
with multiple ideas for bringing board art into your studio, 
amazing techniques for all abilities, and savvy business tips for 2017!
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WELCOME
We cannot say THANK YOU enough to all our wonderful volunteers, staff, Board of  
Directors, suppliers, host studio, and attendees for a record-breaking 2016 CCSA 
Convention. The excitement has carried over like never before. We’re already see-
ing people signing on for the 2017 Convention in Scottsdale, Arizona. The CCSA 
continues to promise that you will leave with tools and knowledge to move your 
business forward if  you will make the commitment to attend.
 One important aspect of  convention is our Member’s Meeting, which allows 
us to share statistics, goals, and accomplishments for the year. The Board recognizes that the CCSA is only as 
strong and successful as our members are. Studio and supplier membership has increased by 8% percent in 
the last 4 years. Although this may seem small, it a significant validation of  a need for a group like ours in the PYOP industry and the association’s 
commitment to fulfilling that need. According to our records, it appears that 74% of  the PYOP studios in the US are CCSA members. We currently 
have 670 studio members and 56 supplier members. And convention attendance is the highest in 5 years, with 30% of  our members attending 
this year. Final numbers for convention included 339 attendees representing 207 studios and 24 suppliers represented. This was the very first 
convention for 120 of  these studio attendees! The CCSA appreciates all our studio and supplier members and their continued support of  our 
convention.
 Just after convention last year, the Board began planning for 2016. The focus of  the Strategic Plan and Pillars has been a gradual transfor-
mation that began with stabilizing, revitalizing, and growing the association. This transformation has positioned the association to reach our goals, 
particularly that of  achieving financial stability. The Board has been mindful in spending and generating new revenues without compromising 
benefits for our members. We took our fiduciary duty seriously as we set objectives to rebuild our association. The Board is proud to say that this 
year we achieved a financial benchmark goal of  retaining $150,000 in reserve funds to sustain CCSA operations for one year for a “worst-case 
scenario.” In January 2016, the Board reviewed the balance sheet and voted to invest $150,000 of  reserve funds for this sole purpose. This was 
one of  the most pivotal accomplishments for the future of  the CCSA.
 The second part of  our revitalization plan included improving member benefits, beginning with continuing education programs that provide 
tools and opportunities for studios to save time and money and to improve profitability. Convention is the prime example of  living up to our mis-
sion statement and fulfilling our strategic plan. Convention this year offered 58 educational opportunities, and this year we will release at least 17 
educational resource guides. The CCSA hosted 18 monthly webinars with 5 more to come for the year on subjects that are important for day-to-
day studio operations, as well as relevant to the success of  our industry.
 The final aspect of  the 3-year plan focused on growth. Our numbers tell the story. We knew we would grow if  we could show members and 
potential members that our offerings in educational programs, vendor resources, and Convention could directly affect their bottom line. Growth 
and member retention will always remain a priority.
 So where do we go from here? A primary focus is to continue to grow our membership. We continue to see new studio openings, with 64 new 
studios in the last year alone. Records for 2014 and 
2015 show a trend that more studios are selling and 
remaining open under new ownership, versus complete 
closing as the industry experienced in 2010–2013. 
Equally important is being the resource for our studios. 
And more education is the name of  the game. We design 
programs and guides to give your studio the foundation 
to build and improve your business. These guides are 
not just for young studios but can also help seasoned 
studios improve business practices.
 On behalf  of  the CCSA, we would once again like 
to thank studios for being members of  the CCSA! And 
thank you to our Supplier members for your commitment 
to helping us rebuild, revitalize, and grow our member-
ship to where it is today. It’s been a challenge and we 
appreciate your support.
 Best wishes to all of  our members for a busy and 
profitable holiday season!

     Dena Pearlman       Wendy Pettys
     Executive Director      President
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“How do you think it went?”
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“Olympic Glories”
UP FRONT

As the “Olympic torch” cools down from our time 
in Charleston, let’s take a moment to reminisce 
about a few of  the highlights from 2016. We ate, 
drank, socialized, and learned new ways to help our 
studios grow. Convention once again saw powerful 
classes from “Olympic” teachers. Many thanks go 
out to the wonderful presenters, who taught us ev-
erything from board art to social media. The content 
was so electrifying we even blew out fuses!     
 Thank you to all the suppliers who generously 
donated prizes as well as supplies for classes. 
And congratulations to Heidi Bonagura of  Create 
On Lake in Store Lake, Iowa, winner of  the Skutt 
kiln, and to the big winners, Golden Ticket holders 
Michelle and David Szuch of  Bella Fired Creation 
in Denver, Colorado. (I am so jealous—I had a 
ticket only 2 numbers away!) And thanks as well 
to everyone who contributed items to the auction 
and to everyone who bid on them. We raised close 
to $30,000 for this year’s beneficiary, the Special 
Olympics. They truly appreciate your generosity 
because they know the opportunities that money 
can provide their Olympians.
       And in the Olympic spirit (and in some cases 
spirits) we socialized. Veteran studio owners recon-
nected and Newbies made lasting friendships. The 
New Member Mixer also helped all the new folks 
dive right in. Being a part of  a team is an important 
aspect of  our organization. “Convention gave me 
the chance to put names to faces,” said first-time 
attendee Karen Lickers of  Glaze Craze in Toronto. 
       Suppliers like Chesapeake’s Bre Kathman feel 
the same: “I love talking to all the customers in 
person. It is much more than just pottery.” Who can 
forget watching Bre and Gare’s Robert Sharpe duel-
ing with Nerf  guns? Plus, having the chance to play 
life-size Hungry Hippos will be a lasting memory.
       But time stands still for no Olympian. As we 
gear up for the Christmas season (!), let’s look 
ahead to CCSA Convention 2017. Scottsdale will 
reenergize, revitalize, and reinvigorate us and our 
studios once again. I hope to see you all poolside at 
the unique and beautiful JW Marriott Camelback Inn 
Resort next year! e

W
By Mark Strehlow, Clay Corner Studio, Wausau and Plover, Wisconsin

With an Olympic theme for this year’s CCSA Convention in Charleston, South Carolina, we celebrated opening night ceremonies by hav-
ing everyone progress into the exhibit hall according to the U.S. state or the country where each studio is located. Yes, Convention 
drew “Olympians” from around the world to our one-of-a-kind event. “We have nothing like this (in Europe). Nobody to network with,” 
observed the Swiss contingent, Christina Luethy and Rose Haechler-Galle from Fuurwach Keramik. So they travel a long way “for the 
inspiration and chance to exchange information, learn new techniques, and get fresh ideas.”

A Recap of the 2016 
CCSA Convention

Convention also gives a chance to recognize all those who 
tirelessly and unselfishly give so much to our industry. 

Congratulations to all those nominated as well as those who won. 

Gold medals all around for the winners:

Best Customer Service (Supplier): 
Deborah Neal, Gare

Best Individual Support (Supplier): 
Bre Kathman, Chesapeake Ceramics
Best Individual Educational Instructor (Supplier): 
Bre Kathman, Chesapeake Ceramics
Best Individual Industry Contributor (Supplier or 
Studio): Bre Kathman, Chesapeake Ceramics

President’s Award: 
Don Swarm, 
Artists by Design, California

Circle of Excellence Award, 
Studio: Maegan Supple, 
The Pottery Stop, Maryland

Circle of Excellence Award, 
Supplier: Robert Sharpe, Gare



KILN 
GODDESS 
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M
 Bounce Back Coupons: This basic tool 
is used in all types of  retail. Give customers 
who paint in December a discount coupon 
valid during January only. This is a great way 
to get people back for some rejuvenation after 
the holidays. Distribute coupons in person or 
via email or social media, and then use social 
media and email to remind people of  their 
coupon and invite them to share the promo-
tion with family and friends.
 Between Christmas and New Year’s 
Eve: While this is not the first quarter yet, it’s 
a great opportunity to hold planned events. 
Keep your marketing efforts going to stay 
in front of  your customers. Kids are still out 
of  school and families are spending time 
together. Make sure your studio is on their list 
of  places to go while enjoying time off.
 Promote Valentine’s Day: There is a 
small window during which you can really start 
promoting your Valentine’s Day events and 
projects. Get those displays up quickly after 
Christmas and Hanukkah so you can capture 
customers’ attention. If  you have Date Nights 
or other events planned, be sure to have 
signage and project displays ready.
 Gift Cards: You will likely see a lot of gift 
cards coming back to the store, so this is a 
great time to upsell! Show these folks new or 
complementary shapes to go with those they’ve 
selected to paint that day. Tell them about 
upcoming events and get them signed up!
 Summer Camp Planning: Finalize your 
camp program in January so you’re ready to 
announce offerings the following month. Most 
summer camp listings are published in Febru-
ary. Be ready! Have your schedule, projects, 
and copy for your camp program ready to 
load onto your website, online booking pro-
gram, social media, and print materials.
 Staff Appreciation: You and your staff 
work hard during the holidays. Show your 
staff how much you appreciate their efforts in 
unusual or unexpected ways. Host an outing 
at a local park or attraction, take them for 
shoulder massages or mini facials, or give 
them gift cards to their favorite local shops.

Preparing for the Post-Holiday Months
Crista Toler, Studio Market Coordinator, Mayco Colors

It’s that time of  year. You’ve planned events, ordered supplies, scheduled staff, and set up 
displays. The holiday season is in full swing and you’re ready . . . for the next two months. 
But what about next year? The first quarter sneaks up on us like a ninja. You may be too 
busy to think about January 2017 until December 26, so start preparing now. Here are 
some ideas to give you a jump start.

There are certain things that just . . . are. 
These are what we call “The Inevitabilities.”
 Start with the classic, the one we all 
know: If  you get food, there will be a rush. 
This makes you happy/sad/hungry. You 
learn to order only the food that tastes as 
good at room temperature as it does hot. 
This food is called “pizza.” You are sick of  
pizza by the end of  the holiday rush.
 But that’s not the only one, is it? No, 
no it is not.
 If  a customer has worked on some-
thing for hours and hours, there will be kiln 
trash on it.
 If  a customer has been particularly 
nasty to you, to the staff, to everyone, their 
item will have an issue. And you will have 
to call and fake being nice about it.
 Or if  it’s something you could easily 
fake and bake, you’ll be out of  the item.
 You are ordering. You have plenty of  
an item on stock. You don’t order more. 
You sell out before the order arrives. 
Everyone asks for that item. It is now 
everyone’s favorite item ever in the history 
of  your store.
 You order more the next time and no 
one paints that item.
 You have one weekend where everyone 
asks for time off, and the last person to re-
quest is the teenager whose parents bought 
plane tickets. Take a picture of your family 
so you can remember what they look like, 
because you are working that weekend.
 The person making a donation 
request says, “What is it you do here?” or 
“I’ve never been here before” and then 
seems so surprised that you aren’t excited 
to make a donation.
 You make the donation, and that 
person shows up to use it.
 After it expires.
 But, it’s not all bad. Inevitably, when 
you are at your most tired, and you look 
around at the studio where it looks like a 
pottery store threw up everywhere, some-
one will say to you the magic words:
 “This is my favorite place in the whole 
world.”
 Because it is.
 And all is okay. Even room-tempera-
ture pizza. e

BUSINESS SENSE

       You can also give fun awards. Sharon could 
receive the award for “Tirelessly handprinting the 
same child 20 times for their family gifts.” Aman-
da could be the MKL—Master Kiln Loader—for 
effectively firing every piece that was painted for 
a certain party. Sara could receive the Endless 
Smile Award for always having a smile on her 
face or for keeping the morale boosted on busy 
days. Have fun with it!
 Email or Postcard Campaign: Use your 
POS system to pull a report of people who 
painted during the holidays, then target them 
by email and/or postcards based on what they 
made. If  a customer painted 12 plates, offer 
a special rate on a platter or bowls to go with 
them. People who participated in a handprint 
or Santa event could receive information on 
birthday parties or storytime events.
 Social Media Fun: Run a post-holiday 
contest where people share pictures of  the 
most unique gift they received. Winner gets 
a gift certificate to create their own gift. Give 
each participant a coupon for playing.
       Pinterest: Have customers pin items or 
designs they like (up to 25). Share their board 
and pick a winner. The person whose board 
produces a project idea wins a gift certificate to 
your studio or a spot in the class they inspired.
       Social media allows you to easily catch 
people as they are on the go, so reward 
customers for being connected with social-
only incentives. Post promo codes, such as a 
saying, a joke, or a funny word.
 New Year, New You: Help your custom-
ers stick to their New Year’s resolutions to be 
more creative, content, and spend time with 
family by reminding them about the therapeutic 
benefits of painting pottery. Plan family painting 
days and serve hot chocolate and snacks. Host 
a ladies’ night during which you have chair 
massages, wine, and relaxing music.
 Bring in the New! Everyone loves to 
see what’s new. Now is a great time to intro-
duce new programs, workshops, glaze colors, 
and bisque shapes. Tie them in with colors of  
the year, Super Bowl, or local events. e





F
patiently waiting for it to emerge from a kiln as a personal piece of  art. 
Emphasize that the time spent in your studio is time spent connecting 
with friends and family while being creative and experiencing playtime. 
Encourage customers to post pictures of  their experience and to tag 
your studio. Emphasize the experience as much as the end results.

MILLENNIAL NOSTALGIA
We all have moments of nostalgia, moments we look 
back at times that were happier and more simple, less 
turbulent and insecure. For Millennials, these happy 
times are most likely triggered by anything related to 
the decade of their youth: the ’90s. With more than 
$200 billion in annual buying power, it’s no wonder 
Millennials are courted through nostalgia market-
ing. And it’s working. Examples include the revival of  
past TV shows like Gilmore Girls and Full House (now 
Fuller House), Pokémon, vinyl records, wooden toys, 

choker necklaces, and Jelly sandals. Childhood hobbies like coloring have 
resurfaced as the craze in coloring books for adults continues.
 Applying this trend: Many of  you are already incorporating 
the coloring book trend into your studio offerings. If  not, try it. Use 
Duncan® French Dimensions™ or a writer bottle filled with black glaze 
to draw outline designs on mugs or plates. Prefire the outlines (with no 
clear glaze) and display for your customers to fill in with color. Another 
idea: Have a “Throwback Thursday” event with a nostalgic theme (or 
price). You could even serve snacks that were popular in years past.

EMBRACING IMPERFECTION
In the search for authenticity, spontaneity, and real-life moments, Gen 
Zs are the drivers of  the move to embrace imperfection and reject 
the highly edited, filtered lifestyle of  the social media obsessed. This 
is about celebrating our humanity and the inherent imperfections that 
come with being human. In design, naïve hand-drawn patterns, spatter 
paint finishes, artful markings, visible brushstrokes, and irregular sur-
faces reflect the freehand style that is on trend. Finished products that 
look mass-manufactured are rejected in favor of  products that look as 
if  they have been made with love and time.
 Applying this trend: Create samples that emphasize hand-
drawn and hand-painted design motifs. Painting “outside the lines” 
is encouraged. Mix-and-match markings and patterns add to this 
perfectly imperfect trend.
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Big Stories for 2017
By Jennifer Blevins, Consumer Trends Specialist, iLoveToCreate®, a Duncan Enterprises Company

For the several years I have participated as an instructor at the CCSA Convention, exploring big trend stories driving consumer behavior. Here 
I share an in-depth presentation on color, home, and seasonal trends for the upcoming year. Seeing the bigger picture and connecting the 
dots can be very helpful in understanding trends. These stories provide insight into the mindset of your customers and can assist you in better 
serving them as they spend their time, money, and creativity in your studio.

TREND FLASH

VISUAL LANGUAGE
The internet has opened up the world in unfathomable ways, allowing 
us to become global explorers with the touch of  a keyboard. Technol-
ogy offers insight into other cultures, places, and lifestyles that can 
teach us to appreciate our differences while connecting us in our 
similarities. This has impacted our methods of  com-
munication as well.
    Our smart phones allow us to convert our words 
to pictures and memes for faster communication 
and connection. Emojis have evolved from a text 
message add-on to a globally recognized picture-
code, placing us on the cusp of  developing the first 
truly universal language. Brief  phrases, slogans, 
and acronyms known as “slanguage” are used 
primarily by our youth and dominate social media 
platforms.
 Applying this trend: Follow pop culture 
influencers on Snapchat and Instagram (ask younger employees for 
ideas of  whom to follow) so you can learn firsthand how to decode this 
evolving language and connect more effectively with your customers. 
Painted samples should also reflect this trend. Try painting a set of  
mugs or plates that each show a different abbreviated message, like 
RN (right now), IMO (in my opinion), IRL (in real life), and JSYK (just so 
you know).
 Counter trend: Initials, messages, and slogans continue to be a 
strong trend, especially when handwritten. In contrast to abbreviated 
text messages, the human touch makes handwriting unique and per-
sonal. Calligraphy writing and watercolor letters are great examples of  
this trend. You may wish to place encouraging messages on the walls 
or shelves of  your studio or on painted samples for inspiration.

SLOWING DOWN
In our fast-paced world, a slowing down is taking place as people seek 
to connect outside the realms of  social media sites to strike better 
work-life balance. This emerging trend is less about unplugging from 
technology and more about encouraging a more thoughtful approach 
to life, engaging in calming experiences and focusing on the benefits of  
quality over quantity. Examples of  this trend are adult coloring books, 
home gardening, and cooking and baking from scratch.
 Applying this trend: Share on your website the benefits of  
engaging in the process of  painting a piece of  bisque, firing it, and 

FINISHED PRODUCTS 
THAT LOOK 

MASS-MANUFACTURED 
ARE REJECTED

 IN FAVOR OF PRODUCTS 
THAT LOOK AS IF 
THEY HAVE BEEN 
MADE WITH LOVE 

AND TIME.
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THE HOMEMADE LIFESTYLE
Domestic crafting is celebrated 
as home is becoming a com-
fortable haven reflective of  
our personality. Homey textiles 
like crocheted doilies, cross-
stitched and embroidered pil-
lows, and macramé wall hang-
ings evoke nostalgic memories 
of  decades past. Making items 
for the home lets us connect 
with our creative inner selves 
by focusing the mind and body 
on the task at hand. Items that 
are recycled or remade may 
become objects more cherished 
in their new life than they were 
in their original form. A key com-
ponent of  this trend is the desire 
to create collaboratively. Families 
and groups are coming together to share their skills and connect as 
they craft. Retail stores are becoming lifestyle hubs, offering creative 
classes within their spaces as they recognize the opportunity to make 
consumers out of  pupils.
 Applying this trend: Stage your samples on tabletops made 
from reclaimed wood, or soften hard surfaces with vintage cloth drapes 
or doilies. Give customers ideas for using finished pieces within their 
home, such as by gathering an eclectic grouping of  three or five vases 
or planters. Paint them to coordinate but not match. Fill them with suc-
culents and display them together for maximum impact.

TIP: Check out websites, blogs, and retail stores such as Anthropolo-
gie, Target, Apartment Therapy, Urban Outfitters, and Pottery Barn 
(including PB Kids, Teens, and Dorm) for inspiration on how they use 
the latest trends. You’ll find ideas for displays, color combinations, and 
more. e

 iLoveToCreate®, a Duncan Enterprises Company conducted research to compile 
the information contained in this article. Trend research is used in the development of  
all Duncan® Ceramic Arts products.

Poke Balls created from Duncan® Oh Four® Bisque Ornament Box using Duncan® Concepts® Underglazes for Bisque. 
Project designed and created by Suzie Shinseki, Courtesy of  Duncan®

www.bisqueimports.com
https://www.facebook.com/bisqueimports/
https://www.youtube.com/user/BisqueImports
https://www.pinterest.com/bisqueimports/
https://www.instagram.com/bisqueimports/


8 CCSAtoday  •  Fuel Your Creative Fire  •  Winter 2016

Board Art
ON THE ROAD

Some studio owners are understandably concerned about adding yet 
another trendy craze to their already diverse studio selections, but 
as Ashley Prince from Pickled Palette in Sioux City, 
Iowa, says, “They don’t know what they’re missing!” 
Ashley and her husband have been doing retail 
Board Art sales at craft shows for years, and have 
been having great success with offering DIY Board 
Art at their studio over the past six months. Ashley 
adds, “Board Art takes away the stress of  being a 
‘perfect painter’ and becomes especially rewarding 
for those impatient type A customers. Comparing 
our Board Art classes to canvas, we see even the 
hard-to-please customers walk away feeling suc-
cessful.”
 If  you attended convention you might have taken the class “Board-

ed Up! Offering Board Art on a Walk-in Basis,” taught by Nell Wertz 
of  All Fired Up in Akron, Ohio. Nell’s studio began offering board art 

earlier this year, and, as Nell observes, “It has really 
taken over and canvas has kind of  died.” Nell’s 
initial investment was $1,000 and she made $2,000 
in just her first class. She explains that you may be 
able to keep your initial investment low because 
you probably already have many of  the necessary 
supplies: aprons, table coverings, and acrylic paints. 
She suggests using your canvas brushes for paint-
ing backgrounds and getting cheap stiff  brushes for 
the stencils. 
 In order to create the stencils for Board Art, you’ll 

need some type of  vinyl cutter and its respective computer software. 
Many studios already have a Silhouette Cameo, which may serve in a 

O
By Emily Sacharow, Made With Moxie, Austin, Texas

One of  the latest trends that studios have been adding is Board Art. Even if  you haven’t started offering it yet, you’ve probably noticed 
the buzz all over Chatter. For those unfamiliar with Board Art, it is the process of  painting a quote or design on a large wooden plaque, 
using a vinyl cutter to create stencils for the design. The end result is a simple yet very professional-looking make-and-take product. 
To get the scoop on how studios can add Board Art, I reached out to a few studio owners who are successfully offering this medium.

“COMPARING OUR 
BOARD ART CLASSES 

TO CANVAS, WE SEE 
EVEN THE 

HARD-TO-PLEASE 
CUSTOMERS WALK 

AWAY FEELING 
SUCCESSFUL.”

Some very happy customers at Sarah Mairose Manurung’s Board Art class at Jade Pottery in Pavilion, New York.
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pinch to get you started. But to really make Board Art successful in 
your studio, you’ll need to invest in a larger cutter. Nell recommends 
the US Cutter SC series, and she personally uses the 25-inch model. 
The vinyl most commonly used for Board Art is Oramask 813, which is 
specifically designed to be used as a stencil for painting. You can order 
this vinyl from the US Cutter website, print shop supply sites, and even 
Amazon.com.
 For the boards themselves, a number of  studios create their own 
using supplies purchased from the local hardware store, but you can 
now purchase the fully assembled boards from Nell’s PYOPallets, avail-
able through Chesapeake Ceramics.
 To train your staff, starting with classes before walk-ins may help 
with the transition of  adding a new set of  instructions to your rep-

One of  Nell Wertz’s Board Art displays at All Fired Up 
in Akron, Ohio.

At Pickled Palette in Sioux City, Iowa, Ashley Prince sold out her first four 
classes in less than a week.

At Hot Pots Pottery in Alliance, Ohio, Troy Myers offers walk-in Board Art. 
As their website says, “It’s like Shop Class for Grown-Ups.”

ertoire. As Nell pointed out in her “Boarded Up!” presentation, both 
classes and walk-ins have their advantages, but if  you’re nervous 
about training, classes can often be easier to preplan and require little 
staff training.
 Ashley at Pickled Palette offers customers the chance to do Board 
Art on a walk-in basis once they have taken a class. You can take that 
customized format one step further by offering designs cut on demand, 
having precut designs that are organized into binders, or a combina-
tion of  both.
 As with everything in our industry, choose the format that feels 
most comfortable for your studio and meets the needs of  your cus-
tomer base. Customize to what fits your studio best and you may find 
that Board Art is a great fit! e
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Years ago I decided to have a day in September where there was no 
studio fee. I called it Free Paint Day: customers pay just the cost of  the 
pottery and do not have to pay the studio fee on that day. (My regular 
studio fee is $6 for kids and $8 for adults. I explain to my customers 
that the studio fee covers the paints, the stencils, tools, and so on, and 
the glazing and firing. My bisque markup is five times the wholesale 
cost.)
      When we had Free Paint Day 10 years ago, it was always a busy 
day but it was nothing like it has grown to be with social media. For 
the last two years I have boosted the Event post on Facebook for $40 
and then posted another Event post asking customers to share the 
post for a chance to win a $50 gift certificate. (Remember, that only 
costs me less than $10!) I have two longtime employees who love Free 
Paint Day—they both have other, full-time jobs but always ask to work 
on that day! I provide food and drinks for my employees on that day 

because 
they will 
have to eat 
on the run. 
My son and 
boyfriend 
come in 
to help by 
cleaning 

brushes and clearing tables. That is a huge help as we seat about 100 
people—we put out extra tables and folding chairs to fill up the studio. 
If  customers come in and we are out of  tables, we ask if  they can join 
another table, such as if  there is a group of  two seated at a table for 
six. We have signs on every table and throughout the studio explain-
ing that special techniques and handprints/footprints will be done only 
after all customers have been waited on. Normally we have a one-week 
turnaround on pottery, but we let everyone know that it could be a 
10-day turnaround and we may even adjust that further out as the day 
goes on.
      This is a great marketing marketing opportunity and brings us so 
many new customers! A normal September Saturday would be about 
$500 for us. But Free Paint Day this September—and last September 
as well—amounted to nearly $6000 for the day! We make sure to ask 
everyone to give us their e-mail address and to like us on Facebook. 
We also give everyone a bounce-back coupon to use in October and 
November (no coupons in December).
      It might be a little harder for all-inclusive studios to market something 
like this but we are all so creative that we can find other variations. For 
example, choose an amount to discount for each painter on a designated 
day, and of course give them bounce-back coupons. This is especially 
nice for the families who might not be able to afford the activity otherwise, 
and when they save as a family on this special day, perhaps they will think 
of your studio when they need that special gift! e

Free Paint Day
MARKETING TIPS

By Pamela Golden, Glazed Bisque-It, Roanoke, Virginia

AAfter 10 years of owning my studio (it is 19 years old) I have come to expect the 
screeching halt to business that comes in September. It used to scare the daylights 
out of me after the busy days of summer.

A Facebook post with this photo read, “One more sleep until free paint day, and all is quiet in the 
studio! Who’s joining us tomorrow?! We will be open from 9a-9p!”

The shelves are overflowing after a very 
successful event.
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Gifted Custom Art offers the first fully automated, on-demand, custom 
paint-by-number experience the art industry has ever seen. What makes 
this product unique and unlike any other paint-by-number experience is 
the technology behind it – allowing your customer to paint something a 
little more personal with an amazing lifelike result while saving you the 
time and hassle of  hand drawing images. Gifted eliminates the intimi-
dation factor of  painting portraits with their innovative patent-pending 
software, Photomatic™. This all-in-one software acts as the event man-
agement and registration tool for the Gifted Experience, eliminating the 
hassle of  organizing and managing customers and their photos; and it 
integrates directly with your website and your online payment system.
 Once embedded in your website, Photomatic™ is automatic (hence 
the name). The process works like this: A customer goes to your website 
and registers for one of  your scheduled Gifted events (you set the price 
depending on what works best for your market). During registration, the 
customer uploads his or her photo—like a selfie, a loved one, a pet, 
or another image that is typically difficult to paint. They then input their 
contact and billing information, and voilà! They’re ready to attend your 
event and paint what they chose.
 Gifted Custom Art takes it from there. Through Photomatic™, the 
customer’s image is transformed into a five-color paint-by-number out-
line on a 16” x 20” stretched canvas. Once registration for the event 
closes, Gifted sends all of  the converted images on canvas to your studio 
in time for the event. Then all that’s left is for your customers to come in 
and bring their memories to life!
 Gifted also offers products that allow customers to make their 
memories into personalized art outside the studio. If  they can’t make 
a scheduled Gifted event, licensed partners and affiliates have the abil-
ity to sell Gifted products like Gifted Custom Kits™ (Gifted’s line that 
makes it possible for customers to paint at home or with a group) and 
Gifted Mosaics™ (one image enlarged and printed over any number 
of  canvases, perfect for large groups and team building activities). As 
a partner or affiliate, you can offer Gifted products to your customers 
through your website, and Gifted will ship the products directly to your 
customers—adding two additional ways for your studio to make money 
without having to do any work.
 The Gifted Custom Art team is headed by Kevin West, founder and 
artist, and Kelly Hipskind, CEO. Its leadership team comprises Jesse Hile, 
head of  partnership development; Don Kent, chief  operating officer; 
Hannah Lushin, head of  marketing; and Mary Samreta, head of  custom-
er engagement and service. The company values its licensed partners 
and affiliates all over the country, and the Gifted team works with your 
studio directly to introduce this product into your business and market. 
Through marketing, service, and technology support, Gifted makes it as 
easy as possible to offer your customers a new and exciting service. 
 Everything Gifted does is focused on five core values: faith, family, 
service, art, and innovation. CCSA and Gifted Custom Art have partnered 

Gifted Custom Art
SUPPLIER SESSION

L
By Adina Johnston, A Colorful Universe, San Marcos, California

Looking for something new and exciting to spice up your studio or mobile business? Do you want to introduce an entirely new concept 
to painting, allowing your customers to bring their favorite memory to life – while adding new revenue streams to your business?

up to offer your studio the benefits of  this new revolutionary product so 
you have the edge to stay ahead of  the curve. Gifted is currently run-
ning a limited-time offer. Now through November 30, CCSA members can 
become a Gifted licensed partner or affiliate with no upfront costs. e

A customer uploads a 
photo of  the subject 
they’d like to paint.

Check out the 

digital edition fo
r 

the amazing story 

of how this 
company came 

to be!

Gifted Custom Art turns that 
photo into custom paint-by-
number on canvas.

The customer paints each 
numbered section to trans-
form their memory into art!

www.jubileecreative.com


www.gare.com
https://www.youtube.com/channel/UCAvwHvIm4ZNah7q-ApQu3wA
https://www.facebook.com/GareInc/
https://www.pinterest.com/gareinc/
https://www.pinterest.com/gareinc/
https://twitter.com/Gareinc
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www.maycocolors.com
https://www.youtube.com/user/MaycoColors
https://www.facebook.com/MaycoStudios/?ref=ts
https://www.pinterest.com/carter6949/mayco/
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Office teams often have funds available for these activities at the begin-
ning of  a new fiscal year, which typically happens in the fall (September) 
and again in around the first of  the year. Some combine their annual 
holiday party with teambuilding and will do them in January or February. 
So marketing ahead of  time is key. And now is a great time to market if  
you want some of  those first-of-the-year dollars!
 Where do you find the groups? Ask your customers, promote on 
Facebook, check in with groups you’re already doing business with. Try 

Weekday Business? 
Yes, Please!

STUDIO SPECIAL

By Charlene Ridlon, Art As You Like It, Waite Park, Minnesota

RRaise your hand if  you’re looking for ways to bring people into your studio on weekdays. Guess what? Many offices recognize the need to 
shake up the workday once in a while with activities that bring employees out of the office mentality. Marketing to businesses for teambuild-
ing is a great way to raise your weekday sales. 

your local Chamber of  Commerce or other small business networking 
groups. I post a blurb on my LinkedIn account twice a year with a link to 
our teambuilding events.
 Karen Grosz of  Canvas Creek Teambuilding has developed a guide 
called “Studio Success: Teambuilding with Color and Energy.” This is a 
free benefit of  your CCSA membership! If  you haven’t had a chance to 
look through this guide, go to the website and download it. Or, if  you are 
on the digital version of  this article, here is the link: Teambuilding Guide.  
You do not have to be an expert, an HR professional, or have a psychol-
ogy degree to do these events. What makes these events successful are 
the Ah-ha moments that occur as you go through the process.
 This guide is chock full of  ready-to-use exercises that will make you 
look like an expert at teambuilding! Each activity includes info on who 
benefits from the activity, what the objective is, how to present it, and 
some questions to ask for follow-up. By the time you’re done you’ll have 
assisted the team in navigating toward that fabulous Ah-ha moment that 
enables them to relate their creative experience to their work experience. 
Even if  you’ve never done teambuilding before, this guide can help you 
get started. But even if  you’ve done teambuilding for years, this guide 
will offer you a refreshed vision and a deeper understanding of  how to 
tackle larger groups. The best part? The guide can give you the confi-
dence you may need to feel like you deserve to charge more!
 So how do you use the guide? The first thing I did was read it cover 
to cover. On my second time through, I took notes on what I liked best 
and how I could use the ideas in my studio. Karen gave a webinar last 
March to offer some tips on using the guide and the recorded version is 
available on the CCSA website. (It runs about 40 minutes.)
 Once you become familiar with the different teambuilding events, 
pick out a few that you think you can really tweak to your studio’s person-
ality and contact a few “safe” groups in your community you can rely on 
to test out your events. Try a local church office, a networking group, or 
even a group of  your friends. Make sure these are groups you can trust 
to give you both positive feedback and constructive criticism.
 After you practice on a few groups, put your activities out there for 
sale. Pricing will vary according to your area and local demographics, 
so try out a couple of  price points you that you are comfortable with. 
I typically add $5 to $10 per project, depending on the event and any 
additional finishing work that we may do for the class. You can also tweak 
some of  the ideas and to turn them your own unique events, perhaps 
combining several different activities. Good luck team building! e

To read about tw
o 

examples of Charlene’s 

teambuilding 

experiences, che
ck 

out the digital e
dition 

of CCSA Today!

https://cocsa.memberclicks.net/assets/Guides/team%20building%20guide%202015.pdf
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My previous social media policy was to duck and hide. For the most 
part I have really great 4- and 5-star reviews so I hadn’t seen much 
need to respond to anything. I always thought the 5-star reviews would 
counteract the lower reviews and I don’t want to get 
into a fight with a customer online, so it was much 
easier to just pretend I didn’t see them. But it can 
become a balancing act of  validating good reviews 
and effectively shutting down the wackadoodle 1-star 
rant you think you don’t deserve.
 Do we make an occasional bad decision in the 
heat of  the moment? Sometimes. But keep in mind 
that repeated complaints over the same issue may be 
a red flag signaling that it’s time for an immediate change. And some-
times customers take their harangue to social media and then you have 
to figure out how to address it competently. 
Whatever you do, don’t get into 
a back-and-forth tirade with 
reviewers—it just looks bad. 

Taking Your Customer Service 
to Social Media

SERVICE WITH A SMILE

By Charlene Ridlon, Art As You Like It, Waite Park, Minnesota

CCustomer service is a tricky thing. And social media makes addressing customer service situations even trickier—especially when it comes 
to negative comments or complaints. So after listening to the Marketing Mastery presentation at Convention this year, I realized I should 
probably make the effort to address some of my studio reviews.

How you respond to customer criticism is just as important as allowing 
the customer to vent their complaints. A responsible, well-thought-out 
reply will speak miles to a potential customer who might see the rant. 

Even if  you simply write, “I have chosen to address 
this situation with this customer privately and hope 
to come to an amicable solution,” then those read-
ing your reviews can see you have made an attempt 
to resolve a difficult situation. And if  the critic de-
cides to spew more hate, they are the ones who look 
crazy, not you.
 Reviews are also a great way to validate all 
the good things you do in your store. And customers 

like to know they’re being heard, so thank them online for their good re-
view. If, like me, you’ve been in the habit of  turning a blind eye to your  
        reviews, open them up and take a look. And get 
        in the habit of  responding nicely to those who 
           take the time to make your business sound like 
                  a good place to visit. e

KEEP IN MIND THAT 
REPEATED COMPLAINTS 

OVER THE SAME ISSUE 
MAY BE A RED FLAG 

SIGNALING THAT IT’S 
TIME FOR AN IMMEDIATE 

CHANGE.
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To see more images 

of this great 

technique, check
 

out the digital 

edition of CCSA

 Today!
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By Michael Harbridge

MATERIALS
 Moist clay of  choice  Slab roller or rolling pin
 4” and 2” clay tile cutters  Plastic wrap (optional)
 Drywall boards   Woodgrain texture pad  
 Washcloth (optional)  Needle tool   
 Toothpicks   Assorted glaze colors  
 Large soft fan brush  Sponge    
 String or wire for hanging Medium glass frit (optional)
 Wooden cutout shapes and 
       words from craft store

Roll out 1/4”-thick slabs of  clay, large enough to cut several 
strips of  clay.

Use clay tile cutters to roll over the clay slabs, cutting strips. 
If  the clay is too wet and sticks to the roller, apply plastic 
wrap over the clay before using roller. Use the 4” roller for 

the wider strips and the double 2” roller for the narrower strips and con-
necting strips.

Place the strips of  clay on drywall and determine layout. 
Press wooden cutouts into clay. Press woodgrain texture 
pad over the top and around the edges of  the clay. (Or use 

a washcloth for a stone look.) Don’t press as much texture in the center 
where the words are, allowing for a smoother surface for easier painting.

Use a needle tool to lift the wooden cutouts 
from the clay. For a piece that will have other 
pieces hanging off it, make holes where you 
want the wires to be.

Poke toothpicks through the back slats to 
create holes to attach wire for hanging. 
(Toothpicks will burn away in firing.)

Place the clay slats between sheets of  drywall to dry for a 
few days. Then remove the top board and allow them to dry 
completely, before firing to cone 04.

Use the fan brush to apply a coat of  diluted black glaze to all 
the clay slats and wipe back with a damp sponge.

On the wood textures, use the fan brush to apply diluted 
washes of  browns or colors of  choice. On the stone textures, 
apply washes of  gray, purple, blue, or combination of  choice.

Dip all parts in clear glaze and set together for firing. Make 
sure you note any parts with custom-painted words so the 
shape is assembled in the proper order and direction. Note: 

If  you are not adding glass, you can fire without clear glazing. Only dabs 
of  clear glaze are required where back slat and front strips are attached 
to act as “glue” so the items fuse together.

Stilt and place slats together in the kiln and fire to cone 06.

Optional: Sprinkle medium glass frit of  any COE into cavities 
of  words or shapes and contour fuse following recommenda-
tions for the glass chosen. Make certain the glass is heaped 

high since it will settle a little in firing. Don’t fire too hot 
or the glass will puddle and pull away from the sides. If  
not fired hot enough, the glass will fall out.

Use string or wire to attach any parts and 
create hanger on back. e

Clay 
Board 
Art
AHave you debated offering board art but don’t want to move away from your core business of pottery painting? With this idea your customers 

can create a unique shape of pottery board art. If  you offer clay, your customers can make their designs from start to finish. If  you don’t 
offer clay, have staff create clay shapes during slow times, fire, and have bisque ready for customers to select, paint, and fire.
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MATERIALS
 4”x5” clear base
 Fine frit in various colors, in small shaker containers
 Paper towel
 Foam sheet
 Small brushes
 Toothpicks
 Hairspray (cheap non-aerosol liquid type)
 High-fire wire loops (for window art)
 Heavy-duty suction cups (for window art)
 Soft plastic adhesive “bumpers” (for back of  coasters)

By Lin Russeau, Artists By Design, Palm Desert, California

Glass Frit Tie-Dye 
Coasters or Window Art

BBecause we conduct this activity outdoors, we use small rocks to keep the paper towel/foam pad in place. Before beginning, we have partici-
pants practice using confetti frit: Have them sprinkle or tap the shaker to create lines, spirals, or designs on the clear base. (A heavy layer is 
desirable.) Then use the TIP of the toothpick to draw lines through the frit. (Tell them it will make more sense when they are using the actual 
colors.) When finished with the practice confetti, dump it onto the foam pad and transfer it into a specific confetti frit container. Replace the 
glass base onto the foam pad. We charge $25 each, or two for $40.

For each place setting, place a paper towel topped with a 
foam pad and set the clear base on top. Group a set of  frit 
colors (we use 10, plus confetti) between every two people. 
Make sure you have a way of  identifying each person’s piece 

after they finish.

Participants choose their colors and begin by shaking each 
color separately onto the glass base. Use a brush to clear a 
path for second spiral color, or to create space for an initial, 

which will then be filled with a contrasting color, or to clean up their 
design as they work.

When design is complete, use a toothpick to draw the colors 
into each other. For a spiral, begin in the center and work 
outward. Toothpick lines can be drawn through colors from 

corners, horizontally, vertically, or in waves. The idea is to get the colors 
blended, similar to tie-dye. Be sure to tell participants not to mix all the 
colors together.

When the design is complete, gently lift the completed base 
from the foam pad and place onto the paper towel beneath 
it. Shake the leftover frit from the foam pad into your confetti 
container.

Use the hairspray to hold the design in place, spraying light-
ly over the base from about 10”–12” so as not to move the 
frit. Let dry 10–15 minutes.

Ask if  the preference is for a coaster or window art, and 
mark the identification ticket accordingly, as well as desired 
placement of  the hanging loop.

Attach loops to back side for window art pieces.

Fire to a tack fuse.

Attach suction cups or adhesive bumpers as needed. e
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M
Repeat step 5. Allow to dry.

Cover the banding wheel with a paper towel. Place the bowl 
upside down on the wheel. Use a sponge to clean up any 
blue that might have dripped below the edge of the outer rim.

Paint 2–3 coats of  regular White over the outside (except 
the rim).

With a fan brush, paint the inner circle on the bottom of  the 
bowl in the same manner as for the inside of  the bowl. Use 
a liner brush with regular White to create the white lines on 
the bottom of  the bowl.

Stamp snowflakes in the darker blues on the white part of  
the outside.

Use sponge dotters to make the large and small dots. Use 
the back end of  a paintbrush and writer bottles for the 
smallest dots.

Use a toothbrush to speckle the entire outside of  the bowl 
with blue. Also use a toothbrush to speckle the outside of  
the bowl with White Matte. Allow to dry.

Return bowl to upright position. Stamp snowflakes and dots 
on the inside of  the bowl with White Matte. Add small dots 
with a writer bottle filled with regular White.

Use toothbrushes to speckle the entire inside of  the bowl 
with the blues and the Matte white.

Finally, add a Red dot on the bottom of  the bowl, if  desired.

Fire to cone 06. e

MATERIALS
 Bisque: Large bowl
 3 small bowls to mix color
 Banding wheel
 Fan brushes
 Liner brush
 Paper towel
 Snowflake stamps
 1/2” and 3/4” sponge dotters
 Writer bottles (one of  each blue and one of  regular white)
 Toothbrushes
 Sponge

GLAZE COLORS
 White
 3 shades of  dusky blues (we used Mayco SC-65, SC-58, SC-32)
 White matte (we used Gare Cloud White, NTG-9203)
 Red (optional)

Pour a generous amount of  each of  the 3 blues into its own 
bowl. Add a little water to loosen up the paint (but don’t 
add as much as you would to create a wash).

Place bowl right side up on your banding wheel and spin.

Using a fan brush, cover the entire surface (including up to 
and over the outer rim) with a few overlapping layers of  the 
lightest blue.

Using the pointed edge of  a fan brush and continuing to 
spin the bowl, apply the medium blue in swirls. Continue to 
dip into your glaze until your lines stripe the space from the 

center of  the bowl to the outer edge, the rim, and up and over the lip 
on the outside of  the bowl.

Dip a fan brush in water. Starting in the center of  the bowl, 
use the wet brush to smooth out the hard edges of  the 
darker swirl (stripe) lines.

Repeat step 4 using a liner brush with the darkest blue.
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Snowflake 
Bowl
By Anne Valente, 
Creative Sparks and Balloonatics, Saratoga Springs, New York

My inspiration for this bowl is the scene in the old “Rudolph” stop-action movie 
from 1964, when the blizzard arrives and the snowman says, “It hit!” That red dot on 
the bottom of the bowl is Rudolph’s red nose! I didn’t use clear glaze on my bowl because I like the look and feel 
of the white matte glaze next to the full sheen of the colored glazes. I think it adds to the effect of it being a blizzard!
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Paint the side of  the house Raw Umber. Tap White on the 
roof  to suggest snow.

Add snow to trees by tapping on White with the corner of  
a shader brush. You can also use a landscape brush to 
add small snowflakes on the trees by tapping in White and 
dabbing on the trees.

Using the landscape brush, tap White onto the ground. Pick 
up a little Lime Green and Cobalt Blue to tap into the White. 
Create an area of shadow where the Christmas tree will go.

Using the shader brush, paint the Christmas tree Hunter 
Green.

Using a liner brush with Red, Yellow, and White, add details 
to the Christmas tree and to the cabin.

Paint the chimney Raw Umber and the chimney smoke 
White.

Using a damp landscape brush dipped in White, splatter 
the painting to create snowfall.

Sign your work! e

By Katherine Fix, Art Smart Academy, Irmo, South Carolina 

MATERIALS
 16”x20” canvas  Shader brush
 Sponge   Liner
 Landscape brush

ACRYLIC PAINT COLORS
 Raw Umber Hunter Green Black
 Cobalt Blue White  Lime Green
 Yellow Red

Water down some Raw Umber to the consistency of  soy 
sauce and use this to sketch the outline of  the cabin.

Using a shader brush, tap in the trees with Hunter Green. 
Use Black to tap in darker areas on the bottoms and sides 
of  the trees, and especially the ones in the background.

Using the sponge, cover the sky with Cobalt Blue, using 
lighter pressure toward trees. Sponge in a bit of  Black to 
create darker areas in the sky. Pick up some White on the 

sponge and tap into the center area for a bright section suggesting the 
Northern Lights. Then tap in some Lime Green into this area. You may 
also want to add a little yellow to brighten this area.

Use the same colors to sponge a river.

Winter Cabin
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Christmas 
Pitcher
MATERIALS
 Bisque pitcher
 Pencil
 3/4” bright or flat brush
 Small mop brush
 #10 round brush
 Liner brush
 Cotton swabs
 Writer bottles

GLAZE COLORS
 Light Turquoise Bright Blue White
 Deep Green  Medium Green Olive Green
 Bright Green  Bright Orange Deep Red
 Deep Purple  Bright Yellow Speckled Green

Lightly pencil a swoopy, irregular line all around the pitcher 
near the base to suggest snowbanks.

Double-load the 3/4” brush with Light Turquoise and Bright 
Blue. With a crisscross motion, cover the entire surface 
except for the snowbank area with the 2 shades of  blue. 
Reload the brush as needed and clean it if  the 2 shades 

get overblended. Do a second coat to cover all visible white areas of  
the sky.

Using a small mop brush, paint the snowbanks White.

Double-load the 3/4” brush with Light Turquoise and White. 
Using a swooping motion, paint the top of  the snowbanks 
where they meet the sky, making sure to keep the blue 
edge of  the brush at the top and the white at the bottom.

Lightly pencil the outline of  a tree and some swirls.

Using the round brush and several shades of  green, fill in 
the tree boughs with small strokes of  alternating shades.

Using a liner brush and Bright Green, fill in the swirls.

By Susan Wilkinson, Painted Turtle Pottery Studio, Ontario, Canada

Using cotton swabs, create “ornaments” by dabbing with 
the tree with Bright Orange, Deep Red, Deep Purple, Bright 
Yellow, and Bright Blue.

Using a writer bottle filled with a shade of  green that will 
show up on your tree, suggest branches by making upside 
down Vs between the ornaments. Fill in the whole tree, 
changing directions often.

Using a writer bottle filled with white, add details to your 
swirls, a small comma shape on each ornament, and a star 
at the top of  the tree. 

Now let it snow! Use the White writer bottle to make dots all 
over the sky, and also on the tree to create depth.

Paint the inside of  the pitcher Speckled Green or another 
color of  your choice.

Clear glaze and fire to cone 06. e
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I was so excited about this company and its product that I signed up im-
mediately after interviewing Hannah Lushin, who heads up Gifted’s mar-
keting efforts, and Jesse Hile, head of  partnership development. They 
were both very helpful and positive, but my experience in writing this 
article got even better after speaking with Gifted’s Founder Kevin West 
and CEO Kelly Hipskind. I realized I had to share their amazing story and 
passion behind how this amazing company came to be.
       This tale begins with a man named Kevin West. Kevin was a man 
of  the community and worked part-time as an art teacher for the Boys 
and Girls Club—the same Boys and Girls Club he had grown up in as a 
child. He had always loved working with children, and with his longstand-
ing passion for art, he believed that meaningful art should be made 
available to everyone. He had a vision of  teaching kids everywhere how 
to paint, and he strongly wanted to give children who couldn’t afford to 
paint the opportunity to so. But all that came to a halt when Kevin was 
diagnosed with stage 3 cancer.

What’s It All For?
The People Behind Gifted Custom Art

SUPPLIER SESSION

G
By Adina Johnston, A Colorful Universe, San Marcos, California

Gifted Custom Art is a company that integrates its fully automated and innovative photo conversion technology, Photomatic™, into your 
website and registration system as well as with printers all around the world. This unique service gives both first-time and professional 
painters the opportunity to add a personal touch by uploading their photo and having it transformed into a personalized outline on a 
canvas. The customer is then able to bring their image to life with paint, color, markers, and more.

       One can only imagine the pain and the emotional ups and downs 
that come with such a diagnosis, but Kevin always had faith. While lying 
in bed after pulling through a risky surgery to remove a football-sized 
tumor from his hamstring, Kevin heard a voice saying, “Pull through this 
Kevin, I have something big for you on the other side.” At the time, Kevin 
knew the Lord was calling him, but he didn’t know what the future held. 
He only knew everything was going to be okay and had a feeling of  fulfill-
ment and joy with this calling.
       As the professional artist he is (now 17 years and counting), Kevin 
got back to work when returning home from the hospital one night to 
finish up a commissioned painting that was due to be delivered that very 
evening. As he worked, Kevin’s five-year-old daughter and niece wanted 
to paint portraits of  themselves. Kevin took their pictures, drew out their 
photos, and created a simplified version of  a custom-paint-by-number 
portrait on 16” x 20” canvas. He blended paint into five shades of  one 
color, numbered the paint, and left to deliver the commission piece.



       Before he returned back home, Kevin’s wife, Roshawn, called. 
His daughter and niece had been bragging about their paintings to Ro-
shawn, and she didn’t believe it was actually they who had painted the 
portraits. Later that evening, when Kevin arrived home and saw the girls’ 
finished paintings, he knew his idea was something special. At that very 
moment he understood the message he had received in the hospital.
       Kevin got to work right away, renting out a room at the Boys and 
Girl Club on a Saturday and holding an event with some of  his friends’ 
and family’s kids to test his new idea in a group set-
ting. Imagine seeing 15 or so 7- to 10-year-old kids 
painting professional-looking custom portraits at a 
Boys and Girls Club! People were amazed.
       At the time, Kevin didn’t know the true power 
of  social media. Within 24 hours, news of  what he 
had done was all over the internet. On his first day 
back to work after the event, Kevin’s phone buzzed 
all morning, and he quickly had more than 40 per-
sonal Facebook messages asking him how to regis-
ter for his workshop. The Director of  Operations for 
the Boys and Girl Club of  Indiana called Kevin that 
same day wanting to know what he had done that 
past Saturday because people were calling in from all over the state to 
register their child for this art event. To try the idea again, Kevin created 
an Eventbrite and opened it up for registration the following Monday. He 
had so many registrations he had to shut it down after a little over a day.
       Following his first paid event, Kevin sold out events every weekend 
for months. During this time, Kevin had a full-time job, so he spent every 
spare moment he had each evening working out of  his garage, trying to 
keep up with the demand of  this new idea: mixing all the paint; sketch-
ing out the photos; responding to emails, phone calls, and last minute 
registrations; and more, all by himself. It was a true labor of  love, but as 
the weeks went by, Kevin realized he had to bring on more artists—yet 
demand was so great he still couldn’t keep up. He had to find a way to 
scale custom art and automate the entire process. Thinking of  someone 
he trusted and knew had had success scaling a national product, Kevin 
reached out to his serial entrepreneur friend and former college basket-
ball teammate, Kelly Hipskind.
       Kevin and Kelly had clicked from the beginning in college, bonding 
as friends who instinctively understood each other on and off the court. 
Before joining forces with Kevin, Kelly had also experienced difficulties 
in his personal and professional life. Raised in an academic environ-
ment where everyone was involved in education, Kelly knew this was not 
the path for him. He had been interested in business, public relations, 
and marketing in college and though he had a dream of  starting his 
own company, he followed his mother’s advice and took a few corporate 
jobs after graduating as a way to “get experience and learn on others’ 
dimes” before branching out on his own.
       Thanks to the direction of  his family and loving support of  his 
fiancé at the time, Kelly was finally able to quit his job. He got married 
a week later, and Kelly and his new wife, Carla, spent two years eating 
mac and cheese as he set out to follow the dreams of  owning his own 
business. Through twists and turns and after countless efforts, Kelly was 
still struggling to pay bills and feed his family a year into the business 
and needed working capital. When an investor who had shown interested 
pulled out at the last minute, all seemed hopeless.
       After a lot of  hard work and lots of  tears, Kelly realized he wasn’t 
living up to his full potential as a spiritual human being and wasn’t really 
living the lifestyle he believed in. After coming to this conclusion, he had 
a heart-to-heart with God: “Lord, I’m out of  money here; I have taken 
it as far as I can. Either I’m going back into corporate America, or I’m 
willing to step down and be president and hire you as my CEO. Take me 

to where you need me to go.”
       Kelly fully believes that handing it all over to God was the most 
important decision he ever made in business. The next thing he knew, 
doors of  opportunity were opening left and right. After hiring God as 
CEO, Kelly’s business platform was to serve people and to use his com-
pany for good. After 11 months Kelly successfully sold his company to a 
much larger corporation in the education industry. Ironically, after deter-
mining that he would never go into education or ever again be involved 

in corporate America, his technology was being used 
nationwide in education, and he became VP of  Innova-
tion for the corporate company that took over.
       After fulfilling his end of  the deal, Kelly exited the 
company, sold the family dream home, truck, car, and 
everything he had worked so hard to accumulate over 
time, and decided to pack up his wife and two kids for 
an RV journey across the country. Kelly promised his 
wife (who also happens to be his number one inves-
tor) that he would not focus on startups or work while 
on the journey.
       Shortly before Kelly left, Kevin was blowing up his 
cell phone to ask for advice about software develop-

ers and automating what Kevin now called the Gifted Experience. Kevin 
texted Kelly saying he would meet him any time, any place, and Kevin 
drove up to Kelly’s house that night for dinner.
       After meeting with Kevin, Kelly said, “I could feel that there was 
something magical and special around Kevin and his vision for Gifted. 
I didn’t understand the business model at the time, but I began to feel 
pulled closer to Kevin and his exciting idea.” Because of  the “no start-
ups” promise Kelly had made to Carla, he knew the next step was talking 
with her about the idea. Intuitively, Kelly asked Kevin to come inside 
and share his testimony and vision with Carla. After 30 short minutes, 
his story of  surviving cancer, the calling, and early success Kevin was 
having with Gifted brought Carla to tears. Immediately after Kevin left 
that night, she said to Kelly, “You know you need to help Kevin.” Kelly 
reminded Carla of  his promise not to get involved in any startups for the 
year or more they were planning to travel, but Carla just repeated, “You 
need to help him.”
       So Kelly and Carla, along with Kevin and Roshawn, sat down for din-
ner one night in Indianapolis. The Hipskinds offered Kevin $50K to quit 
his job and pursue his dream of  growing his business. The only condi-
tion Kelly had for Kevin was that Kevin share his testimony every time he 
was in front of  a customer, the media, and when talking about Gifted. At 
this point it wasn’t about the money; it was a gift to Kevin, giving him the 
opportunity to do what he loved and to share his story. Kelly said that 
dinner and very moment was the most powerful and fulfilling thing he 
has ever done in business!
       After four months on the road and what was supposed to be ad-
vising Kevin one day a week, Kelly and Kevin realized this opportunity 
was growing much bigger and much faster than anticipated. Soon, Kelly 
brought his family in off the road and joined Kevin as CEO. With Kevin 
focusing on his passion for art and innovation in this space and Kelly 
working on the day to day, this dynamic duo was progressing at a rapid 
rate. Kevin and Kelly found themselves having fun together just like on 
the court in college.
       Both men decided they wanted to bring faith into the business. The 
core values of  Gifted and the foundation of  their new company were set 
in this order: Faith, Family, Fun, Art and Innovation. Since joining forces, 
Kevin and Kelly have formed a team of  talented people and scaled Gifted 
to what it is today. With Kevin bringing the art and creativity and Kelly 
bringing the software and the business experience, these two are a 
power pair destined for greatness around the world. e

WITH KEVIN 
BRINGING THE ART 

AND CREATIVITY AND 
KELLY BRINGING THE 
SOFTWARE AND THE 

BUSINESS EXPERIENCE, 
THESE TWO ARE A 

POWER PAIR DESTINED 
FOR GREATNESS 

AROUND THE WORLD. 



Putting the Fun in Dysfunctional
STUDIO SPECIAL

By Charlene Ridlon, Art As You Like It, Waite Park, Minnesota

II want to tell you about two experiences I had after using the CCSA guide “Studio Success: Teambuilding with Color and Energy.” I first prac-
ticed with my business-to-business networking group. We had been wanting to increase our membership so our group was planning for a 
visitor’s day, where we invite new members to join our group. A teambuilding activity seemed like a good way to motivate our members to 
attract quality new candidates. 

Everyone came to the event ready to try something new. We had mem-
bers from various businesses, with a nice mix of  men and women. We 
combined the “bubble up” technique with the “full cups” activity to 
create mugs. The bubble up activity was perfect way to integrate our 

new members, because we 
talked about how the quality 
of  the bubble made a better 
tower than the large quan-
tity of  bubbles. Our group 
really enjoyed that analogy 
because it really related to 
the idea that we needed to 
attract quality leads to our 
group. Then we decorated 
the mugs using the bubble 
technique—easy for even 
the least artistic in the 
group. I handed out a pho-

tocopied sheet of  positive words and had each member cut out words 
and drop them into one another’s mugs. One of  our staff used the words 
to create a subway art type of  design on the mugs that included the per-
son’s name and an artfully arranged pattern of  words. The members of  
our networking group loved these mugs and shared them on their Face-
book groups and with their co-workers. Our group was able to attract 15 
people to our visitor’s day, and it enabled us to sign up 4 new members. 
Almost a year later, they still tell me how much fun it was.
 The communication exercise is an easy teambuilding activity be-
cause offices now regularly use email and texting to communicate. A 
message that seems completely clear to one person may be interpreted 
in a completely different way by another. It’s very easy to make light of  
the way we miscommunicate with one another, and while it can be an-
noying, it’s very easy to improve, or at least learn to compromise. I used 
this activity for a social service group that turned out to be one of  the 
hardest and most dysfunctional teams I’ve ever worked with. However, 
with the team building guide, this group ended up with a very successful 
event. We tweaked the “Platters of  Communication” by creating on can-
vas instead of  pottery. I gave the team a demonstration of  easy painting 
techniques, supplied some basic paint tools, some stencils, and a list of  
“positive words.” To encourage them to work together, each person was 
given a yellow memo pad and a 2” sticky note pad. They were instructed 
to write three positive words that represented them on the sticky note, 
and then use the memo pad to record some ideas, colors, and paint 
techniques that they would like to use on their canvas.
 The group was told that the positive words would be used as their 
focus, and would most likely be illustrated or written on the canvas, and 
they would be creating not a picture but more of  an abstract illustration. 

This took a bit of  pressure off the group, but it set off an emotionally 
unstable team member and her kettle boiled over. The loss of  control led 
her to tears, and this was the start of  the initial glimpse of  the dysfunc-
tion of  the team. When I revealed to the team they were not painting 
their own canvas, I lost two more team members to anger. Once we got 
everyone moved around and reassured that they could trust their co-
workers to not wreck their project, we regained composure and started 
having fun playing with the materials and trying out new techniques.
 This group had a lot of leaders, doers, and all-out line busters, so 
many of them did not follow directions. Some of them wrote their inspira-
tion words on their memo pads, but some chose not to write down ideas of  
any kind, so it made it more difficult for the team to use the notes to create. 
I let them ask questions, rewrite, and we moved on. We rotated stations a 
couple of times. At the beginning of the class, I told them, “If  you make a 
mistake or need to correct something on your canvas, no worries. There 
are options for change at the end.” I explained, “What is beautiful about 
canvas painting is that an area isn’t finished, until it’s finished. The white 
paint works like white-out, so you can pretty much erase anything.” So the 
last rotation was used to land on their own canvas and they had about 
45 minutes of class time to finish or fix their canvas. The room got happy 
again, and they got to work. One standout employee was decidedly quiet, 
not adding to or subtracting from her canvas, just sitting quietly and wait-
ing out the time. Later we learned that she had one of the least descriptive 
notes, so several of the painters on her canvas winged it on her canvas, 
but not to her favor. We were able to use that for a team learning point. 
This was a good demonstration of “Minnesota nice”—people willing to 
suffer through and accept things for what they are just to avoid rocking the 
boat. And this woman did just that. She was mad but was simply going to 
walk away. The supervisor pretty much stood up and yelled, “BINGO! This 
is EXACTLY what is wrong with our team.”
 When everyone returned to their own canvas, I went around the 
room and checked in with each person to give tips on how to add to or 
correct their canvas. When I checked in with this particular person, she 
said, “This is not at all what I wanted. They didn’t follow my directions.” 
Remember, she didn’t write much in the way of  directions. So I reminded 
her that she could use the white paint to correct any part she was un-
happy with—even if  that meant starting over. However, she chose not 
to. Also, I never instructed them they couldn’t assist each other. So at 
any point, she could have gone to the people working on her canvas and 
helped them figure out what they needed to do, but she didn’t. During 
debriefing we pointed out that if  at any time you need help with a situ-
ation, or if  an outcome isn’t turning out the way you wanted, you have 
the ability to make a change, to speak up, and work together to fix the 
problem. With the dysfunction identified, team members were educated 
in a fun and friendly way on HOW to correct a situation they had previ-
ously thought was impossible. e

https://cocsa.memberclicks.net/assets/Guides/team%20building%20guide%202015.pdf


Now you post a picture of  your merchandise or talk about a promotion 
in your store and it’s crickets. Did anybody see it? Why didn’t they at 
least like the post? Or share? The truth is they probably didn’t see it. 
That’s just the way Facebook plays these days—and them what owns 
the ball makes the rules!
 Don’t get me wrong, Facebook being pay-to-play is a good thing!
 Back when we did newspaper or radio advertising, you bought ad 
time or space and you prayed that someone saw or heard it. You could 
somewhat target your customer in a very general manner. In the news-
paper, you might have been buried in the bottom half  of  the left-hand 
page next to an article about lord-only-knows-what. And your radio 
ads were just as likely to run at 5am as they would in drive time. It was 
the “throw it at the wall and see what sticks” method of  reaching your 
customer.
 We rode the wave of  free, fabulous Facebook engagement for a 
long time and we got spoiled. But Facebook is just like us. They’re here 
to make money.
 Truth be told, there’s really no better way to create highly tar-
geted advertising whether you’re geo-targeting your ideal customer or 
searching for them based 
on interests. Facebook 
advertising lets you find 
exactly the customer who 
is your perfect customer, 
who wants your product 
and is likely to buy.
 If  you’re a cookware 
store and want to advertise 
to the mother of two, who’s 
an accountant, and likes to 
cook, reads Food Network 
magazine and Martha 
Stewart and lives within 5 
miles of your store…you 
can find her and deliver an 
ad to her! That’s the magic 
of targeted Facebook 
advertising.
 But if  you don’t 
want to pay-to-play on 
Facebook—or even if  you 
do and you also want to 
have better engagement–

there’s a way that you may not have thought about.
 
FACEBOOK GROUPS 
We all know the mantra that 80% of  your business comes from 20% of  
your customers. So why not reward those customers by giving them an 
exclusive place where they’ll hear about your specials, promotions, and 
new merchandise first. Where you can be certain that they’re seeing 
your posts and where you can nurture the relationship.
 How to do that? Create a closed Facebook group just for your 
customers. Facebook groups are a great way to build raving fans, get 
significant engagement and reach everyone with every post. Isn’t that 
what we want from our Social Media. Yes!

HOW TO GET CUSTOMERS TO JOIN 
You can invite customers to join based on a variety of  criteria. Some 
ideas might be to have them “check-in” at your store 3 or 4 times on 
their Facebook page. Or maybe it’s a dollar amount spent. Better yet, 
just give them access to the group in exchange for their email address 
which is the ultimate end result you always want from your customers.

 So, go, create your 
private group of  fanatical 
fans and get back to the 
Social Media engagement 
that we learned to love 
before! e

 Written by Mary Romeo of  
BEE BUSINESS SMART, a retail 
resource website for brick and 
mortar retailers offering tips, 
tools, resources, information 
and inspiration to take the over-
whelm out of  the everyday. Mary 
Romeo, a 23-year retail veteran 
created this on-line business 
to connect, inspire and work 
with retailers. She understands 
the 1001 hats that a retailer 
wears every day in running their 
stores, managing their staff and 
building their sales and created 
BEE BUSINESS SMART to be the 
resource for them to turn to. Be 
sure to see the 9 TOP TOUCH-
POINTS OF EVERY GREAT RETAIL 
STORE at beebusinesssmart.
com.

The Secret to Incredible Facebook 
Engagement without Paying for Ads

MARKETING TIPS

By Mary Romeo of  Bee Business Smart

LLet’s reminisce for a minute. Remember the days when you posted on Facebook and your customers would flock to your store to buy what-
ever you had talked about or take advantage of your sale? That was before Facebook was a pay-to-play platform . . . and life was good.

Photo Credit: Provided by Bee Business Smart with permission to use.



Jump Ahead of Your Competition:
Pointers for Successful Summer Camps

STUDIO SPECIAL

By Sara Kojaku, Instructor and Author, Little Tot Moppet, Murrieta, California

AAt Convention this past September, I taught a Pre-Con called “The Adventures of Summer Art Camp.” Participants asked some great ques-
tions that got me thinking. Here are a few pointers to help you get started on the right foot for next summer.

START PLANNING IN JANUARY/FEBRUARY 
This is the perfect time to take advantage of those slow days at 
the beginning of the year. Figure out all your summer details, paint 
samples, and get your plan laid out while you have the time!
 
CHECK OUT YOUR COMPETITION
Our competition isn’t only other art options—our competition is 
anywhere the kids might go instead. Your city or town will be offer-
ing classes and sports camps, and there are many other summer 
activities families can choose from. If  you’re struggling with getting 
the registration numbers you want, be proactive as a business 
owner and get your studio out there with the others!
 
OPEN YOUR REGISTRATION IN APRIL, OR NO LATER THAN 
MAY 1
Parents are beginning to look for summer opportunities earlier 
these days because there are so many options, and most like to 
plan ahead. Send out a “Save the Date” email announcing when 
you are opening registration, and also consider offering an “Early 
Bird Special.” If  you aren’t sure when to open registration, get 
some feedback from moms you know. Get those sign-ups before 
your competition does!

WORK BRANDING OPPORTUNITIES INTO YOUR CAMP BUD-
GET
To help spread the visibility of your studio, figure in the cost of a 
branded camp T-shirt or canvas bag for each of your campers to 
keep. Parents and kids will both love it, and you will get some ad-
vertising out of it. You can also turn it into a tie-dye project or some 
other creative activity. And it won’t cost extra if  you work it into your 
camp budget, so think of it as promotion that pays for itself!

 Summer art programs can be great revenue sources. Organization is 
key, and consistency is important. Some of you are already running suc-
cessful programs, but for those who are wondering how to get yours off 
the ground: Be encouraged and determined! You’ve got this!  e

 Little Tot Moppet released a Summer Camp Planner and Projects to help you 
organize and plan for camp. It has dated calendars, forms for you to track goals and 
plan your social media, and ways to evaluate your summer in September. It also offers 
marketing tips and six bisque and canvas projects to get you started. As a CCSA 
supplier, I am here to help. Please check out our website, www.littletotmoppet.com, 
under the PYOP tab (password: artsyowner) or feel free to email me anytime at sara@
littletotmoppet.com.



For a colorful accent, add fused glass frit.

Customers can personalize their piece with a family name.

Want even more 
personalization? 
Make smaller 
“boards” for 
each family 
member’s name.

Create a faux stone look by using a washcloth for texture.



T
MATERIALS
 Bisque shape of  choice
 Pattern printed on NCR paper
 Tape
 Ballpoint pen
 Writer bottle filled with black glaze

Tape the pattern onto the chosen piece of  pottery to 
prevent shifting during transfer. Trace the design onto 
the pottery using the ballpoint pen.

Outline the design with the writer bottle filled 
with black. (Note: Do NOT substitute 
designer liner for this project
because designer liner requires 

dipping and your piece will not be dipped
before the first firing.)

Allow to dry for 12 hours.

Fire to cone 06.

Display for 
customers 
to paint in 
the colors 

of  their choosing. e

Coloring Plate
By Helen Hajny, Get Fired Up LLC, Sanford, Maine

The adult coloring craze is a perfect way to encourage customers 
to get creative in your studio—especially the ones who complain 
about not being artistic. For more design ideas, try looking on Pin-
terest or Google for simple adult coloring images.
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4

STEP
5



For the first coat of  the ombré, start at the rim and paint 
a band of  Red with a fan brush. While it is still wet, paint a 
band of  Pink, overlapping the red slightly. While the Pink is 

still wet, paint the remaining area White, overlapping the Pink slightly. 
(Don’t worry about the blend on the first coat.)

For the second coat of  ombré, repeat step 1, but this time 
while the paints are wet, blend your colors from Red to Pink 
and Pink to White.

For third coat of  ombré, repeat 2. This time the blending 
should take on a smooth transition from Red to Pink to White.

Transfer the pattern onto the plate.

Using a medium round brush and/or a small round brush, 
paint the bird’s bodies and the hearts with the 3-coat ombre 
method you used for the rim.

Paint 1 coat of  Yellow for the beaks.

Using a writer bottle filled with black, outline the bodies and 
the hearts, and add the legs, tails, beaks, wings, and eyes.

Add a message around the rim.

Clear glaze and fire to cone 06. e

By Jenny Teders, 
Bisque It Pottery Painting Studio, Fort Wayne, Indiana 

SUPPLIES
 Bisque: Rimmed charger
 Fan brush
 Medium round brush
 Small round brush
 Pattern printed on clay carbon paper
 Pen
 Writer bottle

GLAZE COLORS
 Red, Pink, White, Yellow, Black

Love 
Birds 
Plate
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A Texas potter
makes 1,300 pound

quilts with her
Paragon Dragon

2011 South Town East Blvd.
Mesquite, Texas 75149-1122
800-876-4328 / 972-288-7557
www.paragonweb.com
info@paragonweb.com

As a child, Earline Green made hand-stitched
quilts with her grandmother Mama Freddie. Earline
spent more time quilting with the older ladies than
she did playing with children her own age. Her early
experiences with the lively quilters taught her a
life-long love of artwork.

Earline’s other grandmother, Mama Ginger,
taught her advanced quilting patterns. Later this in-
fluenced the design of Earline’s stoneware quilt tile
mosaics displayed in the entrance of the Paul
Laurence Dunbar Lancaster-Kiest Library in Dal-
las, Texas. For that project, Earline fired 284 white
stoneware tiles—all in her faithful Paragon Dragon.

“The Dragon's design and controls are perfect
for firing large flat pieces,” said Earline. “The digital
programming controls provide a consistent firing
environment that eliminated cracks and warpage in
this project.

“During tile production, I fired my Dragon two
or three times a week for four to six weeks at a time.
I expected and received excellent results with each
firing.”

Contact us today for more information on the
exciting Dragon kiln. Ask about the easy-open
switch box hinged at the bottom. Call us for the
name of your local Paragon distributor.

Earline Green with her Paragon Dragon front-loading kiln. This kiln  is be-
coming a favorite with potters. It is easy to load, heavily insulated, and de-
signed to reach cone 10 with power to spare.

Earline Green’s clay spirit quilts on display in the Dunbar Lan-
caster-Kiest Branch Library in Dallas, Texas.

Join the Clayart pottery forum here:
lists.clayartworld.com

Constantly looking for better
ways to make kilns



Lewis Wilson is not a typical glass
artist. He lived in Morocco as a child,
taught himself to eat fire and juggle by
age 11, and was part of the Apollo 12
ground medical crew during the second
lunar landing. Forty-two years ago Lewis
made his first glass figurines with Bun-
sen burners in a medical lab. He taught
himself from a library book.

Lewis developed an early
relationship with Paragon
kilns. “My wife and I use three
different Paragon ovens,”
said Lewis. “My receiving
oven is a very old Paragon ce-
ramic oven that I bought used
33 years ago. Barb uses a
BlueBird XL for soft glass and
small boro work. I use a Para-
gon F-130 for my tabletop
work oven.”

“The quality of your work is greatly
influenced by the quality of your equip-
ment,” added Lewis. “It is good to have
an oven that was designed specifically
for my style of working. I go in and out

Lewis Wilson with his faithful Paragon F-130. This kiln now comes with an industrial mercury relay, 3” firebricks, slide-out mandrel
holder, and sidewall elements. (See photo below.) You can order the F-130 in 120 or 240 volts. The 2” x 8” bead door includes two
flexible gaskets.

2011 South Town East Blvd.
Mesquite, Texas 75149-1122
800-876-4328 / 972-288-7557
Toll Free Fax 888-222-6450
www.paragonweb.com
info@paragonweb.com

“If you are going to do serious
work, you will need a Paragon

oven” —Lewis Wilson
many times while working on large
sculptures. My oven recovers heat very
quickly. Thanks, Paragon.”
UL and CSA standards

Paragon kilns are not just assem-
bled—they are hand crafted. And for
your safety, the F-130 and BlueBirds are
tested by TUV to meet UL and CSA

standards.
The new and improved
F-130: mercury relay, 3”
walls

The firebricks are 3” thick.
This is 20% more insulation
than the standard 2 1/2” fire-
brick walls and bottom of our
earlier F-130 kilns. The extra
insulation enables the F-130
to maintain a temperature
hold with greater ease. A de-
luxe mercury relay is now

standard.
Sidewall elements

The new F-130 has side elements
mounted in dropped, recessed wall
grooves. You can still order the kiln with
top elements if you prefer.

New slide-out mandrel holder
The F-130 now has an adjustable

mandrel holder. Adjust it horizontally
and vertically without tools.
New sloped control panel

The control panel is angled for easy
viewing and operation of the digital con-
troller.
Wide selection

Paragon offers the widest selection of
lampworking, glass fusing, and bead
kilns in the industry. Call now or email
us for a free catalog and the name of a
local Paragon distributor. Sign up for
Paragon’s free Kiln Pointers email
newsletter.

Constantly finding
ways to make
better kilns.



How Low Voltage
Affects Firing Time

Plug the kiln into the correct circuit.

Low voltage can double the firing time. If your kiln is
firing too slowly, make sure the voltage listed on the kiln’s
electrical data plate matches the voltage of the electric cir-
cuit. (The electrical data plate is usually located on the
side of the kiln or the switch box.) Firing a 240 volt kiln on
208 volts reduces the kiln’s power by 25%.

Even a small drop in voltage can affect the

firing speed.

Low voltage has the same effect as firing with worn out
elements. Even a small drop in voltage can slow down
your kiln. For example, we test-fired a 120 volt kiln that
took 5 hours and 3 minutes to reach 2331°F (1277°C). On
a separate electric circuit, the same test kiln took only 2
hours and 30 minutes to reach 2350°F (1287°C). The dif-
ference in voltage between the two circuits? Only 7 volts.

Fire the kiln when voltage is highest. Turn

off other large appliances.

If your kiln ever slows down temporarily, do not as-
sume that it is due to worn elements. The voltage to your
building may have dropped due to peak demand. Have an
electrician check the voltage under load (while the kiln is
firing). Until you know the voltage, an amp reading of the
kiln won’t tell you much, because low voltage also causes
low amperage.

©2014, by Paragon Industries, L.P.      IM-249/11-14
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If the voltage is low during a period of peak demand,
fire your kiln when the electrical demand is lower and the
voltage is higher. Fire at night or early morning. Also, turn
off other large electrical appliances such as a clothes dryer
while the kiln is firing.

Use the correct circuit wire gauge.

For the recommended circuit wire size, consult your lo-
cal electric codes and the kiln’s electrical specs at
www.paragonweb.com. (Enter the kiln model number at
the website search line.) Install the kiln within 25’ (7.62 m)
of the breaker or fuse panel. For every additional 50’
(15.24 m) from the panel, increase the circuit wire size by
one gauge. This helps to reduce voltage drop.

Program a slower rate.

A digital controller will show error messages when it
has been programmed at a faster rate than the kiln is capa-
ble of firing. This can happen even when voltage is normal
and the kiln is new. You may be using a firing schedule
that is designed for a faster kiln. In this case, program a
slower rate.

Moist clay can slow down the kiln.

Another reason your kiln may be firing slowly is that the
firing chamber has too much moisture. Firing moist ce-
ramic greenware or moist glass molds can slow down the
kiln. Dry these materials before firing them.

Reduce the load density.

Overloading a kiln with a dense load of ceramics and
kiln furniture can also slow down the firing.

Have the power company check the

transformer.

If the kiln still fires too slowly after following the sug-
gestions above, have the power company check your volt-
age and readjust the transformer for your area if neces-
sary. You can also request that your power company put a
voltage recording unit at your location to check the volt-
age over an extended period.

The kiln’s electrical data plate.

Checking the voltage under load (while the kiln is firing).
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O r d e r S h i p S m i l e

95% of  orders  sh ip  out  w i th in  one bus iness  day!*

*Orders  received at  the 

warehouse by 4 :30pm



Social Artworking® is the perfect way to enjoy a night out (or in) with friends and family.

Paint, Designs, Canvas & Supplies
All Available Exclusively From Chesapeake Ceramics



www.jubileecreative.com


www.skutt.com

POWERFUL

SMOOTH

TOUGH

INNOVATIVE
ERGONOMIC

VALUE
Brian Kohl

Ceramics Instructor

Skutt’s unique REMOVABLE WHEEL HEAD makes clean-up at 
Chaffey College run like clockwork! 

 Chaffey College
 Rancho Cucamonga, CA.



It’s like we ship a Tech
with every KM Kiln

www.skutt.com/kilnlink 503-774-6000

Current
     Sensing

&

Current Sensors ship with every KilnMaster Kiln. KilnLink is an optional upgrade.

KilnTechCCSA.indd   1 6/26/14   11:47 AM
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Doodle Dots Trees Platter 
Recipe Courtesy of Gare, Inc. 
 
Ingredients 
Bisque 
# 3068 Squircle Lg. Rect. Platter 
 
Color 
FS-2300 Polar Bear  
FS 2303 Lime Ricky 
FS-2314 Black Lab 
FS-2367 Taupe of the Mornin’ 
FS-2383 Mellow Yellow 
FS-2392 Rockin’ Red 
FS-2396 Anchors Away 
 
Brushes and Other Materials 
# 6571 Aqualon™ Soft Fan Brush 
# 6322 Fun Writer w/ pink & yellow tips (4) 
 
Instructions (Read all instructions before you begin) 
 
Step 1- Apply 3 coats of Black Lab to entire platter and let dry. 
 
Step 2- Cut out paper stencils of trees (pg. 3) and apply using the paper technique (see below). 
 
Step 3- Using the soft fan brush, apply two coats of Anchors Away using horizontal strokes so that 
some black still shows through. Leave about 2” of solid black at the bottom of the platter.  
 
Step 4- Peel off the paper to reveal the trees underneath, then trace the moon and star. 
 
Step 5- Using Fun Writers filled with Rockin’ Red, Lime Ricky and Polar Bear, beginning at the top of 
each tree apply small dots. Gradually apply larger dots as you work your way from top to bottom. Refer 
to the photo above for placement of the dots. 
 
Step 6- Using a Fun Writer filled with Polar Bear, apply random dots to the sky as shown in the photo to 
create stars. 
 
Step 7- Using a Fun Writer filled with Mellow Yellow, outline and fill in the moon. While the moon is still 
wet, add a couple of drops of Taupe of the Mornin’ into the Mellow Yellow, and use a brush to push the 
drops around to create the crater-looking detail. 
 
Step 8- Allow to dry, dip into clear glaze and fire to cone 06. 
 
Paper Technique: Paper must be applied over glaze that has dried to the touch, as it will not stick 
directly to bare bisque. The paper must be wet in order for it to stick to the glaze. When using smaller 
paper pieces you can dip them right into water, apply, and use a sponge to dab off any excess. If the 
paper stencil is large, you can use wet a soft fan brush and lightly apply water to the area that you’ll be 
putting the pattern on, then dab with a sponge to remove any excess. (To do this technique right onto 
bare bisque, you need to use contact paper instead of regular copy paper.) 

 

www.gare.com


6 New Fun strokes colors!
Exactly what you were missing!

www.gare.com   P: 888.289.4273 x. 219    
F: 800.292.0885  E: info@gare.com

INTRODUCING

Available in 8oz. and  
pint size bottles for your 
convenience. Contact us 
today for samples or to 
add these colors to your 
studio assortment!

#6moreshadesoffun Share pics of your  
new Fun Strokes designs with us!

FS -2396
Anchors Away

FS -2397
Tangy Tangerine

FS -2398
Teal We Meet Again

FS -2399
Blu-Teal-Ful

FS -2367
Taupe of the Mornin’

FS -2365
Not Quite White

#5253 NEW Jar Star Lantern

www.gare.com
https://www.facebook.com/GareInc/
https://twitter.com/Gareinc
http://www.gare.com


https://www.facebook.com/GareInc/
www.gare.com
https://twitter.com/Gareinc
https://www.youtube.com/channel/UCAvwHvIm4ZNah7q-ApQu3wA
http://www.gare.com
https://www.pinterest.com/gareinc/
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www.gare.com
https://twitter.com/Gareinc
https://www.youtube.com/channel/UCAvwHvIm4ZNah7q-ApQu3wA
http://www.gare.com
https://www.pinterest.com/gareinc/


Available from your favorite
distributor.

35964 Tiny Tot Rudy the Reindeer
Snowglobe Kit

Case pack: 4

NEW!

Includes
9 p ieces
to create
a winter
scene!

Snowglobe Kit

www.duncanceramics.com



Flocked Tree

Rudy the Reindeer 9 -piece
Snowglobe Kit includes :

Bag of Snow

(3) Pine Cones Adhesive Sheet Woodland Base

Tiny Tot Reindeer Plastic Globe

Remove yellow protective 
cover from adhesive sheet.

After firing, place and position 
Tiny Tot Reindeer, pine cones 
and tree where desired.

Place globe over scene and 
into groove of woodland 
base and enjoy!

Sprinkle snow around pieces 
and press on adhesive 
to stick.

Apply pressure to adhere 
the adhesive sheet to
the woodland base.

Remove white protective 
cover exposing tacky area 
of adhesive sheet.

Snowglobe Assembly :

1 2

54

3

6





35974 Ribbon Striped Ornament
3.25" x 3.25" x 3.4"  12 per case

35970 Cross Ornament
3.4" x 4.15" x .25"  24 per case

35974 Ribbon Striped Ornament
3.25" x 3.25" x 3.4"  12 per case

35971 Angel Wing Ornament
3.25" x 3.45" x .25"  24 per case

35973 Hexagon Round Ornament
3.25" x 3.45" x 3.4"  12 per case

35966 Coffee Tumbler Ornament
1.9" x 1.9" x .25"  24 per case

35969 Dog Bone Ornament
3.7" x 2" x .25"  24 per case

35968 Mitten Ornament
3.82" x 3.5" x .25"  24 per case

Visit us online to view all 32
new seasonal designs!

Available from your                        distributor

www.duncanceramics.com



L i v i n g

5  |  Mayco Bisque

MB-1444 Finial Jar - Large
14”H x 5.75”W  2/case

MB-1445 Finial Jar - Small
11”H x 4.5”W 3/case

MB-1406 Top Hat
9.25”H x 7.25”W 2/case

Decorating Tip
 Layer ElementsTM to create unique looks 

as the individual glazes combine and 
react, producing stunning results. To 

trigger additional movement, add Pottery 
Cascades over or under ElementsTM for 

great visual effects. 

MB-1396 Spot On Pocket
6.75” Dia. x 1.5”H 6/case



A

B
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MB-1423 House Vase - 10”
10”H x 5.5”W x 3.75”D 3/case

MB-1422 House Vase - 8”
8”H x 4.75”W x 3.5”D 4/case

MB-1421 House Vase - 6”
6”H x 4.5”W x 3”D 4/case

MB-1298 Flat Vase 
10”H x 6.25”W 3/case

A. MB-1392 Large Flat Bottle 11.5”H x 9.5”W 3/case
B. MB-1391 Medium Flat Bottle 9”H x 7.5”W 4/case

MB-1303 Envelope Vase
9”H x 7.5”W 6/case

MB-1237 Flat Tear Drop Vase  
6.5”H x 5.75”W  6/case

Marketing Tip
Feature the House Vase Collection (MB-1421, 
MB-1422 and MB-1423) seasonally. Decorate 
for the fairy garden in spring, use to spruce 

up a mantel for the fall with bittersweet and 
sunflowers, then turn into a Dickens Village 

during the holidays. 

www.maycocolors.com
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A. MB-1467 Faceted Bud Vase 6”H x 4”W 4/case
B. MB-1466 Faceted Vase 10”H x 4.25”W 3/case 
C. MB-1144 Home Décor Vase 9.5”H x 5.5”W 3/case
D. MB-1145 Flat Tulip Vase 9.5”H x 6.75”W 3/case
E. MB-1418 Dancing Vase 9”H x 7.75W 4/case
F. MB-885 Great Shapes Vases (3 designs) 6”H x 4.5”W 6/case
G. MB-1026 - 4” Vases (4 designs) 4”H 12/case

Decorating Tip
To add visual interest and 

dimension, use ElementsTM Chunkies 
in combination with ElementsTM.
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Marketing Tip
Use MB-1461 Clay Clipboards as 

signs in your studio, as technique 
samples or as picture frames. Learn 

how to affix the clip, plus other 
handy tips, by viewing our videos 

on YouTube.

MB-1398 Notepad Plaque 
5”W x 7”L 6/case

MB-1397 Message Plaque
2”H x 7”W 6/case

MB-1255 Contemporary Coaster Set 
3”H x 4.75”W 4/case

MB-1287 Home Décor Tray
12”L x 8”W 3/case

MB-1194 Traditional Cross - Large
10.25”H x 7.25”W 6/case

MB-1378 Bottle Cap Coaster w/cork back 
4” Dia. 12/case

MB-1461 Clay Clipboard  
9”H x 7”W x 0.25”D 6/case * Clip Included

*Visit us online for a video tutorial on attaching 
the clip to the clipboard.

www.maycocolors.com



