taken, so not all attendees are listed.

international 
reception
13 counTries 
rePresenTed!
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2007 ccSa cONVENtION cOVERaGE
By Helene Safford, Clay Café Studios

 The phenomenon of swarming - an unexpected 
gathering of large numbers of people in particular pub-
lic locales. Swarming involves large crowds - crowds 
that may occasionally transform into ‘mobs’. The size 
of the crowd is what also transforms a private home 
or private party into a public event via the spilling out 
of people on to footpaths and surrounding streets and 
lawns.
 The swarming was not unexpected. Fun was had by 
all! We hosted our 1st annual “Sample Swap” at con-
vention this year. Thirty two studio owners crowded 
into Helene Safford’s room to engage, exchange some 
samples that sell, and depart. The quiet was deafening 
upon their vacating the room. This phenomenon is sure 
to be repeated. The event left some members remi-
niscing about how many people they were able to fit 
into a VW bug in the 60’s (or into a phone booth for 
some of the older crowd). We are already “chatting” 
about what we should swap next year. More samples... 
1-minute demos... Sign onto the CCSA Chat and start 
planning!

was a Phenomenon 
of swarming!

1sT annual 
samPle swaP
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2007 ccSa cONVENtION cOVERaGE

 CCSA once again held the Best booth Award con-
test at convention this year.  To improve the contest we 
decided to ask Georgeanne Bender and Rich Kizer to 
judge the booths based on the following criteria:
 Visual Impact, Marketability, Display Quality, Theme, 
Information Availability and Innovation.
 Duncan Enterprises is the winner this year with a 
total score of 85 out of 100!  Lynn Adams Designs and 
Shimpo Ceramics followed in 2nd and 3rd place.
 We congratulate Duncan and thank all of our won-
derful exhibitors for their new products and innova-
tion shown at convention. The Duncan Team

Duncan Wins 
Best Booth 
Award

The Original 
POTTery Diva

“original Pottery diva” t-shirts:
l - XXl available for $10 each (includes tax & shipping)

To order, call 407-928-7257



By Angie Verburg, CCSA CEO

 Leonardo DiCaprio, Kate Winslet,  Paula Deen, Tony 
Dungy and Hilary Clinton, are just a few of the celebri-
ties that joined our members to create ceramic mas-
terpieces for the Contemporary Ceramic Studios Asso-
ciation (CCSA) convention auction that has raised over 
$138,000 for the Susan G. Komen Foundation.
 Of course, those celebrities can’t even compete with 
our new auctioneer...Derek Cavilla!  Derek worked the 
crowd into a frenzy and helped make the evening even 
more fun than ever.  After our initial auctioneer bowed 
out on the day of the auction, Derek let me know that 
he had been an auctioneer for several other events and 
he was hired on the spot!  He didn’t let us down either 
as he helped us to reach our highest goal ever.
 A special thank you to our Auction committee and 
their leader Julia McNair who worked tirelessly through-
out the event.  They also took a “chance” this year by 
changing the way the raffle worked which not only raised 
much more money, but shortened the auction too.
 Thank you also to all of our wonderful supplier 
members who donated prizes for the raffle.  We ap-
preciate you so much!
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2007 ccSa cONVENtION cOVERaGE

Over $138,000 Donated to 
Research for Breast Cancer by CCSA
$51,000 raiSed ThiS Year!

Great Shapes 
Auction
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By Helene Safford, Clay Cafe Studios and the Studio Resource

Biz Buz
A continuing series of business tips based on book reviews

 Who knew there were so many new ideas for dec-
orating bisque with hands and feet? CCSA members 
Alicia Toal and Bobbie Drummond are ready to inspire 
us with their new publication, “Groovy Ideas for Hands 
& Feet.” “Capturing little hands & feet will make big 
memories for a lifetime” and as we 
all know, result in more “ka-ching” at 
the cash register (An imitation of the 
sound made by a cash register, used 
when someone’s action will result in 
mo’money. Retrieved from www.ur-
bandictionary.com)
 We were lucky enough to pick 
up our own copy of the book at this 
year’s convention, and we are already 
working on lots of fresh, new samples that are sure to 
sell. “Groovy Ideas” gives us a fresh new twist on a 
PYOP staple and was designed with pottery in mind. 

We all love our Ed Emberley collections, but it is great 
to get some new designs in the idea center for all of 
the teacher, grandparent, and special occasion plates 
and platters we help our customers produce. 
 The book is chock full of painted examples. They 

are organized for easy project look-
ups based on the subject matter or 
occasion that is crying out for a 
personalized masterpiece. A special 
twist in the book’s presentation is 
the useful side index of quotes on 
each page with a master list at the 
back. 
 “Groovy Ideas for Hands & 
Feet” is a wonderful collection of 

artful ideas that are sure to help you give your custom-
ers some special inspiration for their next project.
 Till next time...

“Groovy Ideas” 
gives us a fresh 

new twist on a PYOP 
staple and was designed 

with pottery in mind.
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