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WELCOME
ANOTHER SUCESSFUL CONVENTION COMPLETED!
 I cannot say THANK YOU enough to all the incredible volunteers, Board of  Directors, suppliers, host studios, 
Laura, and attendees for making the 2017 CCSA Convention such a success. The convention experience is like no 
other and this year was extra special as we celebrated our 20th anniversary. If  you’ve never been to conven-
tion, I encourage you to start making plans today to join us next year. I promise that you will be blessed with the 
information to help you grow your business and be successful. CCSA will launch a savings plan in January to help 
you prepare for next convention, so be on the lookout for details.
 Convention for me this year was bittersweet as I said goodbye to several board members, but I also got to welcome new ones. At the Board 
of  Directors meeting after convention, the new Executive Board was put into place. Your new Board President is Jenn Meyer, Vice President Tracy 
Schultz, Secretary Erin Racioppi, and Treasurer Maegan Supple. The membership has elected strong leaders and I look forward to working with 
the current Board of  Directors to continue to move the CCSA forward and grow the industry.
 Best wishes to all of  you as you go into your busy and profitable holiday season!

Dena Pearlman
Executive Director

I am thrilled to begin my term as president of  the CCSA, replacing the leadership of  our 
remarkable outgoing president, Wendy Pettys. My focus is on continuing to strengthen our association as well as 
to uphold the CCSA’s mission: to promote our industry and be a resource for our members. In August, the board 
of  directors spent two days strategically planning for the CCSA’s future. We analyzed the past, present, and future 
of  our association. As a result, four pillars remain in place—Membership, Education, Convention, and Pro-
mote. Like pillars of  a foundation, our strategic pillars provide strength and support for the CCSA’s mission. We 
sharpened our brand filter and identified three key words to funnel ideas: refine, educate, and grow. Everything 
that we do—all decisions, directives, and endeavors—must unequivocally align with our brand filter, key words, 
pillars, and of  course, mission.
 I share this with you because it’s important to all of  us, as both an association and within our businesses. Every member, whether supplier or 
studio, should have a concise mission statement, goals (or pillars) that support your company’s vision, key words that keep all decisions focused, 
and a brand filter precise to your business. Utilizing these tools assures that the very essence of  your brand, your personality, your beliefs, and 
your values accurately represent everything and everyone in your company. And this is where my passion lies as your president. I want each of  
you to grow, to become stronger and smarter. The more successful you are as business owners, the sturdier our association becomes and we all 
thrive.
 Assisting me in achieving these objectives is our staff, Dena Pearlman and Laura Hollis Dendy, and a board powered 100% by volunteers—
eight other individuals who were elected and stepped up. Each of  us committed to working hard, to lead, and to be your voice. In August, we 
said goodbye to two board members, Wendy Pettys and Marti Strehlow, and we said hello to three incoming members: Grace Egan of  Crafthaus, 
West Palm Beach, Florida; Maegan Supple of  The Pottery Stop, Ellicott City, Maryland; and Tracy Schultz of  Ceramics For You, Antioch, Illinois. The 
remaining six board members are Michael Harbridge, Kaylin Brady, Bre Kathman, Erin Racioppi, Kim Stanfill-McMillan, and myself. Each one has a 
particular area of  focus, and each brings a diversity of  thought, talent, and passion to the board.
 I am privileged to lead and work with such an amazing and diversified team. I am inspired daily by this group and by you, the suppliers and 
studios that make up our association. Together we can grow and become stronger. But to accomplish this, we have to be open to learning, and 
sometimes this means change. It doesn’t matter how smart you are, how successful or well-informed you are. We can always learn more. Assum-
ing we already know enough is to stagnate, and stagnation does not bring success.
 I would like to say thank you to Wendy Pettys for leaving her footprints along the way and guiding me to this point. I am ready, and I am 
eager to work with our board of  directors, staff, suppliers, and studios and forge the path ahead so that I can leave the CCSA in a better posi-
tion as well as my footprints for 
those to follow.

Jenn Meyer
President
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2017 CCSA Convention: Phoenix, Arizona

UP FRONT

I firmly believe the CCSA Convention is one of  the best investments 
you can make in yourself  and your business. For some ideas on how 
to break it down into steps that can be implemented into our business 
and pottery lives, I talked to a lot of  people about Convention. Here 
are some of  the highlights I came away with.
 OFFSITE EVENTS AND NEW MATERIALS. Get out of  your 
studios and into the schools painting ornaments on a large scale. Let 
clay make you money with small pendants to wear and handprint tiles 
for keepsakes for everyone in the family. Another hot trend was hand-
stamped metal jewelry. Many owners across the country are already 
setting up classes in their studios.
 ORGANIZING OUR STUDIOS AND LOOKING AT RISKS. It seems 
we all want our studios to run themselves; getting organized and 
having a system in place are key components to success. A little OCD 
and a label-maker helps the process. I also heard great things about 
numerous business classes getting down to the details and looking at 
risk from a different perspective. 
 DISPLAY. A big part of  success includes making your product look 
appealing in a retail setting. It’s all about focusing your customers’ at-
tention with a “speed bump.” Using random treasures with fabrics and 
florals for texture, it’s easy to create vignettes to highlight the current 
season’s pottery offerings.
 EXTRA SPRINKLES AND FALLING IN LOVE AGAIN. Now is the 
time to add those little extra touches to events, displays, and ways you 
run your studio. Convention helps us see our studios with fresh eyes 
and “fall in love again.” It’s a great time to jumpstart all those projects 
during the slow months of  fall. Many of  us have visions of  rearranging 
tired old spaces into something new and exciting, or perhaps adding a 
fun event for the upcoming holiday season (see page 17).
 BELIEVE BIG. This year’s fundraising beneficiary offers an op-
portunity to help support others in their battle with cancer by painting 
pottery mugs. The buzz should soon be spreading across the country 
with the generous hearts of  our studio owners.
 CCSA 20TH ANNIVERSARY. Beyond the tips, tricks, classes, and 
systems, the most important thing about Convention is the people. 
Chatting in the hallways between classes, grabbing a quick bite 
together, and even late-night flamingo races in the pool—all these op-
portunities and more are one of  the biggest reasons to be part of  this 
amazing group. The fabulous auction gala dinner celebrated 20 years 
of  CCSA togetherness, with generous bids on wonderful auction pieces, 
and the joy of  dancing with remarkable friends.
 I have only been a part of  this pottery family for a year now, but 
there is a connection and a bond that goes beyond business. These 
are my people and this is my tribe. The opportunity to attend Conven-
tion recharges my battery, fills my cup, and feeds my spirit so I can 
keep doing this job I love so much. It is just what we all need heading 
into the busy holiday season. Now it’s time to get busy! e

O
By Laura Mayer, Artgarden Pottery, Moses Lake, Washington

Once again my mind is spinning, whirling, and racing with all the wonderful things I learned, experienced, and discovered at Convention 
this year. I don’t quite know where to start, but isn’t that a good problem to have?!

HOTEL NIGHT FOR 2018: 
Tina Beard, Whidby Art Escape;
Sandra Brewster, Ceramics a La Carte

2017 CCSA Convention Raffle Winners:

1-YEAR CCSA MEMBERSHIP:
Charlotte Mortensen, 
A Pigment Of  Your 
Imagination, L.L.C.

SKUTT KILN:
Jenny Austin, The Mud Hut

SPA BASKET:
Lori Kolkman, 
Firefly Ceramics

$100 VISA GIFT CARD:
Ron Apgar, Paint Your World

FREE CONVENTION FOR 2018: Dan McCollester, Splatters Studio (Not shown).

PRE-CON CLASS FOR 2018:
Sharlene Fitzgerald, Paintsome 
Pottery; Cheryl Tisland, 
Burst of  Butterflies (Not shown)

GOLDEN TICKET:
Linda O’Neal, 
Color Me Mine



KILN 
GODDESS 
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We praise ourselves for our masterful 
multitasking skills, but are we really helping 
ourselves? To me, mindfulness is about being 
present in the moment. Paying attention. It al-
lows you to move beyond distractions that can 
cause you not to meet the goals you have set 
for yourself. It doesn’t mean you have to move 
in slow motion, but rather be aware of  what is 
going in and around you throughout the day. 
Being aware of  how you act and react. How 
we spend time with others. How we handle 
ourselves throughout the day at work and at 
home.
 Being mindful has helped to make people 
more resilient, be more productive, regulate 
stress, and increase our ability to focus. As 
we go into the holiday season, where we 
are simultaneously running in ten different 
directions, approaching tasks and life with a 
mindful attitude can help us get through and 
enjoy the season much more.
 Creative thinking is essential in our 
industry. As a studio owner, time where your 
mind can wander without interruption is a gift! 
Scheduling time to “just be” and think allows 
your mind to roam and come up with ideas, 
creative insights, and solutions. This works 
only when you cut yourself  off from social 
media and those little handheld devices that 
make our lives “easier.”
 QUIET TIME: Get to work early so you 
have time to get focused on what you need 
to accomplish. Spend 10 minutes focusing on 
your breathing to bring calm to your mind and 
body. There’s a reason we’re told to take a 
few deep breaths before we fire off a remark 
or respond to an unfavorable comment on 
social media. Try a meditation app such as 
Headspace, Insight Timer, or Calm to get 
started. Once you’ve relaxed and refocused, 
you’ll be better able to efficiently and effec-
tively tackle the tasks on your to-do list.
 REMEMBER YOUR PURPOSE: Especially 
during this season where people tend to lose 
their minds over a figurine, having a calm 

The Benefits of Mindfulness
By Crista Toler, Studio Market Coordinator, Mayco Colors

These days we are encouraged to be mindful—of our actions, our environment, and our 
time. But what is mindfulness? According to Dictionary.com, mindfulness is “the quality or state 
of being conscious or aware of something.” Or “a mental state achieved by focusing one’s 
awareness on the present moment, while calmly acknowledging and accepting one’s feelings, 
thoughts, and bodily sensations, used as a therapeutic technique.”

Do what you love.
 We hear this all the time. Do what you 
love, and the money will follow. Do what 
you love, and you’ll never work a day in 
your life.
 “You are so lucky, you have the best job.” 
Yes, we are. Just don’t say we paint all day.
 So. Are you doing what you love?
 Here’s my confession: I didn’t start my 
store to do taxes, social media, and market-
ing. I started my store because I love helping 
customers be creative. And for years, I was 
making myself miserable because I wasn’t 
doing the things I love, but spending all the 
time doing the stuff that has to be done for 
the store. These are important things, but 
I didn’t want to do them and it was taking 
forever for things to get done.
 I made a decision in January that I 
had to get back to doing the things that 
filled my bucket, not emptied it. Part of  
that was finding people who can do the 
things I cannot, and let them. Yes, I had to 
make my peace with paying someone to 
do something that I’m perfectly capable of  
doing, but the results have been amazing.
 Things are getting done.
 I’m happier.
 AND—this is the best part—my store 
is busier than it has ever been. Even with 
the added expenses of  paying for more 
services, I’m making more money.
 First, of  course, I had to figure out 
what it is that I wanted to be doing, and 
then I had to determine how I could let 
others help me. That wasn’t always easy, 
and I had a few missteps along the way, 
but I’m feeling like I’m in a good place. 
We survived summer well, and now we’re 
heading into the holiday season and I feel 
like we are well positioned to have a great 
last quarter of  the year.
 I saw something a few years ago that 
said, “If  you begin a business doing some-
thing that you love, you’ll only be able to do 
it about 15 percent of the time.” I don’t think 
that 15 percent is enough, especially if  you 
are working crazy entrepreneurial hours.
 Do what you love. Your life, and store, 
will be better for it! e

BUSINESS SENSE

mind with the knowledge of  why you are in 
this business and what your business means 
to your community can help you get through 
the roughest of  days. If  only we could bottle 
mindfulness and mix it into a bottle of  glaze 
so every project turns out exactly like the 
customer wanted!
 EMBRACE THE HOLD: What happens 
when you go into a coffee shop and wait in 
line? Nine out of  ten people are on their 
phones. Our attention spans have dwindled 
down to one second more than that of  a 
goldfish. Take advantage of  that boring, quiet 
time and let your mind wander. Take in what is 
around you, breathe, and just be.
 CLEAR THE MIND ON PAPER: Years 
ago I participated in a group study of  
the Artist’s Way at Work. One of  the exer-
cises was to write three pages of  unedited, 
stream-of-consciousness words each morn-
ing. Some journal entries were about work, 
others about personal life, and still others 
about what I was feeling in the environment 
around me. My mind was clearer after the 
practice. You could also write at night to help 
clear your mind before bed and reset your 
brain for the next day.
 MOVE: Exercise and mindfulness go 
together like mac and cheese. While they work 
nicely alone, how much better they are when 
in tandem. If  your schedule doesn’t allow 
you to exercise before or after work, take a 
10–15 minute walk around the parking lot. 
The break will help clear your mind and help 
you refocus when you get back inside.
 Taking a break to refocus on what you’re 
doing next is beneficial for when you leave the 
studio too. Making time to refocus will help 
you to truly enjoy spending time with your 
family or friends. If  we’re always checking 
email or constantly obsessing about work, 
we’re not making the most of  our time with 
loved ones. Isn’t the ability to create your own 
schedule a big part of  what having your own 
business is all about? e



www.maycocolors.com
https://www.youtube.com/user/MaycoColors
https://www.facebook.com/MaycoStudios/
https://www.facebook.com/MaycoStudios/
https://www.pinterest.com/carter6949/mayco/


 Cactus is the new pineapple! This plant of  the ’70s has come back 
with a vengeance and can be found on almost everything right now, 
from home decor items such as lamps, plates, and salt and pepper 
shakers, to jewelry and clothing, even socks. It has also showed up in 
wedding designs such as bouquets, table settings, and centerpieces.

KIDS’ DESIGN
What’s old is new! We’re seeing a lot of  blasts from the past with 
classics like Teddy Ruxpin, arcade games, Mr. Potato Head, classic 
music recorders, and for the artists, scratch pads. Think back to when 
you were young, or when your kids were young—some of  those cool 
projects may just be cool once again with your customers! For example, 
since scratch art is now making a comeback, why not create this look 
with the paper technique on pottery? You can utilize the scratch con-
cept by having customers paint bright colors as the base, adding cut 
paper on top (in the shape of  a monogram, name, phrase, or simple 
design), and painting black over the entire piece. Then they pull off the 
paper to reveal the fun, colorful designs underneath.
 Hopefully this rundown on what’s trending now will inspire you to 
create some new offerings in the new year! e

MARKETING STRATEGIES
In our digital world, we get so many messages every day that 
personalized content will be the way to go in 2018. A call to 
action with a personal touch will have more of  an impact and 
a better chance of  gaining attention and standing out. This 
extends to social media as well. Analytical tools provided by 
social media platforms and Google Analytics for websites are 
constantly evolving, so you can learn more about your follow-
ers and provide them with more relevant content.
 Videos are a great way to stand out in a crowd, especially 
when trying to attract teens. It’s often easier to get a mes-
sage across through a video rather than expecting customers 
to read content. It can also be more fun with so many ways to 
shoot, edit, and publish videos.
 A great way to spread the word about your business in 
your community is to reach out to bloggers or vloggers with 
PR outreach or paid promotions. They can spread the word 
to their readers and followers and a good review from a 
reputable source can go a long way!

ADULT DESIGN
Smart is (still) in! Upcycling books and magazines into 
artwork will become a trend in home decor. This includes 
letters—the typewriter font in particular. Consider hosting 
a decoupage class where customers bring in old books and 
magazines to tear pages from to add to canvas, board art, 
pottery, and more, to create wall art or decorative pieces 
(nonfired, of  course). This idea can also work for a kid’s camp or 
a Mommy and me class. Moms will love to incorporate their child’s 
favorite book into a piece of  keepsake art. For an adult class, custom-
ers could bring in the sheet music to their favorite song or lyrics to 
their wedding song to incorporate it their finished product. Customers 
can decoupage and add their names or initials, but why not charge a 
little more by writing out the song lyric for them and add this to your 
customization package?

ADULT COLORS AND PATTERNS
According to Pantone, geometric patterns will be seen in home decor 
next year—in wall art, wallpaper, and backsplashes. Sparkle and Shine! 
Iridescent metallics will be shining bright next year. A touch of  gold, 
a bit of  glitter, a swath of  pearlescent; these are the things that can 
take art from good to great! As for colors, the more intense the better. 
Pantone mentions bright blue, green, purple, turquoise (as well as hot 
pink, that elusive shade when it comes to fired color). Pair the greens, 
blues, and turquoises with a fish scale pattern, which has taken over 
where the honeycomb left off. This easy-to-create design can be made 
by layering shades to further emphasize the fish scale look.
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Staying Current: Ideas for 2018
By Robyn Pierce, Marketing and PR consultant, robynpierce@hotmail.com

With the new year right around the corner, now is a great time to take stock and look for areas you can update and improve. When it 
comes to making changes for a successful new beginning, staying current with the latest marketing strategies as well as the new color 
and design trends is a good place to start. 

TREND FLASH

mailto:robynpierce@hotmail.com


www.paragonweb.com
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Fly, Little Pottery! Be Free!
BRANCHING OUT

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

Sometimes the truth really hurts. Like when you found out about Santa Claus, or the Easter Bunny, or how much you pay per square 
foot in rent. One of  these means money out of  your pocket, so doesn’t it make sense to make the best use of  your valuable space?

About two years ago we moved both of our studios to higher-volume 
spaces with higher rents. At the same time, we visited a few highly suc-
cessful studios. Our takeaway? It was costing us significant money as well 
as studio image holding unfinished items for customers. What we thought 
was good customer service was creating bad juju and costing us money.
 How could customer service be a bad thing? Enter customer A; 
let’s call her Jane. Jane starts a project, doesn’t 
finish it, and is going to leave it in our “Work in 
Progress” area. We collect payment, fill out a 
special form, and put it in our storage area. A few 
months pass and we call customers who haven’t 
returned to finish their pieces. Jane apologizes for 
being so busy and promises to finish it soon.
 Two more months go by, same thing. At six months, we leave a final 
warning on Jane’s voicemail. At eight months we wash it off and make a 
sample out of  it.
 What happens the very next day? You guessed it—Jane walks in to 
finish her piece. The fact that she signed an agreement that items left 
over a month are considered abandoned and that you called her three 
times means nothing to her. She swears she never got a call. Worst of  
all, she is crazy mad because she paid “a lot of  money” and has noth-
ing to show for it. Jane vows never to come back, to tell all her friends 
how badly she was treated, and to give your studio a one-star rating on 
every known social media platform.
 So you won the battle with Jane, but you lost the war. You were right, 
but you lost Jane as a cus-
tomer as well as whomever 
she talks to about your stu-
dio. We know this scenario 
because it has happened to 
us, numerous times.
 Our solution? We 
stopped storing customer 
pieces. If  a customer 
doesn’t finish their pottery, 
canvas, or board art proj-
ect, we ring them up, bag 
up the item, and send it 
home with them (except for 
glass projects, which we 
never stored but required 
to be finished in one visit). 
We staple the receipt into 
the bag and tell them they 
are welcome to finish their 
piece at their convenience.
 At this point you might 
respond with a litany of  

rationalizations why this wouldn’t work in your studio. I understand, 
which is why it took us so long to make a change. But please evaluate 
this from an objective risk versus reward perspective. Then decide if  it 
makes sense to change.
 First, the risks of  sending projects home with customers. Custom-
ers could perceive the change as a lowering of  customer service. 

Perhaps, but not if  you communicate to them that 
taking it home is better. When we told people they 
have greater flexibility of  when they can finish 
their piece without the stress of  coming in within a 
certain time frame, they see that as a positive.
 What if  they break the project at home? Possible, 
but items have also been broken in storage in the 

studio. If  it’s at their house, at least you can’t be blamed for it.
 What if  they never come back to finish? Who cares? That is a piece 
you don’t have to fire. But maybe they’ll find it in their closet after a 
year. BAM! You just got a dormant customer back.
 The rewards? MONEY! You free up valuable footage for better 
uses. You aren’t paying staff to contact the Janes of  the world. There’s 
no need to keep forms or other paperwork. Most importantly, the 
customer doesn’t become an adversary for not coming back in a timely 
manner, avoiding confrontations and bad blood.
 So how does this relate to your studio? Probably none of  us has 
unlimited studio space, enjoys paying employees for repetitive tasks, 
or loves calling upset customers, so why keep holding unfinished 

pieces? On the other 
hand, if  you can turn 
a few objections into 
positives, you can reap 
many rewards. Truthfully, 
we have only had a very 
small number of  custom-
ers complain when we 
changed this policy. After 
we explained the reasons, 
even they understood our 
rationale. The majority 
never even question it. 
They’re just happy that 
we gave them a great 
customer service option 
of  finishing their project 
without stress. So fly, little 
projects, and return when 
you’re ready! e

WHAT IF THEY NEVER 
COME BACK TO FINISH? 

WHO CARES? THAT IS 
A PIECE YOU DON’T 

HAVE TO FIRE.
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While Galentine’s Day specifically falls on February 13, the day 
before Valentine’s Day, I don’t think it’s necessary to host it on 
that exact day. This year Galentine’s Day falls on a Tuesday. At 
Craft Haus we will most likely be hosting our event on February 8, 
the Thursday before the actual day. For some reason, Thursdays 
seem to be the best night for ladies to go out together. Last year 
this event sold out a week in advance, with 55 women register-
ing online, as well as a waiting list in case we received cancel-
lations. What surprised me about the popularity of  this event is 
that we didn’t host a specific project or run a special; we simply 
charged an admission fee and promised to blow them away with 
our dessert bar, which we totally did! The reactions we received 
from women when they walked through the door was priceless. 
By charging $10 for admission per person, we had a budget of  
roughly $550 available to spend on refreshments and decora-
tions. I wasn’t looking to make money on the admission; my goal 
was to get them in the door and to show them a great time. How-
ever, by shopping at Costco, the Dollar Store, Dunkin Donuts (they 
always have the cutest Valentine’s-themed donuts), and my local 
grocery, I was able to stay way under budget and still have WAY 
more than what we needed. We decorated every table with pink 
and red tablecloths, balloons, fun party favors, chocolates, and 
whatever else we could find at the Dollar Store that 
fit within our Galentine’s Day theme. We provided tea, 
water, four different cakes, chocolate-covered straw-
berries (made ourselves to save money), cookies, 
and chocolates. This event took quite a bit of  prep 
running to different stores, but the extra $2,000 in 
sales on an otherwise random Thursday was more 
than worth it for us!
 The key to this event’s success was the market-
ing. I created a flyer for the event on canva.com and 
began marketing two months in advance through 
paid Facebook and Instagram advertising. I had my 
employees mention it to every girl and woman who 
walked through the door. This wasn’t an age-specific 
event—it was for ALL the ladies. I staffed four peo-
ple, including myself, and held the event from 6 pm 
to our closing time at 9 pm. Our Galentine’s Day bash 
truly went off without a hitch and was a party we’ll 
never forget! If  you have any questions or want to 
hear more about our event, feel free to contact me at 
info@crafthauspalmbeach.com. e

Celebrating Galentine’s Day
STUDIO SUCCESS STORIES

By Grace Egan, Craft Haus, Palm Beach Gardens, Florida

WWhile Valentine’s Day has been celebrated for centuries, Galentine’s Day is only a few years old, but it’s becoming an increasingly popular 
holiday. The concept was first coined by Amy Poehler’s character Leslie Knope on the show Parks and Rec. Leslie explains, “Oh, it’s only 
the best day of  the year. Every February 13, my lady friends and I leave our husbands and our boyfriends at home, and we just come and 
kick-it. Ladies celebrating ladies.” What started out as a sitcom joke has become an annual celebration across the globe. My sister—a 
fellow fan of  the show—suggested that we hold this type of  event in my studio. I truly couldn’t believe the amazing success we had!

mailto:info@crafthauspalmbeach.com
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It does NOT matter if  it’s a great photo, as the photos housed in these 
albums are there to inspire other studio owners to create their own 
samples based on these designs. Images submitted should be simple, 
“doable” designs that customers can easily copy, not “Amazing Things 
Made in My Studio That Customers Could Never Re-create.” Album cat-
egories are:
 a. SAMPLES THAT SELL - Holiday
 b. SAMPLES THAT SELL – Home 
 c. SAMPLES THAT SELL - Kids 
 d. SAMPLES THAT SELL - Outside
 e. SAMPLES THAT SELL - Servers
 f. SAMPLES THAT SELL - Dinnerware
 g. SAMPLES THAT SELL - Other

Imagine how great it would be if  we all took a few minutes to walk around 
our studios to photograph samples that sell and then upload them into 
these albums! Do it right from your phone or iPad—easy peasy! Any 
time you post that “great idea” or “best seller,” take a moment to drop 
that photo in the corresponding album. This simple step can eliminate 

Samples that Sell By Lisa Feltz, Meltdown DIY Art Studio, 
Eldersburg, Maryland

HHey, friends! A reminder that “Samples that Sell” photo albums are now available on the Facebook Chatter page under “Photos-Albums.” 
Please don’t forget to check them out AND to help us build this resource. We’re asking members to upload photos of  samples that get 
re-created again and again in their studios. 

the “where did I see that picuture?” issue we all run into from time to 
time. Thanks in advance for helping us grow what will eventually be an 
AMAZING resource.  e

The first winner of  
the Samples That Sell 
contest is Laura 
Winward of  Create! 
Color Art Studio in 
Narragansett, 
Rhode Island. 
(Prizes may include: 
photo published in 
magazine, apron, 
Glass DVD and 
Pottery DVD.) She 
used paper masking 
cut on a Silhouette 
to achieve this great 
look. Congratulations, 
Laura! 

www.totalmosaic.com
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Dear Shop Owner,
Our Law Firm represents “A Copyright Owner.” On [any date], our client 
found that Your Shop used “A Copyright Owner’s” world famous work of art 
entitled “Best Artwork Ever” or “Best Photograph Ever.” 
 What? Your mind races. You think, “I would never use someone else’s 
work without permission!” You read on:
 As you can see from the attached evidence . . .
 You frantically flip through the document and 
find a screenshot of your website and you also see 
a picture of what the Demand claims is “A Copyright 
Owner’s” alleged work “Best Work Ever.” You sink into 
a chair with a pit in your stomach. You continue:
 . . . your unauthorized use of our Client’s work is copyright infringe-
ment. Under Section 17 of the US Code, the Copyright Act of 1976, our 
client may be entitled to damages and attorneys’ fees of up $$ (usually 
$150,000). Please also find enclosed documentation from the US Copy-
right Office regarding “Best Work Ever.”
 By now, panic may have set in. Facts, dates, and thoughts spin in your 
head as you try to make sense of all of  this. You ask yourself, “How did we 
get that photo [or artwork]? What am I going to do? I don’t have that kind 
of money.” But then you read:
 Our client is willing to settle this matter for $$$ (usually high hundreds 
to low thousands). You can see this is a very fair offer considering the fact 
of the potential recovery our Client may be entitled to. We hope that you will 
review the facts and determine that this offer to settle is the best course of  
action considering your actions.

OR YOU MAY READ:
 I am not an attorney, but I assist Attorney Lit. I have been given just 
a brief  time to try and resolve this case before it goes into Attorney Lit’s 
hands, making this case much more difficult. Please check with your insur-
ance carrier as you may have business insurance to cover this type of  
claim. If  you are unsure of whether or not you have this type of coverage, 
please contact our office and one of our attorneys will be happy to help you 
and read the policy.
 You take a deep breath. “Maybe this can be resolved; these people 
seem reasonable. I don’t want this to go public. This could get expensive. 
Okay.” Intrigued, you now read:
 Please go to www.settlewithusnow.com and use the Case No. listed 
above to fill out the requested information. Please have your method of  
payment available. You can enter the requested information and digitally 
sign the settlement online. Once you have completed the requested form, 
you will immediately receive electronically a receipt and correspondence 
that the claim has been settled.

OR YOU MAY READ:
 Please contact my office as soon as possible at (123) 456-7890. 

Dealing with Copyright Trolls
STUDIO SPECIAL

By Tammy L. Browning-Smith, J.D., LL.M

AAn email appears in your inbox or a certified letter arrives at your shop; the title is the same: DEMAND! Your heart begins to race. Ev-
erything around you stops. You read:

Please remember I only have a short amount of time to resolve this matter.
 You then think, “WHOA! What is going on here? I’m supposed to sign 
something, call my insurance company, what?” And you start looking for 
advice.
 This scenario is a compilation of correspondence received from CCSA 

studio owners and other small business owners. The 
Demand Correspondence arrives claiming that you 
and/or your business utilized the work of another and 
for a small fee or even an insurance claim, the matter 
can be resolved quickly and painlessly.
       What type of alleged “unauthorized use” rises 
to the level that a business receives a Demand Letter 

for Unauthorized Copyright Use? The alleged unauthorized use can be for 
anything from the similarities between a class sample and a work of art, 
use of a photograph from a “royalty free” website to promote an event, a 
photograph or artwork used due to the use of placement on the business 
website by a third-party provider, and accidental use. The majority of the 
Demand Letters do usually have at least some reasonable belief  (which is 
required under different laws) that an alleged unauthorized use has taken 
place. 
 Please note: If  you receive a Demand Letter without any proof or that 
includes proof that one can readily tell has been manufactured specifically 
for the Demand Letter, contact your local law enforcement agency, as crimi-
nal laws may have been broken.
 A search of the internet will uncover a wide range of opinions regard-
ing how to proceed. That internet search for solutions to a Demand Letter 
may not be the best decision. The range of options is endless, from ignor-
ing the correspondence to fully complying with the correspondence and 
everything in between. However, before you chose a cause of action, look 
again at the correspondence you received and the actions requested.
 1. VERY IMPORTANT: If  the Demand Letter is part of or includes 
Court Documents you MUST respond in some manner or you may have 
a default judgment levied against you or other legal consequences. The 
titles of documents that may indicate Official Court Documents could be 
Summons, Complaint, Notice of Filing, or documents that have a “Filed” 
stamp on them. Professional legal advice should be sought immediately to 
preserve your rights.
 2. PROOF: You should take a very careful look at the “proof” pro-
vided. If  there is a document that the sender claims is from the U.S. Copy-
right Office, is the document a certificate or an application? What is the 
date of the document? Is the title of the work the same as the one that is 
the subject of the Demand? U.S. Copyright Office Certificates can easily be 
verified online and should be. However, Certificates from the U.S. Copyright 
Office do not include pictures to show the work that was registered. It is 
acceptable to ask for the specimen (picture) that was filed with a copyright 
application, or you may need to request a copy of the specimen directly 
for the U.S. Copyright Office. A little bit of  research may bring forth a bunch 

A DEMAND LETTER IS 
GENERALLY NOT A 

LAWSUIT, BUT AN 
ACCUSATION.

http://www.settlewithusnow.com


of information regarding the author of the Demand, the Artist alleging 
unauthorized use, and the history of the work at question. The research 
you uncover may help direct you on how to proceed.
 3. CONTACT: If  you decide to contact the party that sent you the De-
mand, be VERY CAREFUL! We have all heard, “what you say can and will be 
used against you in a Court of Law.” That is true. If  you call the opposing 
party and apologize or admit your usage and then try to negotiate, the ad-
mission could possibly be used against you. USE CAUTION when speaking 
with the other party; always take detailed notes and obtain the names and 
contact information of any person you speak with (and title if  possible). It 
is not advised to contact the artist directly if  he or she is represented by 
Legal Counsel. Also, if  you plan on taping your conversation(s) without the 
other party knowing, please make sure you know the laws of your state 
and the state you are calling. Written correspondence is always best to 
preserve a record. Email is not always reliable and should not be relied 
upon as a primary method of communication.
 4. THE FACTS: Make sure you have a clear understanding of the 
facts. Where did you get the work that you are accused of taking? Did you 
license it? Did you receive it from a third party, an employee, or is it some-
thing you created yourself? When was it used? If  it is still being used you 
may wish consider stopping its usage until all issues have been resolved. 
Where did you use the work in question? Do you have business insurance? 
Is there a time limit on when you can file a claim? Do you know if  it would 
cover a claim such as this? The more facts you have, the better you will be 
able to respond, know who to contact for help, and how to proceed.

 Okay, what do you do? At the end of the day, your response is a 
business decision. This article would not be complete without a discus-
sion of utilizing professional legal counsel skilled in your area of business. 
There are risks and benefits to every approach that you may take. While 
professional legal counsel 
(and other professionals 
that may be necessary) 
may cost you, your chosen 
response to the Demand 
Letter without skilled advice 
may harm you later. For 
example, a Demand Let-
ter may be asking for only 
$300 to resolve the alleged 
unauthorized use. You may 
say that $300 is cheaper 
than hiring an attorney, 
speaking to your insurance 
agent, and having your in-
surance rates rising, etc. 
You pay the $300. How-
ever, you just admitted to 
copyright infringement. Did 
you know that your actions 
could be used against you 
later in other proceedings? 
Did you know your admis-
sion could prohibit you 
from obtaining insurance in 
the future? You may not be 
worried about that, or you 
may; thus your response 
is a business decision and 
one that should be made 
when knowing all the facts.
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 The term “Copyright Troll” developed from Law Firms and Copyright 
Holders literally “trolling” the internet for potential unauthorized use. Troll-
ing is profitable if  the entity sending out the Demand does not have to 
do much work to obtain some type of settlement. Most trolling relies on 
quantity over quality complaints. This is also a factor to consider in how to 
respond to a Demand Letter.
 A Demand Letter is generally not a lawsuit, but an accusation. You 
have every right to defend your actions in any manner you see fit. A careful 
review of the Demand sent, research of all the parties and work involved 
in the situation, and careful communication will assist you in deciding in how 
to respond. Finally, the use of skilled professionals may cost you initially but 
may prevent you from making an even more costly mistake for your future. 
 You may receive a Demand Letter, but the process requires that you 
DEMAND to be treated with respect, that you DEMAND proof, and that you 
DEMAND any resolution is appropriate under the law and any usage.
 The information contained in this article is for educational purposes 
only and does not constitute the practice of law. Furthermore, each indi-
vidual should consult his or her own legal counsel as this article does not 
constitute an attorney/client relationship, nor is it possible for the author to 
discuss specifically how to handle each unique situation. Finally, laws may 
be different in your state and this information is not guaranteed or war-
ranted. e
 
     Tammy L. Browning-Smith, J.D., LL.M holds a Juris Doctor and a Master of  
Laws – Intellectual Property from Western Michigan University- Cooley Law 
School. Tammy is the Principal Attorney at the law firm of  Browning- Smith 
P.C., which focuses on the needs of  businesses and individuals who create and 
invent through copyright, trademark, licensing, and general business law. The 
Browning-Smith Legal Team works daily with its clients to help protect their 
valuable business assets through analysis, registration, and when necessary 
litigation. The Browning-Smith Law Firm can be found at www.artsandcraftslaw.
com and Tammy can be reached at tammy@browning-smith.com or (440) 
398-0098.

http://www.artsandcraftslaw
mailto:tammy@browning-smith.com
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HAVE A GAME PLAN. Your video should have a message. Decide ahead 
of  time what that will be, and don’t try to cram everything into one video. 
You can always make more. Are you about to open a kiln? Make a quick 
video so your customers feel like they’re part of  
the magic! Are you about to do a silkscreen on a 
sample? Show them how easy it is!
 “Over the shoulder” videos are wonderful way 
to get started. Spend a few hours creating videos on 
your top five to ten techniques. You don’t even have 
to show your face—just have your hands showing 
the technique set to music. As a bonus, you can use 
these as training videos for your staff.
 RECORD THE RIGHT WAY. If  you’re making videos on your phone, 
check the video settings to ensure you’re recording in HD. There’s noth-
ing worse than spending time recording a super-low-resolution video 
that won’t show well. When possible, record in landscape mode, not por-
trait. Both social media and your digital signage will naturally want to 
display the video in that orientation, so save yourself  some editing time. 
And PLEASE, don’t forget to clean your camera lens before you film!
 GET THE RIGHT TOOLS. I exclusively use my phone to make 
videos. You don’t need a ton of  special equipment, but to make your 

life easier, get a tripod 
or phone mount and a 
Bluetooth shutter re-
mote. You can also re-
cord in selfie mode or 
have a staff member 
help, but I like the free-
dom of  being able to do 
it on my own—often 
before anyone is at the 
studio so no one hears 
my rambling!
   RELAX! DON’T 
OVERTHINK IT. Vid-
eos get a great re-
sponse because watch-
ing something move is 
more interesting and 
eye catching than just a 
photo. These don’t have 
to be fifteen minutes 
long; a quick video under 
two minutes will keep the 
viewer’s attention and 
increase engagement on 

Making the Most of Videos
TECH TALK: MODERN BUSINESS TOOLS FOR YOUR STUDIO

By Maegan Supple, The Pottery Stop, Ellicott City, MD

VVideos. We all know we SHOULD be making them, but really, who has the time? Yes, this is one more thing to add to the never-ending to-do 
list in your brain. Yet it’s worth the effort! Not only will posting videos cause your social media engagement to skyrocket, you can use them 
on your fancy new digital signage! But how do you get started?

social media. Think about those Buzzfeed and Tasty videos that are ev-
erywhere on your Facebook feed—short, simple, easy to follow.
 You may end up doing multiple takes and/or make silly faces, and 

that’s okay! It usually takes me at least three takes 
to figure out what I’m going to say and how I want to 
say it. If  you’re doing a technique video for YouTube 
or digital signage, I highly recommend showing the 
technique on a basic piece to give yourself  a nice, 
easy-to-see surface area to work on.
        APPS AND EDITING. You’ll want some great 
apps in your back pocket. I had been using iMovie to 

edit my videos (trim the video, speed it up, etc.), and that’s a great tool. 
But I just found the app Splice and I LOVE it. It’s super easy to use, has 
a great selection of  music to overlay time-lapse videos, and you can add 
text, fade in/outs, and more. These are iOS-only apps, but for Android 
users, you might try FilmoraGo and KineMaster. For time-lapse videos of  
painting or techniques, I love the Hyperlapse app. Your phone may have 
a time-lapse feature as well. Android users, give Framelapse a try.
 Not ready to record a video yourself? Insert still images into an app 
like Ripl or Animoto and create a great slideshow-type video. These apps 
are popular, useful, and available on both iOS and Android. These are great 
for videos about upcoming events, new pieces, products, and more. This is 
a wonderful way to get started and really see the benefits of video.
 Upload and be prepared to WOW! If  you’re aiming for social media 
engagement with your new videos, upload them natively to Facebook or 
Instagram; don’t just post a link to a YouTube video. Be sure to check 
your settings to ensure you’re uploading in HD.
 After uploading your video, click on it to change the thumbnail, add 
tags, keywords, descriptions, and more. The thumbnail should be eye 
catching—you can pull it from the video or upload your own. Make sure 
to turn on the “Featured Video” option on your page that will show first 
when someone visits your page. If  you have a YouTube account, upload 
your videos there as well. While you won’t post that link on Facebook, you 
can use it to embed videos on your website, blog, or emails. Plus, having 
a YouTube channel can help boost your SEO!
 If  you’re using videos with your digital signage, follow the recom-
mendations for the app or platform you decided to use. Some may allow 
you to upload directly, but others may need a YouTube embed instead. 
Be sure to check this out before you start.
 YOU CAN DO THIS! I challenge you to make a video in the next two 
weeks. Once you get in the groove, you’ll find you want to make a video 
for everything. Can’t wait to see yours—share it on Chatter with the 
hashtags #TechTalk and #Video when you’re done!
 If  you’d like to see my videos, visit The Pottery Stop’s Facebook 
page. Some other great studios to check out for ideas are Artgarden 
Pottery, The Painted Peacock, and The Pottery Patch. e

IT USUALLY TAKES ME 
AT LEAST THREE TAKES 

TO FIGURE OUT WHAT I’M 
GOING TO SAY AND HOW 

I WANT TO SAY IT.

Check out these tripods and mounts: 
www.amazon.com/gp/product/B00SHJPMEU/, 
www.amazon.com/gp/product/B0107UR3JI/, 
and www.amazon.com/gp/product/B01LZI8RCW/ 
(includes remote).

http://www.amazon.com/gp/product/B00SHJPMEU/
http://www.amazon.com/gp/product/B0107UR3JI/
http://www.amazon.com/gp/product/B01LZI8RCW/
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CCSA members have been incredibly supportive to our friends at Believe Big! At 
convention studio members created a hundred spectacular Believe Mugs, and 
generous auction donors raised over $28,000 for the organization, which is 
beyond excited to expand the mug program across the country with your help!
 Believe Big has received more than 135 inquiries from studios about 
participating. Check the email that CCSA sent to members after convention 
for guidance on starting the program in your studio. Here’s a summary:
 1. Contact Believe Mug Coordinator Mary Kruft (888-317-5850 x 
710; mary@believebig.org) with studio information.
 2. Provide the name of  a local cancer center or infusion center 
where Believe Mugs created in your studio can be delivered. Believe 
Big will contact them to set up the relationship.
 3. Visit www.believebig.org/potterystores to download marketing 
materials and order packaging supplies. Instructions on packaging 
mugs for distribution are on the site as well. TIP: Enlist volunteers to 
package mugs in lieu of  paying staff members.
 4. Order the basic 12 oz. mug from your vendor. This style is pre-

Thank You for Believing Big!
STUDIO SPECIAL

By Lisa Feltz, Meltdown, Eldersburg, Maryland

TThis year’s auction beneficiary was Believe Big!, whose mission is to help families face, fight, and overcome cancer. One component of  
their program is to distribute “Believe Mugs” to cancer patients as a symbol of  hope. These mugs are made in PYOP studios around 
the country, and they hope to grow the mug program with our help.

ferred as it is flexible for any gender or age group, and it fits nicely in the 
packaging materials. You choose whether to offer the mugs on a walk-in 
basis, in group settings, in offsite events, or all of  the above. Believe Big 
asks studios to charge $15 for mugs to keep the program prices consis-
tent. You may choose to keep the proceeds or to donate a portion back 
to Believe Big. Discuss tax-exempt options with your accountant, as laws 
vary from state to state. Believe Big is a 501 C-3 organization.
 5. Host a Believe Mug party with your staff. Have them create mugs to 
use in a studio display while you train them on how the program works.
 6. Believe Big will contact you once the relationship with your local 
hospital or cancer center is established. Please be patient because this 
may take some time. You do NOT have to wait to start offering mugs 
in your studio. Simply package and store mugs that are created, and 
you’ll have your first batch ready to go when the details are finalized.
 Thank you to all who have already begun supporting this program, 
and to those who intend to start offering Believe Mugs in the near 
future. Let’s all keep on Believing Big! e

mailto:mary@believebig.org
http://www.believebig.org/potterystores
www.colorobbia.it
www.facebook.com/ColorobbiaArt
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Do you use a standard greeting, or does everyone just yell, “Hey, pottery paint-
ers”? Make sure employees know the exact words to use when customers walk 
in. How does staff direct customers to projects and events—do they point or 
do they lead? Do you have a designated studio greeter for busy days?
 What information do you collect from customers? We learned at 
convention that email is not dead. It’s still widely used by big business, 
and it’s still a great marketing tool for small business. Make sure to col-
lect customers’ email addresses and develop a smart plan for bringing 
those folks back. I follow up with new customers by thanking them for 
visiting and for giving us their email. I am astounded by the retention I 
get by making the first email an acknowledgment for their purchase.
 When customers are creating, does staff engage with them, or do they 
go about their tasks, checking in only occasionally? Customers want a great 
experience, and part of that is connecting with them on a personal level. They 
also want to feel like they received the help they needed. Even if the studio 
is very busy, stopping by a table to help someone get a perfect handprint or 
clean off smudge can make all the difference in a customer’s perception of  

Are Your Staff Holly Jolly Ready?
SERVICE WITH A SMILE

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

AAs the holidays approach, it’s time to make sure your staff is ready to deliver stellar customer service. Review your standard procedures 
with all employees before your studio gets crazy. Make one of  your staff meetings a customer service review and go over expectations. 
Here are some ideas to get you started.

their visit. We’ve had customers comment when picking up about how much 
they appreciated the help when our studio was super busy. When you engage, 
customers can ask you questions. If staff doesn’t engage, those customers 
may walk out never knowing you offer birthday parties or ladies’ nights.
 At pickup, do employees engage some more with customers? Do 
they comment about finished projects? I love when customers post a 
pickup photo and thank us for a great experience. It’s one thing to Ins-
tagram while they’re in the studio painting—that’s the experience. But 
when they post to social media at pickup, you know you’ve had a suc-
cessful second experience with that customer.
 What makes you stand out from other creative opportunities in your 
area? Do you offer to do prints for customers? Do you serve cookies and 
cocoa on busier days? Do you offer free or low-cost personalization? 
What else can you and your staff do to make your studio stand out?
 Hopefully these suggestions will give you a good start to your next staff 
meeting. Dust off those procedure manuals, set up your team meeting, and 
get ready for a stellar holiday season for your staff, studio, and customers! e



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


1. Nail the first impression. The av-
erage user makes the decision whether 
to follow you within seconds. If  it’s not 
super clear what they can expect by fol-
lowing you, you may lose that user. We 
don’t want confused glances; we want 
engaged followers. The first way to do 
that is to optimize your profile.
 a. Upload a clear logo or profile 
picture.
 b. Create a short bio (under 150 
characters) that clearly explains what 
you do, what you’ll be sharing, and 
maybe an emoji or two. Emojis go a long 
way on Instagram.
 c. Your name and your username 
are two different things. For example, 
if  your username is “thepotteryshop,” 
you can change your name to “The Pot-
tery Shop - Smithville” or even “Best 
Pottery Studio Ever.” Whatever floats 
your boat! Just keep it under 30 characters.
 d. Business accounts allow you to enter your URL, address, phone 
number, and email. Be sure you’re utilizing each field.
 2. Make it pretty. Think of  Facebook as your community bulletin 
board, where you can post upcoming events and specials. Think of  Ins-
tagram as your window display, showcasing the best and most beautiful 
things you have to offer. Figure out why people would want to follow you, 
and share lots of  it. Luckily for us, the PYOP world is a pretty place. 
Don’t bog down your feed with details; share photos (and videos!) that 
make people want to create something. Quotes, tutorials, inspiration, 
and behind-the-scenes details are all great choices.
 3. Stay trendy. Keep an eye on cultural events. This includes shar-
ing holiday inspiration, but it also covers things like National Coffee Day, 
Pantone’s Color of the Year, and what films are nominated for an Oscar. 
Trends go hand in hand with hashtags. Here are my two main hashtag tips:
 a. Use them on every post! Add them in a comment so you don’t 
clutter your feed, and use up to 30 per post.
 b. Don’t use them to describe your photo vaguely; use them like 
search keywords to specifically direct users to your photo. Instead of  
labeling a photo of  a heart mug #love and #heart, try #ilovecoffee and 
#datenight.

Five Totally Free Instagram 
Tricks to Start Using Today

STUDIO SPECIAL

By Kelci DeFrancesco, Creative Marketing and Brand Strategist

EEven with Instagram’s 700+ million active users, many studio owners are hesitant to spend time marketing their business on the plat-
form. Just as with any social media platform, there’s a learning curve, but you don’t have to know everything to get started and to see 
results with Instagram marketing.

 4. Take good photos. Again, 
we’re fortunate that our industry is 
beautiful and colorful. Still, so many 
studios struggle to take great pic-
tures.
 a. Instead of  a quick photo of  
your Valentine’s Day class sample on 
the shelf, take a few moments to set 
it up nicely. Use a solid background, 
and make sure the photo is well lit 
and in focus. Try “fluffing” it a bit. 
Add a paint palette, stage it with oth-
er projects that have similar colors, 
sprinkle Conversation Hearts around 
it—you get the idea.
 b. Find a look that works, and 
stick to it. Pick 3–5 colors that you 
like, and find a few photo styles that 
come easily to you. Try to make it feel 
like your studio. If  you make your feed 
all pastel colors but your walls are 

bright neon, your feed will seem all over the place. 
 c. Do more of  what works. The good news is that you don’t need 
a marketing degree to figure this one out: just keep an eye out for the 
outliers. What types of  photos or captions perform well? Which photos 
totally flop? Share more of  what works, and less of  what doesn’t.
 5. Engagement is key. As with Facebook, the more people inter-
act with your account, the more they’ll see your content. It’s that simple.
 a. Follow people in your community who would be ideal customers.
 b. Spend time liking and commenting on relevant photos (and 
hashtags!) each day.
 c. Network with local businesses and bloggers who have large fol-
lowings.
 d. Find out what’s trending in your area: a new coffee shop, a popu-
lar hashtag, or a mural, and interact with it however you can.
 Remember, you don’t have to be an expert to get started. Keep 
your content simple, high quality, and consistent, and you’ll start to see 
results in no time.  e

 Kelci DeFrancesco is a marketing consultant and graphic designer with 
over 12 years of  experience in the PYOP industry. She helps studios around 
the country market their businesses and reach new customers. She can be 
found at www.kelcidefrancesco.com 
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SUPPLIES
 Canvas: 11”x14”
 Pattern
 Tissue paper
 Black Sharpie marker
 1” brush
 Medium brush
 Fine brush
 Sponge on a stick

ACRYLIC PAINT COLORS
 White, Light Teal, Burnt Umber, Black, Pthalo Green, 
 Red, Orange, Pthalo Blue, Green, Yellow

Trace face pattern onto the canvas using tissue paper and 
a Sharpie.

Paint the eyes White.

Paint the whole background Light Teal.

Paint the face and ears Burnt Umber.

For the antlers, mix Burnt Umber with a small 
amount of white to create a light taupe. Allow 
kids to get creative adding their antlers onto 

their Rudolf. Explain how the antlers can be straight, curly, or 
uneven as wanted. They will need to be big enough to “wrap” lights around.

Use the Light Taupe to add shading inside the ear.

Add Rudolph’s red nose by creating an oval that wraps off 
the bottom edge of  the canvas.

Using a sponge-on-a-stick, lightly pounce black circles to create 
pupils on top of the white ovals. Explain how Rudolph can look 
up, sideways, or down by changing the location of the pupil.

Use the Sharpie to create a cord tangled around the antlers, 
explaining how it can appear to go behind the antlers and 
also wrap around the front. Start at one edge of  the canvas 
and wrap across off the opposite edge.

Use the Sharpie to add eyebrows.

Put a light coat of  paint on fingertips and stamp fingerprints 
along the cord to create lightbulbs in various colors.

Use a fine brush with White to create snowflake dots in the 
background, and add highlights to the tip of  nose and re-
flection to the eyes. e

Tangled 
Rudolph

By Ashley Prince, Pickled Palette, Sioux City, Iowa
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By Melanie Holtzman, Hot Pots Painting & Pottery Studio, Sanford, Florida

SUPPLIES
 Clay, 1–2 lbs (depending on size of  caddy)
 Rolling pin or slab roller
 Needle tool
 Sponges
 Stamps
 Large drinking straw or circle punch tool
 Stamps or other textural tools
 8 oz. glaze bottle (or something of  similar size) for shaping
 Plastic wrap
 Glaze colors of  choice

Roll out clay into a slab 1/4” thick.

Use the needle tool to cut out the shape of  your caddy. (We did 
a wavy cloud shape but you can do whatever you like!)

Use a straw or circle tool to cut out holes along the center of  
the piece. Make as many as you like, keeping them at least 1/4” 
from each other and 1/2” from the edge. (You’ll be draping it 
over a bottle so don’t go too far left or right.)

Roll a short, fat coil of  clay (about the size of  your thumb). 
Score and slip it onto one side 
of  your caddy, then shape it so 
brushes can rest on it. 

Decorate with stamps or other 
textural tools.

Cover the bottle with plastic wrap 
and drape your piece over it. Allow to dry completely.

Fire to cone 04.

Paint as desired. We painted Black over the stamps and quickly 
wiped with a damp sponge, then sponged bright colors over top.

Clear glaze and fire to cone 06. e
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Funky Fun Brush Caddy
All Wrapped Up 
in a Bow
By Tracy Schultz, Ceramics For You, Gurnee, Illinois

MATERIALS
 Bisque: 13–17” square platter
 Pattern printed on clay carbon paper
 Brushes, including liner brush
 Writer bottle filled with Black

GLAZE COLORS
 Cream, Tan or Darker Cream, Cinnamon or Speckled Cinnamon, 
 Dark Moss Green, Red, White

Trace the pattern onto the platter.

Paint the bow and tag with 2 coats of Cream. Keeping some 
of this color on your brush, pick up some Tan/Darker Cream 
and shade the ribbon in the folded over areas and around the 
ribbon edges.

Paint the rest of the present with 3 coats of Cinnamon.

Using a liner brush with Dark Moss Green, add greenery 
under the tag area and in the top left corner.

Add three Red berries above the bow know and highlight with 
a glimmer of White.

Use a Black writer bottle to outline 
the bow and tag.

Personalize with a 
family name and date.

Clear glaze and
fire to cone 06. e
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Arrange diamond-shaped chips for the fish. Nip a chip in half  
to make the tail and fins. Add as many fish as desired. Try 
playing with different sizes and colors. When satisfied with 
the design, glue down the fish.

Arrange noodles to make seaweed and other plant life. 
Break some noodles into short pieces to make branches. 
Glue down.

Add pebbles for rocks and other plants. Glue down.

Add details to the fish like stringers on the tail and a sprinkle 
for the eye. Place a few White sprinkles to suggest air bub-
bles from the fish.

Add hooks if  desired. Fire to a full fuse. e

MATERIALS
 Base: 4”x8” clear rectangle
 Assortment of  chips, noodles, sprinkles, and pebbles in 
  various colors
 Paper and pencil for designing
 Sharpie marker
 Glass cutting tools
 Cotton swab
 Glue
 Hooks (optional)

Trace the rectangle on a sheet of  paper and sketch out a 
design, or draw directly onto the glass with a Sharpie.

Choose the color for the aquarium floor. We encourage the 
use of  rainbow sprinkles since there is always an abundant 
supply. Put down a thin layer of  glue using a cotton swab, 
then add the sprinkles.

24 CCSAtoday  •  Fuel Your Creative Fire  •  Winter 2017

WWhen offering this projects as a kids’ event, having participants draw their design on paper first is a better approach than drawing 
directly on the glass. Many variations can be added, such as a treasure chest, or jellyfish, crabs, or other sea creatures.

Fused Glass Aquarium
By Michelle Brown, Hot Fired Arts, Frederick, Maryland
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By Marcia Roullard, Mayco Colors

SUPPLIES
 Small Star Plate (MB-993)
 Season’s Greetings silkscreen (DSS-0107)
 Silkscreen medium
 Palette knife
 #4 soft fan brush
 #10/0 liner brush
 #6 script liner brush

GLAZE COLORS
 SC-15 Tuxedo
 SC-24 Dandelion
 SC-27 Sour Apple
 SC-73 Candy Apple Red

Using the script liner, apply two thinned coats of  Sour Apple 
on the border of  the plate. Remove excess color on the plate 
edge. 

Using the soft fan, apply two coats of  Candy Apple Red to the 
edge, sides, and back of  the plate.

Thicken some Tuxedo by adding a little silkscreen medium 
and use a palette knife to blend to the consistency of  peanut 
butter.

Position the star design from the Season’s Greetings silk-
screen on the plate with the shiny side down. With a fin-
ger, rub the thickened Tuxedo over the screen. Remove the 

screen and gently wash with water.

Use the liner to apply one coat of  Dandelion, Sour Apple, and 
Candy Apple Red to various sections of  the screened image.

Clear glaze and fire to cone 06. e

Holiday Star Plate
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Using a stiff pouncer brush, paint the snowman’s head White. 
While still, wet pick up some Sand and work it into the outer 
edges of the circle. With the same brush, pounce a small 
amount of Orange on the face for the cheek. Allow to dry.

Using the #8 round, paint the carrot nose Orange. Add a 
small White highlight on the top of  the nose.

Using the #4 round, paint the eyelid and the mouth Black 
and Burnt Umber. Allow to dry.

Using the same brush, make the arms and some fine lines 
on the nose.

Transfer the lettering 
to the board. Paint 
the letters White and 
outline with blue 

            paint maker.

Spray with a protec-
tive sealer. Allow to 
dry.

Drill holes near the 
top edge and add 
wire or cording to 
make a hanger. e

By Diverse Woodworking LLC, 
Sweet N’ Sassy DIY, a division of  A Stroke of  Art 

SUPPLIES
 Shiplap pallet board
 Pattern
 Transfer paper
 Pencil
 Snowflake stencils in assorted shapes and sizes
 2” chip brush
 #8 & #4 flat brushes
 #8 & #4 round brushes
 #1 liner brush
 Stiff  pouncer brush
 Blue paint pen
 Clear protective spray
 Wire or cording for hanging

ACRYLIC PAINT COLORS
       Sapphire, Blue Haven, White, Red, Green, 
 Sand, Orange, Burnt Umber, Black

Using chip brush, basecoat surface with Sapphire. Allow to 
dry. Using the same brush, drybrush Blue Haven in long 
horizontal strokes, starting from the outside edge and 
working toward the center.

Transfer the snowman portion of  the pattern to the board.

Using snowflake stencils, add White snowflakes all around 
the snowman.

Using the #8 flat brush, basecoat the scarf  Red. Allow to 
dry.

Using the #4 flat brush, paint Green stripes on the scarf. Allow 
to dry. Using the #1 liner brush, paint White lines on scarf.

Let It 
Snow 
Board 
Art
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FOCUSING ON THE GOOD
From conversations at convention and events and reading the surveys, 
it’s clear that the common favorite parts of  owning our own PYOP busi-
ness is a mixture of  three things. First, we like being our own bosses. 
The flexibility to make our own schedules and con-
trolling our yesses and no’s is invaluable. 
       Second, we love being a creative outlet for 
people where we can connect with customers and 
our community. Our model of  a creative business 
gives us an opportunity to build one-of-a-kind re-
lationships with our customers and local community. 
It’s always amazing to see someone’s eyes light up 
when they learn a new technique or pick up their finished pieces. As 
Jenn Bassen of  Paint Yourself  Silly in Lincoln, Nebraska, explains, “I love 
providing a creative, celebratory outlet where people can connect with 
one another.” We get to provide that place for them and share in special 
memories.

Sharing Insights, Part 2
STUDIO SPECIAL

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

AAs we continue to share insights on different subjects, I picked some common topics and surveyed some studio owners about personal 
experience that I think we can all relate to and learn from. We all go through different phases of  being entrepreneurs; some days we 
take care of  business like rock stars, while times it feels like we didn’t get anything right. But most days, we are practically super heroes. 
No matter what phase of  life you’re in, from the empty nester to the single person to the mom with little ones, we’re all likely to find 
encouragement from these tips.

       And third, we all rely on our awesome network of  friends from this 
industry. I truly believe that this amazing group of  business owners is 
something more than special. Through this group, many of  us have con-
nected with our closest friends, and all of  us have benefitted from various 

relationships we have gained through this industry. I 
say it all the time: we are an incredible and unique 
industry of  PYOP studio owners. John and Julya My-
ers of  Amazing Art Studio in Gaithersburg, Maryland, 
have a powerful story that is a perfect example of  how 
much love is here. Julya said, “Our fellow studio own-
ers and many of  our suppliers came to our rescue 
when we had no one else. When my husband got sick 

everyone surrounded us in help, prayers, and love. Before, we knew that 
everyone was wonderful. We knew that everyone was helpful in a way 
that no other industry even compares. But this went way beyond that.”

TRY TO HAVE AT LEAST 
THOSE CORE STRONG 

PEOPLE YOU CAN COUNT 
ON TO HELP YOU MAKE

 IT THROUGH THE UPS 
AND DOWNS.



LEARNING FROM THE CHALLENGES
From conversations and surveys, I found two challenges that seemed to 
repeat themselves: managing employees and delegating responsibilities. 
Hiring and managing our staff is a constant issue that involves lots of  
challenges because, well, it involves other people. When we get involved 
with other people in any sort of  relationship, it has room to go in any di-
rection and it requires work. Delegating tasks is also difficult sometimes. 
And if  you’re feeling challenged in one of  these, you are struggling with 
both. I’ve put together this list of  helpful tips drawn from the great advice 
from some of  you:
 e Hiring a variety of  employees who possess different individual 
talents and strengths helps with delegation. Your employees will be more 
fulfilled and you will get a more well-rounded business.
 e Good communication is key when working with your staff. It’s im-
portant in any relationship and they are also getting better information.
 e For consistency, have a manual, contracts, new hiring and train-
ing practices, and the like.
 e Try seeing your position as an employer as a blessing. It could 
prove to be an amazing experience to serve as a leader and mentor to 
young people on your team.
 e Sometimes we need to get out of  our own way. It’s better to 
delegate than to overwork.
 e When you have a staff that helps you operate your studio, it frees 
up time for you to focus on ways to grow your business.
 e Maybe staffing isn’t a problem that can be easily solved. Be 
prepared for the ever-changing process of  an amazing group and one 

that’s not so amazing; it just happens sometimes. Try to have at least 
those core strong people you can count on to help you make it through 
the ups and downs.
 e Find the balance between the desire to be in control and the 
need to delegate what you don’t really have to do in order for the busi-
ness to function well. Delegate the things you don’t enjoy or aren’t ef-
ficient at.
 e Surround yourself with people you enjoy and can work with easily.

CONTROLLING THE BURNOUT
We all burn out every once in a while. It seems like a natural human thing 
that happens when you run your own business, or maybe just in general 
when you are passionate about something. But how can we temper those 
ups and downs and take care of  our business and ourselves? Self-care 
is so important. I’m forcing myself  to practice this one, and it’s often dif-
ficult to turn my brain off, walk away from work-related things, and just 
focus on myself. But the reality is that your business won’t have as much 
heart if  you aren’t taking care of  yourself. So make the time for self-care, 
even if  it’s just an afternoon where you spend some quiet time away from 
everyone or go out with some friends and do not discuss the studio. Give 
yourself  permission to enjoy time away.
       Another good practice is to forgive yourself. We love our businesses, 
but sometimes we can be too hard on ourselves. Rachel Klobucher of  
The Mud Room in Grand Rapids, Michigan, words it this way: “Learn to 
accept that sometimes ‘done’ is better than ‘perfect,’ which can be really 
hard to do!”

 “You don’t have to say yes to everyone. You 
can’t and shouldn’t do it all! Don’t sell yourself 
short.” — Kaylin Brady, Joe Picasso’s, Fort Lau-
derdale, Florida

 “I think some of the biggest benefits of hav-
ing my own business after having babies has 
been the ability to still spend time with them and 
also work in the studio. I create a lot of events 
based off what I know my kids would like, so 
having kids has definitely changed my perspec-
tive on studio events and offerings. ” — Allie 
Nottingham, The Painted Pig Studio, Little Rock, 
Arkansas

 “Another challenge was moving to debit cards 
from credit cards. It’s so much easier to keep 
track of the budget and cash flow. No more ‘sur-
prise’ credit card bill amounts to pay!” — Erin 
Racioppi, Polka Dot Pots, Wisconsin, Tennessee, 
and Pennsylvania

Other Helpful Tips:
 “Do what works for you, and don’t be so ea-
ger to compare your studio to others. Know who 
your customer is, and build your marketing and 
product offering around that.” — Sandi Kirk-
wood, Clay Casa, San Antonio, Texas

 “Everyone always tells you to take care of 
yourself no matter what your pathway and jour-
ney includes. Sounds easy, but it’s as much work 
as any other part of your life. Learning that it’s 
okay to play and not always be in charge has 
been hard, but a necessary part of me finding 
balance. The solution to this challenge is very 
individual and has no one answer, but to do well 
in your business, you need to make the journey.” 
— Pam Fellers, Pottery Works, Hays, Kansas e
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Sports Ball Salad Plates 
Recipe Courtesy of Gare, Inc. 

Ingredients 
Bisque 
# 1004 Tuscany Coupe Salad Plate (3) 

Beach Ball Color 
FS-2301 Smiley Face 
FS-2303 Lime Ricky  
FS-2314 Black Lab 
FS-2391 Red Blaze 
FS-2396 Anchors Away 
FS-2397 Tangy Tangerine 

Basketball Ball Color 
FS-2314 Black Lab 
FS-2377 Pumpkin Pie 

Soccer Ball Color 
FS-2300 Polar Bear 
FS-2314 Black Lab 

Brushes and Other Materials 
# 6672 Majestic #8 Round Brush 
# 6322 Fun Writers (7) 

Instructions (Read all instructions before you begin)

BEACH BALL 
Step 1- Using the #8 Round Brush, apply 3-4 coats of Black Lab to completely cover plate. 

Step 2- Trace pattern onto plate. 

Step 3- According to numbered pattern below, fill in dotted areas of beach ball beginning from the 
center of the pattern, gradually making dots larger as you work out toward the edge of the plate.  

Step 4- Fill in solid areas with Fun Writer, being sure to leave a thin line of the Black Lab exposed 
between solid and dotted areas of the pattern. 

Step 5- Allow to dry, dip into clear glaze and fire to cone 06. 

SOCCER BALL (Follow Steps 1-2 above) 
Step 3- Using a Fun Writer filled with Polar Bear, apply small dots to outline each hexagon according to 
the pattern below.  

Step 4- Fill in each dotted hexagon, making dots gradually larger as you work toward the center of 
each shape. Go to Step 5 above. 

BASKETBALL (Follow Steps 1-2 above) 
Step 3- Using a Fun Writer filled with Pumpkin Pie, apply small dots to the inner portion of each section 
as shown in the photo above, gradually making larger dots as you work toward the outer edge of the 
plate. Be sure to leave space between sections as shown. Go to Step 5 above. 
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phone 1.888.289.4273      fax 1.800.292.0885   www.gare.com 
 

BEACH BALL 

 
 
 
 
 
 
 
 
 
 
 
 

http://www.gare.com


 
phone 1.888.289.4273      fax 1.800.292.0885   www.gare.com 
 

BASKETBALL 

 
 
 
 
 
 
 
 
 
 
 
 

http://www.gare.com


 
phone 1.888.289.4273      fax 1.800.292.0885   www.gare.com 
 

SOCCER BALL 

 

http://www.gare.com


MaycoColors.com

2017 Fall
bisque catalog 
supplement

MB1498 Facted Tree - 10”
10”H x 6.5”W

4/case

MB1497 Faceted Tree - 7”
7.25”H x 3.75 W

6/case

MB1499 Faceted Star
7.5”H x 8”W x 2.25”D

6/case

MB1481 Tree Frog Mug
4.25”H x 5.63”W x 3.75”Dia.

6/case

MB1482 Mermaid Mug
4.25”H x 5.5”W x 3.75”Dia.

6/case

MB1480 Sloth Mug
4.25”H x 5.63”W x 3.75” Dia.

6/case

MB1479 Koala Mug
4.25”H  x 5.75”W x 3.75”Dia.

6/case

MB1492 Faceted Turtle
3.5”H x 10.75”L x 6.5”W

4/case

MB1491 Faceted Fox
9.5”H x 5.5”W x 7.5”D

4/case

MB1505 Cactus Dish
9.5”L x 8.5”W x 1”D

6/case

Mayco Colors
Coloramics, LLC

4077 Weaver Court S.
Hilliard, OH 43026

614-876-1171
614-876-9904

www.maycocolors.com
MC299/E     8/2017

MB1504 Barrel Cactus Planter
3.75”H x 5.25”W x 5.25”D

6/case

MB1503 Saguaro Cactus Vase
9.25”H x 7”W x 3.25”D

4/case

Featured with Stroke & Coat® glazes.Featured with Stroke & Coat® and Jungle Gems™ glazes.

Create an Under the Sea 
display to show-off Mayco’s 

sea creature mugs 

Highlight the multi-dimensional shapes 
of faceted bisque by incorporating 
stamps, Designer Liner and Crystal 

Glazes to create a show stopping piece!

www.maycocolors.com
https://www.youtube.com/user/MaycoColors
https://www.pinterest.com/carter6949/mayco/
https://www.facebook.com/MaycoStudios/
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MB1484 Tree Stump Fairy House
6”H x 5.5”W x 4”D

4/case

MB1488 Fairy Door
6.75”H x 6”W x 1.5”D

6/case

MB1485 Flower Fairy House 
6”H x 5.5”W x 5.75”D 

6/case

MB1501 Fairy Window w/Shutters
5”H x 6”W x 1.25”D

6/case

MB1500 Fairy Window w/Awning
5.5”H x 5.75”W x 2.5”D

6/case

MB1502 Teapot Fairy House
5”H x 7”W x 4.25”D

6/case

MB1490 Whimsical Clock
10.625”H x 8.25”W x 3.25”D

3/case

MB1483 Double Decker Bus Bank
4.5”H x 3”W x 7.5” D

4/case

MB1489 Hedgehog Planter
7”H x 7”W x 9.5”D

3/case

MB1507 Stretch Dog Container
4.75”H x 15.5”W x 5”D

3/case

MB1506 Stretch Cat Container
4.75”H x 14”W x 5”D

3/case

MB1508 Vintage Truck Container
5.75”H x 6.5”W x 13.5”D

3/case

MB1486 Rustic Tray
1.13”H x 11”W x 8.5”L

6/case

Featured with Stroke & Coat® glazes. Featured with Stroke & Coat® glazes.

Featured with Foundations® glazes.

Explore glazing by using non-
traditional studio tools and 

materials to create fun textures, 
designs and more! 

www.maycocolors.com
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4/case

MB1488 Fairy Door
6.75”H x 6”W x 1.5”D

6/case

MB1485 Flower Fairy House 
6”H x 5.5”W x 5.75”D 

6/case

MB1501 Fairy Window w/Shutters
5”H x 6”W x 1.25”D

6/case

MB1500 Fairy Window w/Awning
5.5”H x 5.75”W x 2.5”D

6/case

MB1502 Teapot Fairy House
5”H x 7”W x 4.25”D

6/case

MB1490 Whimsical Clock
10.625”H x 8.25”W x 3.25”D

3/case

MB1483 Double Decker Bus Bank
4.5”H x 3”W x 7.5” D

4/case

MB1489 Hedgehog Planter
7”H x 7”W x 9.5”D

3/case

MB1507 Stretch Dog Container
4.75”H x 15.5”W x 5”D

3/case

MB1506 Stretch Cat Container
4.75”H x 14”W x 5”D

3/case

MB1508 Vintage Truck Container
5.75”H x 6.5”W x 13.5”D

3/case

MB1486 Rustic Tray
1.13”H x 11”W x 8.5”L

6/case

Featured with Stroke & Coat® glazes. Featured with Stroke & Coat® glazes.

Featured with Foundations® glazes.

Explore glazing by using non-
traditional studio tools and 

materials to create fun textures, 
designs and more! 

www.maycocolors.com
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Paragon Cone-Fire Firing Record Page _______

This record sheet will help you learn from
each firing.
Kiln: If you have more than one kiln, write in
the model number.
Total Firing Time: This will help you
determine when to monitor the kiln during the
next firing.
Vented Lid: In ceramics, the lid is opened
part way to release moisture. Write in total
hours the lid was vented. (Not applicable if
you are using the Orton vent.)

Shelf Cones: Though your kiln is automatic,
we recommend using witness cones on the
shelf. Record the bending as a clock number
(from one to six o’clock), or sketch the cones.
Sketch of Firing Chamber: Include any
information that will help with future firings:
shelf spacing, the height of posts, the type of
ware on each shelf, etc.
Firing Number: Helps you keep track of how
many times you have fired your kiln.

© 2000, by Paragon Industries, L.P. Feel free to make
copies for personal use. IM-189/10-13

Date _______ Kiln________ Total Firing Time ___:____ Cone ________ ❑ Fast ❑ Medium ❑ Slow Hold____.____

Pre-Heat ________hours Lid vented for_______hours   Shelf firing cone #__________ Cone bending __________

Slow Cooling Rate____________ Firing Number ____________ Sketch of Firing Chamber

Description of Firing Firing Results

2011 South Town East Blvd.
Mesquite, Texas 75149-1122
800-876-4328 / 972-288-7557
Toll Free Fax 888-222-6450
Fax 972-222-0646
www.paragonweb.com
info@paragonweb.com

Kilns and furnaces you can depend on.
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Free Video Training: Watch kiln videos at
www.paragonweb.com. Click the Kiln Video link
on the home page.

We recommend that you wear tight-fitting gloves
such as mechanic’s gloves while assembling the
stand.

Tools needed:
gloves
medium slotted screwdriver
7/16” box end wrench (or adjustable wrench)

Assemble the Stand
You will find two shelves, two side frames, and a

bag of nuts and screws in the deluxe shelf kit. The shelf
with the hole in the center is a top shelf. The solid shelf
goes on the bottom of the stand as in the photo below.

The caster mounting plates on the side frames go
toward the floor.
1 Insert a short tab from a shelf into the bottom of the
opening in a side frame. The tab overlaps the outside
of the side frame opening.

2 Insert the tab on the opposite side of the shelf into
the other side frame.

Deluxe Kiln Stand
Assembly

©2016, by Paragon Industries, L.P.      IM-251/11-16

When moving the kiln and stand, never allow the cord set to
become taut and strain the wall outlet. Periodically check the

outlet and plug for damage.

3 Lay the top shelf (the one with the hole in the cen-
ter) over the side frames. The short tabs slide over the
outside of the side frames. The long tabs on the top
shelf should be inside the side frames.

4 After you have assembled the shelves and side
frames, in-
sert the
screws and
nuts. This
step may be
easier with-
out gloves.

5 Install the casters.

Install the Orton Vent Cup
Skip this step if your kiln does not have an Orton
Vent.

1 Attach the hose to
the vent cup with the
clamp that came with
the Orton Vent.

2 Slide the vent cup up inside the stand and into the
flange supports in the top shelf. Rotate the vent cup a
little as you slide it into the flange supports.

3 Place the gasket that
came with the vent over
the vent cup as shown at
right.

Paragon Industries, L.P.

2011 South Town East Blvd., Mesquite, Texas 75149

800-876-4328 / 972-288-7557 / info@paragonweb.com

www.paragonweb.com

http://www.paragonweb.com
www.paragonweb.com
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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.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.

http://www.skutt.com


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

http://www.skutt.com/kilnlink
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