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WELCOME
Convention Experience!
 Were you there in person? Did you join us through social media? Did you purchase the convention 
educational information if  you were not there?
 We would love for everyone to join us for convention in person every year, but we understand that is not 
always possible. So, for those who were not able to have the “Convention Experience” in person, we came to 
you live on Facebook, though social media posts, and have even made all the educational material available for 
purchase on the CCSA website. Of  course, the “Convention Experience” is always better in person and we hope you’re 
already making plans to join us in Buffalo, New York, in 2019. CCSA will launch a Convention Club Program in January to help 
you save for next year’s convention, so be on the lookout for details.
 Planning a convention is no easy task and it takes months of  detailed preparation and coordination. The board works very hard to keep 
ideas fresh and meet the needs of  all CCSA members. None of  this would have happened without the Board of  Directors, countless volunteers, 
teachers, exhibitors, members, and staff. So, I want to thank all of  you for your helping the CCSA in your own special way.
 Convention is always bittersweet for me as I say goodbye to several board members, but also get to welcome new ones. Our dedicated 
volunteer leaders and staff work hard to ensure that CCSA is on solid ground, that we remain true to our mission and vision, and that we continue 
to diversify our association’s offerings and increase value to our members. I know this new Executive Board will continue to follow this same path. 
Your new Board President is Tracy Schultz, Vice President is Nell Wertz, Secretary is Allie Nottingham, and Treasurer is Maegan Supple. The mem-
bership has elected strong leaders, and I look forward to working with the current Board of  Directors.
 Best of  luck to all of  you as you head into the holiday season. Remember to take care of  yourself.

 Dena Pearlman, Executive Director

Convention gets better every year! How will we top ourselves next time?
 In case you don’t know me, I am Tracy Schultz, your incoming president of  the CCSA. I’ve been a member of  
the CCSA for over 10 years and daily reap the benefits of  such a powerful and active association. I am honored 
to serve as president and look forward to a year of  firsts and of  continuing with the productive work of  the past 
president, Jenn Meyer. The prospect of  our new incoming board members and the value they will bring to the CCSA is very exciting.
 On behalf  of  our current board members (Michael Harbridge, Erin Racioppi, Grace Pennella, and Maegan Supple), I welcome our “newbies,” 
Nell Wertz, Bethany Pepper, and Allie Nottingham. Each of  them brings a fresh perspective based on their collective wealth of  experience in the 
PYOP industry. We say good-bye to board members Kaylin Brady, Bre Kathman, and Kim Stanfill-Mcmillan, and we thank them for their service to 
the CCSA over the past several years. We also say good-bye to President Jenn Meyer, whose strong leadership brought the board and the CCSA to 
an overall better place, positioning us to build on that progress this year.
 The board spent a few days after Convention working on our plan for the upcoming year. We got to know each other and how to better work 
together with a self-evaluation process called DISC, led by Teresa Johnson of  PYOP Studio Stuff. We reviewed our current Pillars—Membership, 
Education, Promote, and Convention—which address the objectives of  the CCSA, and we outlined a comprehensive plan for each Pillar for the 
upcoming year, recognizing that the tactics in the Pillars change to match our ever-evolving requirements. I’m confident we are listening to the 
needs of  all members and suppliers and that only more good things are in our future.
 We have committed and talented people in place to accomplish our goals. This is work that cannot be done without the dedication of  our staff, 
Executive Director Dena Pearlman and Director of  Marketing and Membership Laura Hollis Dendy. In addition to the staff, each volunteer mem-
ber of  the Board of  Directors is eager to continue the work of  our past board and uphold the CCSA’s mission to promote our industry and be a 
resource for our members. The amount of  resources the CCSA offers its members is unprecedented. If  you’re looking for something, the CCSA has 
most likely already created it for your use, available on our website at the touch of  your fingers!
 As your new president, I welcome any and all feedback. I want to be known as an accessible, transparent, and trustworthy leader for all of  
our current and prospective members. I look forward to working together with all of  you to further the CCSA’s mission and ongoing success!

Tracy Schultz, President
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as benefitting her studio. Beth Parsons Orlando of  Busy Bees Pottery 
& Arts Studio in Pennsylvania has applied the operational checklists for 
daily activities, training, and downtime at her studio. At my studio, I’ve 
enjoyed figuring out how to price and sell glass, as well as utilizing the 

Daily Activities and Logs lists, and the Marketing Cal-
endars, but there is so much more to explore and 
now I’m on a mission to get my processes in line. 
       What’s your need? Where do you start? 
Remember, you are not alone! Don’t feel like you 
have to start from scratch—there’s certainly no 
need to reinvent the (pottery) wheel these days. 
Log into your account at CCSAOnline.com and click 
the Member Resources tab, or enter the topic you’re 
looking for in the search option. It’s a little faster 

and generally a lot more thorough than waiting for an answer to a 
question posted on Chatter.
      Take advantage of  these ready-to-customize forms, which are 
available in Word or Acrobat format so you can completely tailor them 
to your heart’s content with logos, disclaimers, and any necessary 
edits. And if  you’ve got your own amazing forms and templates to 
contribute, please send them to Laura@ccsaonline.com. e
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Forms and Templates 
at Your Fingertips

MEMBERSHIP MATTERS

Here you’ll find dozens of  extremely helpful documents, including 
various party contracts, camp registrations, Custom Order Contract, 
Daily Activities chart (don’t we all need this!?), Dipping Log, various 
employee-related forms (application, evaluations, job descriptions, 
warning), Staff Meeting Format, Secret Shopper 
form, Field Trip checklists, Instructor Agreement, 
Model Release, glass-related material (tracking, 
pricing, liability), PYOP Day Info, Non-Compete 
Forms, Pottery-to-Go guidelines, Technique Review, 
and many, many more.
      And don’t forget the 28 separate entries under 
the “Hiring” heading, as well as the 16 different 
types of  press releases! This list is just the tip of  
iceberg for Forms and Templates resources. And 
there are plenty of  other helpful tabs to click on the website, such as 
Ah-Ha Videos and Business Articles and Resources.
      Here’s how some of  your peers are using the CCSA forms. Cheryl 
Tisland of  Burst of  Butterflies in Chandler, Arizona, has used the 
Employee Handbook (edited for her needs) along with the Advertising 
on a Shoestring article. Pepper of  Fat Cat Art Café in Mississippi touts 
the Photo Release Form and the printable Monthly Marketing Calendar 

I
By Dana Hall, You’re So Crafty , Seguin, Texas

In this space, we’ve been discussing ways to find useful information on the CCSA website (which is absolutely chockfull of  resources). 
This time around we’re going to dig a little deeper into the Forms and Templates Section, which is found in the dropdown menu of  Studio 
Operations under the Member Resources tab.

DON’T FEEL LIKE 
YOU HAVE TO 

START FROM SCRATCH —
THERE’S CERTAINLY 

NO NEED TO REINVENT 
THE (POTTERY) WHEEL 

THESE DAYS.

 
 

                                                   CHILDREN’S PARTY AGREEMENT 
 
 

 
DATE OF PARTY:  ____________________ TIME OF PARTY  _______ to ____ am/pm 
GUEST OF HONOR:  __________________ OCCASION: _______________________ 
NUMBER OF ATTENDEES:  _____________ AGE RANGE: _______________________ 
PARTY PACKAGE: ____________________ 
 
PARTY HOST INFORMATION: 
 
NAME:  ____________________________ ADDRESS: ________________________ 
CITY:    ____________________________ STATE:  ____________  ZIP __________ 
PHONE: ____________________________ E-MAIL: __________________________ 
 
PLEASE READ THE FOLLOWING BEFORE SIGNING: 

1. Guest of Honor will receive a plate personalized by all the guests! 
 

2. All parties have a minimum of 8 attendees.   
 

3. Party fee includes 2  hours of studio time.  The cost of all parties includes a piece of 
pottery, all paints, supplies, instruction, firing and glazing. 

 
4. The pottery will be ready for pickup by the party host one week after the party.  We have 

limited space to store your pieces, please pick them up promptly. 
 

5. A $50 deposit is required to reserve a party date. 
 

6. Parties will begin at the time listed above. Please ask your guests to arrive on time so that 
everyone may enjoy the party together. 
 

7. We are here for you. Please let us know if there is anything we can do to make your party 
the best it can be! 

 
8. Thank you for choosing us on this special day!!! 

 
 
 
Signature of party host:  ____________________________________________________ 
 
Special Notes: 

Logo 

Employee Evaluation Form  

 

  Please use this form as a guideline to help evaluate your employee experience. This form is strictly meant to act as a guideline only.  

(INSERT COMPANY LOGO & NAME HERE) 

Evaluator_____________________________    Employee ___________________________________ 
 
Professional Behavior     outstanding above average acceptable  poor not observed 
Ethics 
 Attention to tasks/customers          4       3      2     1        0 
 Honest feedback/communication         4       3      2     1        0 
 Trustworthy            4       3      2     1        0 
 Follows proper procedure          4       3      2     1        0 
Appearance 
 Follows Dress Code           4       3      2     1        0 
 Neat, clean, well-groomed          4       3      2     1        0 
Attitude 
 Positive toward customers/Pleasant interaction w/customers   4       3      2     1        0 
 Balance between “too aggressive” and “not helpful”    4       3      2     1        0 
 Positive rapport with co-workers         4       3      2     1        0 
Commitment to Company 
 Knows company policy – and implements        4       3      2     1        0 
 Knows daily/weekly goals of company        4       3      2     1        0 
 Knows personal performance levels         4       3      2     1        0 
Product Knowledge 
 Familiar with products and inventory         4       3      2     1        0 
 Familiar with market competitors         4       3      2     1        0 
 Knows location of merchandise on floor        4       3      2     1        0 
Personal Attributes 
 Punctuality            4       3      2     1        0 
 Organization            4       3      2     1        0 
 Seeks and accepts responsibility         4       3      2     1        0 
 Helpful & friendly/approachable         4       3      2     1        0 
 Enthusiasm            4       3      2     1        0 
 
 
 
 

FOR IMMEDIATE RELEASE:

WE PUT THE ‘ART’ IN PARTY

By [NAME & COMPANY]
DATE

[CITY, STATE] – Kids love pottery painting parties and so will you! Let your party choose from a
variety of pieces including everything from plates to banks and everything in between.  Or let each 
child paint the same piece. We’ll provide the pottery, you provide the kids! We offer special rates for 
arty party people. We’ll even clean up!

A typical party lasts three hours.  We provide pre-printed invitations for you to address and send out 
as well as a special birthday plate for all attendees to sign as a special remembrance for your child 
to take with them.  You can bring your own beverages and snacks or we can help put together a 
menu for you so all you have to do is show up.  Party room seats 25.  

About [COMPANY NAME]

[Here is where you’ll put a sample blurb about your company – keep it short and interesting]

Contact

To learn more please contact

[YOUR NAME AND TITLE]
[COMPANY NAME]
[ADDRESS]
[PHONE]
[CELL PHONE]
[EMAIL]
[WEBSITE]

###

 

mailto:Laura@ccsaonline.com


KILN 
GODDESS 
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So how do you decide what new inventory, 
classes, or techniques to bring on board? 
Wood signs, wood boxes, wood trays (wood 
anything!), glass fusing, glass painting, pot-
tery glazes and fired products, canvas, clay, 
jewelry, acrylic, succulents, mosaics. Heck, 
studios even saw bear-stuffing for a time. Just 
because others are doing it—and perhaps 
doing it really well—doesn’t always mean that 
it’s right for your business.
 How do you sort through the ideas—all 
those shiny objects—and make wise decisions 
for your business? Each new addition to your 
studio should go through a feasibility checklist 
to determine whether it’s a good fit. Be honest 
with yourself, your abilities, your time, your 
studio’s space/storage, and your staffing. 
Here are some things to consider:
 e Who else is doing it in your area? How 
well are they doing it, what are their prices, 
and what are their strengths and weaknesses?
 e How much do you know about it? 
What do you know/not know about the process 
of  making it?
 e What are the supplies? Where do you 
get them and how easily can you buy large 
quantities? How much do they cost? (For ex-
ample, are you picking up wood boards from 
a home improvement store at retail price, or 
buying them from a wholesaler?)
 e Where will you store the supplies?
 e How will you price the projects?
 e How will you promote it? If  others are 
doing it in your area, how will you draw people 
to your studio instead of  the competition?
 e How long will it take to get off the 
ground? From securing supplies, making 
samples, and creating a display to marketing it 
on social media, adding it to your website, and 
organizing classes.
 e Is it walk-in or class-based?
 e Is it seasonal? Can you sell more of  it 
during certain seasons?

Avoiding the 
“I’ll do that, too!” Trap
By Hillary Moulliet, Art Space Studio, Charlotte, North Carolina

Being a creative is both a blessing and a curse. We’re drawn to shiny objects and often 
want to dabble in all that’s new and trendy. We acquire art supplies like we’re preparing 
for Armageddon. Some people have a craft closet, some are lucky enough to have a small 
craft room in their house—we have our own studios with seemingly endless access to 
supplies and inspiration!

You know how in the movies, just before 
The Thing happens, the music starts to 
get intense? Da-dun, da-dun, da-dun-dun-
dun-dun-DUUNNNNN and we are alllll look-
ing for the shark to jump out of  the water. 
We may watch from behind our fingers 
because we know what’s coming.
 When I get back from convention, I 
feel like I need to start hearing Christmas 
music in the background. Not to get me in 
a festive mood, but as a warning.
 Jingle bells, jingle bells, jingle alllllll the 
. . . AAAAAAHHH!
 Okay, maybe that’s a little harsh. But, 
maybe not? I can’t be the only person who 
looks at the calendar for November and 
December and thinks, “Yeah, that’s gonna 
be a long day,” and “I’m going to be so 
tired.” I’m glad my family can handle din-
ner themselves for a few weeks. If  they are 
eating Christmas cookies for breakfast, at 
least that’s festive, right?
 Hopefully, I’ll also be rolling around in 
money that delightful and thankful custom-
ers are gleefully throwing my way.
 Here it comes, this annual holiday 
season, and it seems like it gets closer 
every year. For us, we are sometimes 
in hurry-up-and-wait mode as we get 
everything in place, but the customers 
don’t come quite as early as we’d like. But 
sometime in November, the switch gets 
flipped and suddenly—here they are!
 For some customers, this annual 
holiday manages to sneak up on them and 
somehow that becomes our problem. We 
need to remember that those customers 
aren’t paying us enough for their stress to 
become our stress, and we need to chan-
nel our inner Elsa and Let. It. Go.
 We also need to make sure WE enjoy 
the holidays. This is big. Just because we 
do what we do doesn’t mean we don’t de-
serve some Winter Wonderland of  our own. 
Light a scented candle if  you like, take time 
to breathe, order something yummy from 
your favorite restaurant for long days (and 
nights). Think about how you can reward 
yourself  and your staff for a job well done. 
Self-care is really important, especially at 
this time of  the year. It doesn’t last long, 
but it takes up a lot of  our energy. Take 
care of  yourself, so you can enjoy it all. e

BUSINESS SENSE

 e How will you train your staff? (Ask your 
staff their opinions on the new product. Since 
they’re the ones who will be promoting it—and 
likely teaching it—their insight is important.)
 e Assess its profit potential. Run some 
quick numbers and determine how much you 
could make in a month, six months, and a 
year. Estimate the average sale, the num-
ber of  sales for a month, and then deduct 
expenses to find its estimated profit.
 e What are your goals: is this a long-
term addition or a limited-time opportunity?
 e Connect with your studio friends who 
have already introduced it and ask questions. 
What is working? What isn’t? Do they plan to 
keep it going for a while or are they going to 
stop/discontinue it soon?
 Yes, it’s a lot of  research. But wouldn’t 
you rather invest a couple of  days’ research 
to discover it’s not for you, rather than quickly 
commit, only to discover it’s not a good fit 
after making a big financial investment? Start 
by doing a keyword search on CCSA’s Face-
book Chatter page. Chances are good you’ll 
find several topics of  conversation. Ask for 
feedback from other studios after reviewing 
the posts and discussions.
 You should always have new, business-
boosting shiny objects on your radar. But take 
the time and do your homework before making 
any commitments. Even try it on a small scale 
and buy a few supplies from our suppliers or a 
craft store and try it on your own first.
 As you continue to scan the internet for 
inspiration, there will be lots of shiny objects 
catching your eye. Before you go all-in, break 
out the feasibility checklist and take some time to 
determine if it’s a good fit for you and your busi-
ness. If it’s a YES, then start buying supplies, 
making samples, training your staff, and planning 
displays and marketing. Share your progress on 
the CCSA Chatter page to help others as they 
look for their own new shiny object!  e



www.gare.com
https://www.facebook.com/GareInc/
https://www.youtube.com/user/GareInc
https://gare.com/products_list.cfm?CategoryID=80


our business by doing things differ-
ently. Throwing out the rule book. 
Deepening connections. Making 
everyday moments matter. Studios 
were built for people to gather and 
connect. Being creative with the ex-
tra touches or service that you offer 
will help elevate the experience that 
people have in your studio.

CUSTOMIZATION
DIY has gone to a new level. In 
addition to building your own salad 
or fast-fire pizza, you can also cus-
tomize your own gifts and clothes. 
In New York City’s Chinatown you’ll 
find a popup shop that allows you 
to customize your own memento. 
Levi’s has created a tool called INK 

that allows DIY customization of  their denim products. The company 
even went on tour with their Tailor Shop where people get to use the 
tool. Their tagline of  “Invented by Us, Reinvented by You” is very remi-
niscent of  the pottery studio experience.
       Our studios are the epitome of customization! Studios provide the 
bisque; customers reinvent it with the way they choose to paint the pot-
tery. Now is the perfect time to push the personalization and customiza-
tion aspect of your studio to your community. Show samples of easy-
to-replicate designs that feature techniques such as paper painting, silk 
screening, or custom lettering. Fly the customization and personalization 
flag and wave it all over social media. The holidays are coming!

COMMUNITY + EVENTS
When planning events, be aware of community happenings that your cus-
tomers may want to attend. Play off of those activities and host yours on 
the same day or partner with one of the groups involved in an event. Like 
the popup souvenir store in New York, popup events and maker popup 
shops are hot. Local artisans and boutiques partner to sell their wares 
in unique locations such as breweries, museums, or even parks. These 
groups have a great demographic for our studios and offer a unique 
opportunity for you to show off your programs and products for young 
adults. You may even go as far as hosting an event of your own! Be sure 
to have a backdrop that is ideal for Instagram pics too.
       Apps such as GirlCrew are popping up too. The goal is to connect women 
locally (and worldwide) through shared interests and participate in meaningful 
connection and conversation. What if you hosted a GirlCrew gathering? What 
a great way to connect with women interested in what you’re doing! Plus, 
people want to associate with companies that share their values and passions.
       Time to connect! e

With so many great options in style 
and decor in the market, we may for-
get that our studios should be looked 
upon not simply as a place to create 
functional and decorative works of  
art, but also as a place where com-
munity and creativity can thrive. 

SIMPLICITY + BEING PRESENT
Consumers are embracing simplicity 
and nostalgia. Vintage colors and 
decorating styles reflect that mood 
and bring about the desire for 
simple activities such as catching 
up with friends while playing board 
games. So much so that board 
game shops—complete with a bar 
and walls lined with games—have 
jumped onto the scene.
       As people start to realize that addiction to our phones is real, they’re 
looking for ways to unplug. As the saying goes, “Do more things that make 
you forget to look at your phone.” Invite people in for a tech-free night 
where they check their phones at the door. Serve simple snacks and have 
simple games such as Connect Four, tic tac toe, or Chinese checkers on 
hand for folks who finish painting before the rest of their group. Pull in kids 
of all ages for a Fortnite-themed event where painters create a scene on 
their piece that resembles one of the sites in the game.
       In the name of  simplicity, make it easy for people to host events in 
your studio. Offer your space as a place for collaboration (team build-
ing) and incorporate a mental wellness activity along with it (painting 
project). Having a selection of  planned projects, suggested colors, 
brushes, and design tools all together will make it easy for the host in 
their project planning.
       Be sure you’re using an online booking program to schedule 
parties and team building events. People need to be able to book their 
event when it suits their schedule. 

CONNECTION + MINDFULNESS
In 2019, companies will be working to elevate their image as partners 
in their communities in addition to being a retail establishment or 
service provider. The focus is on being mindful of  what you offer and 
the role you play as an influencer in your area and how your community 
and customers view your business. 
       In their book The Power of  Moments, Chip and Dan Heath show 
readers how defining moments (described as short experiences that 
are meaningful and memorable) are created from one or more of  
these elements: Elevation, Insight, Pride, Connection. The overall 
concept is that we are able to elevate the experience a customer has in 
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S
By Crista Toler, Studio Market Coordinator, Mayco

So many design trends in home decor, lifestyles, and fashion affect the way companies design bisque for your studio. Mystical designs 
such as unicorns and mermaids offer easy inspiration for events and surface decoration along with the lovable llama. Farmhouse and 
vintage designs give your customers a different way to look at decorating pottery.

TREND FLASH

Looking Ahead to 2019: Trends in Connectivity
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Slime: Hate It Until You Love It!
BRANCHING OUT

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

Slime. I’m sure many studio owners just winced merely reading the word. I was a hater too at first. It’s not a fired art. It isn’t art, period. It’s 
too “crafty.” It’s messy. It’s slime! There are many reasons to shun it, but there are just as many to embrace the trend.

Why should you consider offering slime? Because it’s the next big thing. 
Kids love it. They’ll have a great experience, begging to come back to 
your studio. Parents also want it. Julia McNair of  Do It Yourself  Crafts 
in Birmingham, Alabama, recounts, “I was literally cornered by a group 
of  moms and they demanded I start offering it, to get it out of  their 
houses.” And slime is a money maker. It has a low startup cost, great 
margin, and can be marketed in many ways. 
 The low startup cost makes it easy to follow this fad. A studio can 
start making slime with some plastic bowls, spoons, and measuring 
cups—woohoo, Dollar Store! The heart of  slime is school glue, contact 
lens solution, baking soda, and water. YouTube has hundreds of  videos 
with recipes, each with their own “secret” ingredients: shaving cream, 
essential oils, glitter, food coloring, soap coloring, lotion, and glow 
paint. Try out a few and see which recipes you like best, depending on 
how they work for you and your marketing strategy.
 Marketing slime can be as flexible as the slime itself. While none of  
the studios I talked to offer slime as a walk-in project, they have made 
party and class options, each with their own twist. Parties can feature 
slime or pair it with another project. A slime-only party usually means 
making two kinds of  slime to “stretch” out the time. It’s more about the 
experience than the product. Jamie Lynn McCabe of  Clay Café Avalon 
in Newfoundland, Canada, uses beakers, test tubes, lab coats, and 
goggles for their “Slime Lab Party.” When they use glow paint, they pull 
out their black light for a wow effect.
 Some studios offer slime parties paired with another project. Mela-
nie Hewins of  Imagine Studios in Rogers, Arkansas, offers a premium 
party option where guests embellish a mason jar that they use to take 
their slime home. “We decorate the mason jar according to theme, such 
as unicorn glitter slime with a jar decorated like a unicorn. Unicorn, po-
tions (Harry Potter Night), and under the sea are my most popular. I’ll 
do a spooky glow-in-the-dark slime with a monster jar for Halloween.”
How about making slime an upcharge activity for a party? Add slime to 
a canvas painting or pottery piece for a premium party. Many parents 
will pay extra for a party as unique as the 
spelling of  their child’s name. How 
about mermaid slime and a mermaid 
pottery piece? Dinosaur, princess, 
galaxy—the themes are endless.
 When marketing slime, age is a 
consideration not to be overlooked. 
We don’t offer slime for kids under 8 
years old. Jamie Lynn Weisinger from 
Made: my art + design experience in 
Mamaroneck, New York, agrees: “Six-
year-olds don’t like how slime feels on 
their hands and don’t have the motor 
skills to knead it correctly. We are a 

hard 8+ with NO EXCEPTIONS, but still get asked at least once a day.”
 Slime is lucrative! Julia McNair broke down the numbers. “We 
charge $15 for two containers [for a class]. We use 8-ounce deli 
containers, which cost about 12 cents each.” She charges $175 as a 
party option for up to 10 kids, $16 per person above 10 participants. 
“The cost of  what they are taking home is $2.50–$3.00, and I am 
happy with that margin.” Considering that the project walks out the 
door with no additional labor, a $12 margin is worthwhile. Worried 
about filling chairs? Jamie Lynn says, “Every workshop sells out within 
days. Our slime parties are more popular than our pottery parties. 
Response has been A+++.”
 Ultimately, slime has to make sense to bring it into your studio. 
Slime as a product is not appealing to most studio owners. But try 
looking past the product to how it can be used as a marketing tool. 
It is a vehicle that provides an inexpensive and flexible experience to 
capture new customers and keep existing ones coming back. You may 
not like it now, but when it brings in the bucks you might end up loving 
it more than the kids! e



www.duncanceramics.com
www.duncanceramics.com


10 CCSAtoday  •  Fuel Your Creative Fire  •  Winter 2018

Top tips: Find a business that seems easy to work with and whose cus-
tomers are similar to yours. Make sure expectations are clear with the 
other business. Who will handle the money? Who will advertise? Also, lo-
cation is important. If  you partner with someone in your same shopping 
center, you may get different results than if  you partner with someone 
10–15 minutes away from your studio.

Chick-fil-A
When it comes to fast 
food chains, no other 
restaurant reaches 
out to its customers 
quite like Chick-fil-A. 
This makes them a 
unique partner and 
popular destination 
for acquiring new 
customers. Ashley 
Prince from Pickled 
Palette in Sioux City, 
Iowa, offered an on-

site make-and-take with acrylics for customers to paint cow figurines, 
inspired by the restaurants famous mascots. She charged $12 per per-
son, and received Chick-fil-A credit in exchange; she did not give any 
price breaks. Ashley said that the restaurant handled the event so well 
that by advertising on social media and sending one email, the class 
filled two weeks before the event. Even more, Chick-fil-A also offered bag 
stuffers for the drive-thru traffic as well as in the lobby, inside the store, 
their Text Club, and the Chick-fil-A app. With her Chick-fil-A credit, Ashley 
decided to get creative and used it for large events like her Harry Potter 
night. She named them “Neville’s Nuggets”—how cute is that? 
       Heather Dronet of  BrushFire in Denham Springs, Louisiana, said 
she also enjoyed working with Chick-fil-A. She offered canvases for a 
daddy–daughter night, and was paid per head from their sign-up fee.

Yoga Studio
Partnering with a yoga studio is a fun way to show yogis another way 
to find their “Zen within.” Tammi Ramos-Crispino of  Fire Me Up Studio 
in Cranford, New Jersey, connected with a local yoga studio and a juice 
bar, presenting a three-hour pottery wheel and yoga session, followed 
by a smoothie or açai bowl for $79. She said it was a success because all 
three businesses promoted the event and the energy was very positive.

      Sara Kojaku of  Art 
Moppet Studio in Muri-
etta, California, also held 
a three-hour event, but 
she partnered with an es-
sential oil distributor and 
a yoga studio. Customers 
were treated to a cus-
tomized blend of  oils in 
a roller bottle, an hour of  
yoga, and an art project. 
Sara handled the sign-
ups and registration on 
her end and she paid the 
other instructors. She said 
she gained new custom-
ers from this event, and 
her favorite part was “the 
feeling of  community and 
love.”

Joining Forces: Cross Marketing 
with Other Businesses

STUDIO SUCCESS STORIES

By Allie Nottingham, The Painted Pig Studio, Little Rock, Arkansas

PPartnerships with other businesses can be mutually beneficial. Businesses can expose each other’s clientele to new experiences and 
products, and, hopefully, turn them into new customers. I reached out to some of  our CCSA members around the country for ideas about 
cross-promoting with other businesses.

Above: Ashley Prince’s studio, 
Pickled Palette, played off the 

iconic Chick-fil-A cow.

Right: Allie Nottingham of  
the Painted Pig incorporates 

her essential oil business 
into various project sessions, 

including bath bombs.
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Essential Oil Distributor
At convention I was happy to hear that so many studios are already 
partnering with essential oil distributors. As a distributor and studio 
owner myself, I have found the spirit of  both businesses already over-
lap in several ways. First, both businesses provide emotional support 
for the customer: Studios supply a place for customers to relax and 
create, get their minds off  their troubles, and focus on their ar t. Es-
sential oil distributors focus on wellness, using oils to support emo-
tions and body systems. Both businesses are popular with customers 
of  any age, and are very popular with families. At my studio we’ve 
had several popular DIY bath product nights using essential oils, such 
as bath bombs, sugar scrubs, and shower melts. A lot of  my current 
customers are hungry for these DIY natural products and my studio is 
a great place to make them because we have the tables and the space 
to play. (Check out a recipe for bath bombs on page 23 of  this issue!)
       Pat McKenna of  the Mad Potter in Bettendorf, Iowa, is also a 
distributor for the same essential oil company, and she had an awe-
some idea. At her studio, they do oil classes and then make diffuser 
necklaces out of  clay. A diffuser necklace is a pendant with one side 
painted, the other side bare bisque. The oil can soak into the bisque 
and rest against the skin when worn, allowing the wearer to enjoy 
the benefits of  the particular oil. There are many possibilities for this 
market—just make sure you partner with a reputable company. (Of  
course, this goes for all partnerships!)
 There are so many possibilities for cross-marketing in our in-
dustry. Stay tuned for even more ideas in upcoming issues, including 
coffee shops, animal shelters, breweries, cupcake shops, and antique 
malls. Have an idea to share? Email Allie at thepaintedpigstudio@ya-
hoo.com. e

Sara Kojaku’s Art Moppet Studio offered a relaxing yoga session.

mailto:thepaintedpigstudio@ya-hoo.com
mailto:thepaintedpigstudio@ya-hoo.com
mailto:thepaintedpigstudio@ya-hoo.com
www.colorobbia.it
www.facebook.com/ColorobbiaArt
www.facebook.com/ColorobbiaArt
https://www.instagram.com/colorobbia_art/


www.paragonweb.com


www.maycocolors.com
https://www.youtube.com/user/MaycoColors
https://www.facebook.com/MaycoStudios/
https://www.pinterest.com/carter6949/mayco/
https://www.instagram.com/maycocolors/
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To Tip or Not to Tip?
STUDIO SPECIAL

By Lisa Feltz, Meltdown DiY Art Studio, Eldersburg, Maryland

AAllowing employees to accept tips has been a source of  debate and discussion in our industry since its inception. When I was tasked with 
writing an article about tipping for this issue, I realized that I hadn’t really considered the matter too closely, other than my experience 
with my own employees over the years and listening to the recent national debate about tipping within the restaurant industry. Writing 
this piece placed me in a position to dive deeper, to look at tipping within my own studio and to do some research on the topic, and for 
that I am grateful. 

Why? Because if  nothing else, I have learned that I really need to put 
more thought into tipping as a practice within my business. That being 
said, I believe I’ve come up with a helpful way to approach this subject. 
This is not an opinion piece, nor do I think you should rely on the opin-
ions of  our colleagues on this issue. Instead, this is 
intended to help you recognize some of  the things 
you should take into consideration as you develop 
your own unique policy on tipping.
 1. Employee Culture: Employees in our in-
dustry are not dependent on tips and are paid ac-
cordingly. In other words, we don’t pay them less 
than minimum wage (as many restaurants do) with 
the expectation that they will earn the difference and 
then some in tips. Tips earned are in addition to 
their regular wage. As a business owner, consider how this can affect 
the overall employee culture within your staff. Typically, tips—es-
pecially more substantial ones—are earned by employees who 
run parties. By allowing employees to accept tips, it boosts 
their regular wage and may possibly cause contention or 
competition with other employees. An employee who earns 
a $20 tip after a two-hour party bumps their hourly wage 
up $10 per hour, which could cause employees to argue 
about who runs parties and create animosity among staff 
members. One solution would be to have employees share 
tips, or “tip out” as the practice is called. Easy, right? Well, 
actually, not so fast. . . .
 2. Managing Tips: Even if  you have a fancy POS 
system, it can be hard to track employee tips. Our sys-
tems are not usually set up to deal with tips, splitting 
them between employees within the same ticket, and so 
on. On top of  that, there’s the issue of  how to allow the 
customer to pay them. Most customers will want to add 
it to their bill, which means you’ll be charged credit card 
fees on those tips. Do you pass those fees on to the em-
ployee? Is it an employee perk that you’re paying those 
when they get the money? With or without a POS, it can 
take a lot of  valuable time to track and distribute em-
ployee tips, especially when you factor in the tax require-
ments.
 3. Tax Requirements: When developing your tip-
ping policy, you also need to factor in tax requirements. 
In general, tip income is taxable and thus required to be 
reported on tax returns. This includes all forms of  tip-

ping: cash, credit card, and tips split between employees. Employees 
are required to keep detailed logs on all tips earned and share those 
with employers so that both the employee and employer can submit the 
details with tax returns. Employers are obligated to withhold amounts 

for income tax, Social Security, and Medicare from 
tip income. Worth considering for sure, as you can 
imagine that this is quite an undertaking and makes 
me wonder how many people actually do that, which 
leads us to the last talking point.
       4. The Tipping Debate: The last point of  
consideration I’ll bring to the discussion here is that 
if  you have not already done so, it’s not a bad idea 
to look into the current debate about tipping within 

the restaurant industry. There is quite a 
lot of  debate and research out there on 
the practice of  tipping and the effect of  
the practice on employees, customers, 

and employers. It’s an interest-
ing and informative discus-
sion, from the perspectives 
both of  tipping within our 
businesses and of  consum-
ers who participate in the 
practice regularly in the 
United States. 
     To tip or not to tip? 

It’s a question that can 
only be answered by 
you. Do your research, 
come to terms with what 
works for your business 
and your employees, 
and set your policy. 
Don’t forget to check 
with your accountant as 
well as your lawyer for 
any other things that 
you should take into 
consideration when de-
ciding on a policy. Good 
luck on your journey! e

DO YOUR
RESEARCH, COME 

TO TERMS WITH 
WHAT WORKS FOR 

YOUR BUSINESS 
AND YOUR EMPLOYEES, 
AND SET YOUR POLICY. 
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An App to Start Your Day
Alarmly (iOS/Android, free; $1.99 ad-free 
upgrade) Be honest. How many times do 
you hit the snooze button in the morn-
ing? Enter Alarmly: the solution for the 
perpetual snoozer and the key to kicking 
your morning off right! Marketed as the 
“devil’s alarm,” Alarmly is an alarm clock 
with a twist—to dismiss your alarm, you 
must complete a preprogrammed “mis-
sion.” These include shaking your phone 
a set number of  times, taking a photo of  
a preset item, or even completing a series 
of  basic math problems! I am telling you, 
this app is such a help to get me going on 
those days that I’d rather just flop around 
in bed. A personal favorite? Set it so it will 
only turn off if  you scan the barcode on 
something you must get up to find, like 
your toothpaste. 
 Similar Apps: Want a gentler alter-
native? Sleep Cycle (iOS/Android, Free) 
tracks your sleep and wakes you when 
you’re sleeping the lightest. Want a snar-
kier, game-like alternative? CARROT Alarm 
Clock (iOS, $2.99) will wake you with silly 
songs, yell at you for snoozing, and make 
you play a few mini games before turning 
off the alarm and earning points.

An App to Keep 
You Focused
Forest (iOS, $1.99/
Android, free/Chrome 
browser, free) Are 
you constantly dis-
tracted when you fi-
nally sit down to get 
to work? One popular 
method of  staying 
focused is the Po-
modoro Technique. 
If  you’re not familiar, 
the premise is to set 
a timer to 25 min-

Focused on the Road to Success
TECH TALK: MODERN BUSINESS TOOLS FOR YOUR STUDIO

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

LLast time around I touched on some great apps to get you on the path to productivity. But one of the keys to being productive is staying 
productive—creating inertia by forming good habits. Now it’s time to level up with a few more amazing (and fun!) apps to keep you focused 
on the road to success.

utes, work on a task until 
the timer goes off, take 
a five-minute break, and 
repeat. After every fourth 
25-minute session (the 
pomodoro), take a longer 
15- to 30-minute break. 
While you could easily just 
use a timer for this, why 
not make it more fun? With 
Forest, you start your tim-
er by planting a seed and 
get to work. The seed will 
grow into a tree as your 
timer counts down your 
25 minutes. But here’s 
the brilliant part—if  you 
reach over to check your 
phone before your 25 min-
utes are up, the app will 
block other apps and re-
mind you to put down your 
phone. If  you exit the app 
to check messages, play 
on Facebook, or otherwise 
get distracted, your tree 
dies! The goal is to grow 
a lush forest of  trees, and 
with each pomodoro ses-
sion you complete, you 
add another tree to your 
productivity forest!
 Similar Apps: Want a 
low-tech option? Use an 
egg-timer! Want a less 
game-like app? Try Focus 
Keeper (iOS only, free). 
Want to integrate with your 

to-do apps? Use PomoDoneApp (iOS/Android/Web, starts at ~$28/
year) with Trello, Todoist, Wunderlist, and more!

An App to Track Your Habits
Productive (iOS only, free; $19.99 per year for premium) Forming 
good habits is key to living a productive life but staying account-
able can be a struggle for even the best of  us! Productive is a 
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fantastic app that helps you set and track your habits. Choose/set 
the tasks you’d like to track habits for from a great list of  pre-loaded 
options or create your own. Color code tasks to organize them into 
categories, decide when they should be repeated, and set reminders. 
Your app dashboard will show you what you need to do in the morning, 
afternoon, and evening— just complete your task 
and check it off. Then you’ll be able to see your 
progress and track your streaks! Track five habits 
with the free version or an unlimited number with 
the premium version.
 Similar Apps: For a great Android option, try 
HabitTrack (also known as HabitBull, iOS/Android, 
free). For a simpler interface that is focused on 
helping you build (or quit) habits, try Done (iOS 
only, free). To turn your habit tracking into an RPG-style game com-
plete with quests, try Habitica (iOS/Android, free, with upgrades avail-
able). 

Facebook
It’s more important than ever that your Facebook content is encourag-
ing comments and shares. Video content is showing no sign of  slowing 
down, and it’s a good idea to include both original and shared videos in 
your marketing schedule for optimal results. Actions that require more 
effort are viewed as a higher-quality interaction, which gives you an 
organic boost. By encouraging users to respond to questions, or hit 
the “Love” or “Haha” icon instead of  the “Like” button, you can help 
improve your reach. It’s also important that you are taking the time to 
reply to the comments left on your posts. Not only is this helpful for your 
Facebook ranking, but it shows your followers that you are interested in 
and appreciate them taking the time to interact with you.
       While organic reach has been steadily declining for years, we are 
starting to see new opportunities for engagement. Your Facebook page 
is no longer your only Facebook marketing tool. As a business page, you 
can use Facebook event pages, private groups, messenger, and strate-
gic ad campaigns to gain followers and reach new customers. Remem-
ber, if  you are encouraging click-throughs to your online event calendar, 
it’s a good idea to install the Facebook Pixel on your website. This will 
help you to monitor how successful your efforts truly are. Not sure how 
to do this? Facebook has tons of  great (and free!) resources. You’ll find 
a full tutorial on installing the Pixel on their site.

Instagram
Just like on Facebook, video content is still king. Instagram stories are a 
great way to increase the likelihood that users will see your posts. As with 
all things in marketing, it is better to remain consistent than to swing be-
tween extremes. If  the concept of  creating new Instagram stories every 
single day doesn’t feel doable, then consider something that will be more 
manageable for your schedule. Perhaps a Monday morning roundup of  

Refresh Your Social for the New Year
By Kelci DeFrancesco, Marketing Consultant and Graphic Designer

SSocial media is always evolving. It’s nearly impossible to keep up with all the changes in the midst of  running your business. Still, it’s a 
good idea to check in on what’s new every 6 months or so, to make sure your social media strategy isn’t left in the dust. Here are the 
most important recent changes, by platform.

the fun things that just came out of  the kiln, or an “unboxing” video of  
your newest pieces from your supplier. It doesn’t have to be the same 
each week, but it is a good idea to post a consistent number of  stories 
from week to week. Whatever schedule you decide on, make sure that it 
is something that you will be able to maintain for best results. 
       When you’re looking for new content to share on Instagram, source 
content from your customers! There are a few places to find the stories 
and videos that customers are sharing from your studio. The first is in 
your inbox: if  a customer tags your studio in a story, you’ll get a notifi-
cation. The best part is that Instagram has added a new function that 
allows you to share this on your own story. Voilà—instant content (and 
social proof)! You can also browse photos people have tagged you in 
by clicking the far-right icon on your feed. It’s also a good idea to check 
out your hashtag and physical location (both of  which can be accessed 
through the search menu) for more posts from your studio.
       Another big development for your Instagram page: story highlights. 
You can now save your popular Instagram stories as a highlight on your 
page. This is a HUGE tool and a great development for businesses! Think 
of  them as tabs on your website. Add a highlight for FAQs, what guests 
can do at your studio, upcoming events, customer creations, and so on. 
These videos do not expire and are often the first thing people click 
when they come to your profile.
       Believe it or not, this is just the tip of  the iceberg. I hope you 
find these tips useful as you start planning your marketing for the year 
ahead. As always, please don’t hesitate to reach out to me for one-on-
one help and guidance. Happy new year! e

Kelci DeFrancesco is a marketing consultant with over 13 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.

An App to End Your Day
Calm (iOS/Android, free; $59.99 per year for premium) Staying produc-
tive and focused also depends on taking care of  yourself! One simple 
way to reduce stress, maintain focus, and prevent burnout is to meditate. 
Calm is a fantastic app to help you test the waters of  mindfulness and re-

laxation—its nature-themed interface is intuitive and 
easy to use. Calm lets you choose meditation ses-
sions of  varying lengths, track your progress, send 
reminders, and offers breathing exercises for some 
quick calming. There are even “sleep stories”—gen-
tly narrated bedtime stories to lull you into a relax-
ing slumber. If  you’re not sure where to start, Calm 
will get you going with a free “Seven Days of  Calm” 
guided meditation!

 Similar Apps: For more great guided meditations with different nar-
rator voices, try Oak (iOS only, free) for a slightly “prettier” app, Head-
space (iOS/Android, free; $94.99 per year for premium) for a bit more 
fun, or Insight Timer (iOS/Android, free) for a great basic app. e

FORMING GOOD HABITS 
IS KEY TO LIVING A 

PRODUCTIVE LIFE BUT 
STAYING ACCOUNTABLE 
CAN BE A STRUGGLE FOR 

EVEN THE BEST OF US!

http://www.kelcidefrancesco.com
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As I write through this journey, I have taken all my own advice and improved 
a variety of areas in my studio. One thing that stands out repeatedly, if  you 
do not communicate clearly to your customer base often and constant, 
they have no clue what we do and offer for fun in our studios. At times I 
feel like how is it that they do NOT know that we have classes and events, 
and after 15 years, I still get customers that are astounded we have been 
in our location for 15 years. The message has not been received by the 
right person at the right time. That aha moment has become the basis 
for shameless over promotion. I figure if  customers are not interested, 
they can stop looking at e-mail and Facebook (and they do) But in order 
to reach the people who are interested, I have to stomp my feet, clap my 
hands, and draw their attention to my events and classes.
 When thinking about how to promote the events and activities in your 
studio, do you get frustrated that you set up classes and NO ONE signs up? 
This was me. Over and over. Marketing and promotion is not a one and done 
effort. We have all had the big flop class, I am not talking about that one 
weird one that happened to get scheduled during a snow storm, or some 
other large community event that is impossible to compete against. These 
are your regular events and classes you hold because your customers ask 
for them. This used to be me. I still have trouble getting registrations, but it 
usually relates back to how hard I worked to promote the events. One e-mail 
and a Facebook post with a boost do not count as promoting. Customers 
who are interested in your events come from a variety of places.
 I have read several interesting marketing resources, attended a 
bunch of marketing and PR seminars and webinars, and I guess it took 3 
or 4 before I had the realization that different age groups get their media 
from different places. It’s important to know your audience, and how they 
learn about events. Once I learned how to reach different audiences, voilà, 
I greatly improved the reach and registrations to my events.

SO WHAT DO I DO?
In-store signage and displays This is one area I resisted and honestly, 
I don’t know why—maybe I convinced myself I didn’t have time. But I real-
ized the signage doesn’t have to be totally specific. I had customers com-
ment—this would be a great place to have a birthday, do you offer parties? 
I was astounded, because of course I had packages and pricing and stuff 
for parties. One day I transformed a window into a party display; now instead 
of “Do you do parties?” we get asked, “How can we set up a party?” which 
my staff are now trained to address instantly. You have a captive audience 
in your studio—they love you and what you do, and are interested in ways 
they can spend more time in your studio. If they are drawn to classes, your 
studio signage will capture their attention. Put it in your main area, by your 
cash wrap, or on your bathroom door (or all of these!)
 Facebook events The Facebook audience has become the place to 
go to find your older customers. Parents with children and adults with grand-
children are connecting through Facebook, so you have an audience who are 

Promote, Promote, Promote!
SERVICE WITH A SMILE

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

GGrab a drum — we are going to promote loud and often! Customer service and communication: do you clap your hands and stomp your 
feet for attention or do you sit in the back of  the room and hope your customers notice you? If  you have been following along, I have 
had a series of  articles that relate to customer service beyond the paint explanation and presenting customers their art work. When you 
truly think about what we do, we are just as much service as we are product—all the time.

also looking for things to do together. Every single class we offer is posted as 
an event on Facebook. I started liking events and activities in my area and 
Facebook started alerting me when new events were happening in my interest 
areas. So of course, I mark myself as attending my own events and classes 
to help the reach. I let them get organic reach first and then two weeks prior 
to the event I do a 5 to 7-day boost. After a couple of days, I monitor how 
it’s doing, If the post isn’t getting likes, shares, or comments, I sometimes 
end the promo and try promoting something else. I usually spend the cost of  
one class registration but sometimes I have good registrations and I may not 
boost or I may spend a lower amount just to get a few more people interested. 
One week before the class I share the event on my page, and I post in the 
event or share more pictures for the event. Truthfully, I still don’t fill classes all 
the time, but I rarely have zero attendance anymore.
 Instagram Much younger audience but it’s diverse. I find posting 
product (new stuff, and cool painted stuff) is more effective than shar-
ing events. I share a lot of  post-event pictures on Instagram. I use the 
hashtag feature and share those photos to my Facebook page and my 
Twitter page at the same time. It’s trickier to post event links on Insta-
gram (at least I find it tricky on my phone or tablet).
 E-mail Email is not dead. Yes, we can get overwhelmed by e-mail in our 
own lives. There are plenty of people who ignore their in-box. But, e-mail is 
a great way to catch those who are not on social media. It also helps bring 
the message to customers who may have seen something on social media, but 
didn’t take the time to click for more info—now the info is in front of them. When 
you send e-mails, use a service that allows you to drop in photos. There are lots 
of choices, and vendors connected to CCSA that offer e-mail program apps.
 I find my retention on e-mail is good because I send out a thank-you 
e-mail within 24 hours of  their visit (the service I use has an auto-email 
option that sends it when I add a new customer to my POS). I remind 
them often that they gave us an e-mail so they can stay in touch with 
us and to get coupons from us. In the beginning, they get a series of  4 
e-mails that highlights our most popular services.
 Still think you don’t have time? What can you delegate so you can set 
aside the time? It is important that you can step off the floor and get these 
things done, well in advance of when your classes are scheduled. The more 
lead time you offer to your promotions, the more likely you are to get the 
word out that you have special classes and events for your customers.
 Looking for more tips or beginner help? I just found this fantastic 
resource put together by Deluxe corporation. Deluxe recently launched 
a TV series called “Small Business Revolution.” There are currently 
three seasons available to watch. The series really address problems 
of  small business in smaller communities, and offers some resources. If  
you search Deluxe Corporation, Small Business Revolution, you will find 
lots of  helpful free information about Facebook, Facebook ads, e-mail, 
website design, and more. Great refresher even for those who have 
been promoting and marketing for a while. e
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www.pyopaccounting.com
www.pyopaccounting.com
www.jubileecreative.com
www.bisqueimports.com
https://www.facebook.com/bisqueimports/
https://www.youtube.com/channel/UC3_YkURjNVH79BJroRaBSYQ
https://www.pinterest.com/bisqueimports/
https://www.instagram.com/explore/locations/695527184/bisque-imports/
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Convention Wrap-up: 
Five Days with My Pottery Family

STUDIO SPECIAL

By Laura Mayer, Artgarden Pottery, Moses Lake, Washington

WWhat just happened? Was it all a dream? Really, how long did it take you to recover from convention?

I’m so thankful that I went and that I had another amazing experience at 
the CCSA Convention, this time in St. Charles, Missouri. Honestly, I wasn’t 
absolutely sure about going this year, as I was juggling the busyness of  
life, family, and the store. I heard others say the same thing—but the 
thing is, we went. We made the sacrifices and we showed up and boy, 
were we rewarded. I was not alone in feeling inspired, refreshed (al-
though it did take me a few solid naps to catch up!), and renewed, ready 
to tackle another year in the pottery business, and more importantly, the 
holiday season.
 This year I was really energized by the nitty-gritty details of  inven-
tory management and social media targeting, but I also couldn’t wait to 
order new lines of  pottery glazes and capture that farmhouse/back-to-
basics trend. I talked to lots of  people (I’m friendly that way) and found 
that some people took mostly business classes while others mostly tech-
nique, and that is the beauty of  the classes offered—so much variety. 
Here are some of  the things we took away from the convention experi-
ence this year.
 VINTAGE CHRISTMAS TREES Confirmation that what I’m doing is 
right on track, but I could improve with one little thing—send the No-
Fire Snow with them to do at home. Genius!
 BLOGGING Earn passive income from ads and links online: making 
$$$ while you sleep—love that idea! Plus, 
Amazon Influencer—look it up.
 BRANDING Every single thing needs to 
tell your story and the culture of  your busi-
ness, from print material (business cards, 
gift certificates) to online presence (web-
site header, Instagram filter) and yes, even 
down to the colors you use to tell your story 
(aprons, water cups, chairs at the tables). 
The telling of  your story in your store, visu-
ally in every detail. Got stickers and patches? 
Might need those too!
 DISPLAYS Speed bumps, layers, and 
eye-catching moments. It’s exciting to see all 
the “after” photos on Chatter of  people put-
ting this into practice at home. It’s a great ex-
cuse to collect random props and treasures!
 LETTERING Practice, practice, practice. 
I think it’s working, because everyone is re-
ally stepping it up!
 GOAL SETTING AND SELF-CARE If  I’m 
going to work this hard, I need to make it 
work for me, and that means taking time for 
self-care. Develop a mission statement and 

compare what you’re actually spending your time on to that mission 
statement. Do they match up, or is it time to prioritize and realign time 
spent on certain things? The first step is to recognize the big picture of  
what you’re trying to create and not have to work so hard to get there.
 SUMMER CAMPS AND SOCIAL MEDIA MARKETING As with most 
things, the secret seems to be having a marketing schedule. The key 
to less stress is more organization, including making the most use of  
getting the word out in a timely manner and prepping samples and class 
content.
 HOT TRENDS IN THE EXHIBITION HALL Pottery glazes on low-
fire earthenware as well as on stoneware, Christmas ornament and vin-
tage tree off-site events, online booking, kiln furniture and touch-screen 
controllers, door hangers and silkscreens, llamas, flamingos, and sloths 
—oh my!
 Convention is a great place to socialize, from chats outside the 
classrooms, to hugs and happy tears while being inspired by our hero 
effect lunch or while waiting in line for the awesome photo booth at the 
gala. The entire experience—from arrival on Thursday before pre-cons; 
to classes, lunches, and the auction gala; to dinner and drinks late on 
Monday after studio tours—is one long party with friends you have 
known for years or just a few hours. It doesn’t matter: the love is there.

 I am thankful for my 
crazy pottery tribe that ac-
cepts everyone like family 
every year. It’s such a bless-
ing to know we’re not alone 
in pursuing this crazy dream 
of  being the local art guru 
in your neck of  the country, 
in charge of  helping people 
make memories. Keep being 
amazing, and looking forward 
to next time! e
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Fused 
Glass 
Fireplace 
Candle 
Surround

Cut all pieces to size and lay out on the clear base according 
to the photo of  the finished project. Affix the pieces with a 
small dot of  glue.

Fire to tack fuse.

Fire again to shape on a stainless steel half-round. e

SUPPLIES
 GLASS:  Base: 3 mm clear, 6”x6”
  Top edge: Black, 53/4”x1/2”
  Fireplace top: Black, 3”x1/4”
  Fireplace sides: Black, two 21/4”x1/4”
  Bricks: Red transparent
   First and third rows each: 
    three 11/2”x1/2” and two 1/2”x1/2”
   Second row: 
    two 11/2”x1/2” and two 11/4”x1/2”
   Fourth row: 
    two 11/2”x1/2”
   Rows 5, 6, 7 each: 
    two 3/4”x1/2” and two 1/2”x1/2”
  Logs: Black, cut to shape
  Flames: Transparent Red, Orange, Yellow, cut to shape
  Holly: Dark Green opaque, cut to shape
  Berries: Red opaque dots
 Glass tools
 School glue
 Half-round stainless steel mold

STEP
1

STEP
2

STEP
3

By Lin Russeau and Don Swarm, Artists By Design, California

WWhen we introduced this project at the Fused Glass Roundtable at 
last month’s convention, everyone asked for instructions. It also 
works well with other brick-like glass colors, such as transparent 
rust, medium amber, or opaque persimmon. We used a 6”x6” clear 
3mm base but a 4”x6” clear base also works—just adjust the 
sizes of  the pieces slightly to fit. Instead of  the sprig of  holly at 
the top, customers can add their own accents (wreath, stockings, 
garland) or leave it out. Precut the bricks and black pieces for a 
great group or walk-in project!



Mixture should hold together when squeezed without crum-
bling. If  it hasn’t achieved this consistency yet, use a spray 
bottle to add slightly more witch hazel.

Grease the insides of  the molds with FCO, and start pushing 
mixture into the mold.

Make one side of  the mold slightly more filled with a “moun-
tain.” Spray both sides with a little witch hazel to make it 
sticky.

Smoosh both sides together. The mold doesn’t have to snap 
closed, but you want it to stay firmly together because it 
might expand as it dries. You can use a rubber band to keep 
it closed but the mold may break as it dries.

Leave at least 24 hours (48 is better) or until hardened. It 
will expand some, which is normal. You can carefully take 
one side off and let it dry the rest of  the 48 hours.

When dry, remove and store in airtight container or bag. Use 
within 2 weeks. e

*CPTG stands for Certified Pure Therapeutic Grade. Always use oils from companies 
you trust, not from the grocery store. Cheap versions of  oils are diluted and are full 
of  fillers, and are not meant to come into contact with skin. For more information on 
oil usage, feel free to email me at thepaintedpigstudio@yahoo.com or visit my.doterra.
com/essentially.allie.
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INGREDIENTS
 1 cup baking soda 
 1/2 cup citric acid
 1/2 cup Epsom salt
 3/4 cup cornstarch
 2 tablespoons FCO (Fractionated Coconut Oil) 
 2 teaspoons witch hazel
 1 teaspoon vanilla extract
 20 drops of  CPTG essential oils* 
  (We offered wild orange or lavender.)

SUPPLIES
 Measuring cups 
 Measuring spoons
 Mixing bowls (1 large, 1 small)
 Whisk
 Spray bottle with witch hazel (optional)
 Molds
 Extra cornstarch + FCO for greasing molds

Combine dry ingredients (baking soda, citric acid, Epsom salt, 
and cornstarch) in a large bowl and mix well.

In a small bowl, combine the FCO, witch hazel, vanilla extract, 
and essential oil and stir well.

Add the liquid ingredients to the dry ingredients a few drops at 
a time. Mix well with hands. (Wear gloves if  you have sensitive 
skin.)

STEP
1

STEP
2

STEP
3

STEP
4

STEP
5

STEP
6

STEP
7

Bath 
Bombs
By Allie Nottingham, The Painted Pig, Little Rock, Arkansas

STEP
8

STEP
9

mailto:thepaintedpigstudio@yahoo.com
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Winter 
Mermaid
By Kristin Godwin, Fired Up!, Victoria, Canada

MATERIALS
 16”x20” canvas
 Chalk or pencil
 Brushes
 1” flat brush
 #16 round brush
 #2 round or liner brush
 1/2” flat

ACRYLIC PAINT COLORS
       Cobalt Blue  Violet  
 White  Deep Yellow  
 Black  Red
 Brown  Green Oxide 
 Metallic Gold (optional)

Using chalk or a pencil, sketch the outline in 
very basic shapes (ovals, teardrops, wavy lines). 
Details are added later.

Using a 1” flat brush, paint the sky 2 parts 
Cobalt Blue and 1 part Violet.

Using a #16 round, paint the background mountains 2 
parts Cobalt Blue and 1 part White. Paint the foreground 
mountains 1 part Cobalt Blue and 1 part White. Allow to 
dry.

While the mountains are drying, use the back end of  a 
brush to add dots for stars with 1 part Deep Yellow and 1 
part White. You can even offer examples of  some common 
constellations for people to copy. Paint a crescent moon 

with the same color combination.

Paint the ocean Cobalt Blue, using wavy brush motions to 
give the look of  moving water. When dry, add some White 
waves.

Paint the light icebergs with watered-down White, and give 
the mountains a few snowy swipes on the peaks.

Add icebergs for the mermaid and polar bear using the 
1” flat brush with White and a touch of  the foreground 
mountain blue marbled in.

Using the #16 round, paint the polar bear’s basic shapes 
White. When it’s mostly dry, outline the bear with thinned 
gray and paint the nose, eye, and ear outlines Black.

While the bear is drying, add White snowflakes with the 
smaller flat brush.

Next, paint the mermaid’s torso/arms. We used White with 
a touch of  red and brown for a light skin tone (because 
she lives underwater in the Arctic and likely doesn’t get a 
chance for tan!) but you can make her skin any color at all.

The mermaid’s tail is 4 parts Green Oxide, 1 part Deep Yel-
low, 1/4 part Cobalt Blue, and a touch of  White. Add scales 
and tail details in Green Oxide.

Once the torso is dry, paint the hair using Burnt Sienna 
with White marbled in. Add some Purple and White waves 
when the main part is dry. Paint the strap any color.

If  desired, go over the stars with Metallic Gold once they’re 
dry. You can also add glitter to the snowy parts, or a jewel 
in her hair. e

STEP
1

STEP
2

STEP
3

STEP
4

STEP
5

STEP
6

STEP
7

STEP
8

STEP
9

STEP
10

STEP
11

STEP
12

STEP
13



MATERIALS
 8” coupe plate
 Plain paper
 Scissors
 Skewer or toothpick (optional)
 Writer bottle

GLAZE COLORS
 White, Black, and whatever skin tone, hat color, eye color, 
 and hair color will make the perfect elf  for you!

Paint the whole plate with 
1-2 coats White. Allow to dry.

Cut out a scalloped ball for 
the hat tip, and a long scal-
loped piece for the hat trim. 
Wet these pieces and adhere 

to the plate following the placement in the 
photo.

In the upper part of  the 
plate, paint a rounded mountain shape with 3 coats of  the 
elf  hat color.

Paint the face below the hat and 
add elf  ears on the sides. (If  you 
have trouble with the ear shapes, 

try thinking of  them as 2 question marks fram-
ing the face with a little pointy tip.)

Once you have the desired layers 
of  skin tone and hat, gently peel 
off those fluffy shapes. If  any color 

crept into these white areas, use a skewer or toothpick to scrape away 
anything you don’t want.

Paint the iris any color you like, paint the pupils Black, and 
when dry, add little white dots for highlights.

Give your elf  some personality with hair in any color and style 
you’d like. It can be long, short, spikey, or even braided.

Your elf  needs eyebrows now. Make them skinny, make them 
bushy, maybe it’s a unibrow!

Use a writer bottle or a liner brush with Black to outline all 
the elements.

Clear glaze and fire to cone 06. e

By Janna Gisler, 
Fired Up! Victoria, Canada

Elf 
Plate

STEP
1

STEP
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For the Christmas lights, sketch curly lines on the left and 
right of  the platter. Add small rectangles with triangles com-
ing off the ends.

Using the script liner, carefully fill in the letters with one thick, 
even coat of  White.

With a liner, create the light strands. Paint the bulbs in sev-
eral colors and, when dry, add a small White highlight.

Clear glaze and fire to cone 06. e

MATERIALS
 Large oval coupe platter  Sponge
 Pencil   Shader brush
 Liner brush   Round brush
 Script brush   Lettering pattern (optional)

GLAZE COLORS
       Butterscotch, Mocha, Russet, Pumpkin, Deep Brown, 
 White, Black, colors of  choice for light bulbs

 Note: Steps 3–7 rely on building up very thin layers of  texture on 
 each plank individually (see Texture Glossary). Repeat the textures 
 until satisfied with the look of  the woodgrain.

Dip a damp sponge into Butterscotch and in swipe horizontal 
strokes over the entire platter. Squeeze the sponge over the 
platter to create splatters.

Dip a wet shader brush into Mocha and add evenly spaced 
horizontal plank lines across the platter. Paint a 2nd and 3rd 
coat on top of  these with a liner brush.

With a shader brush, dry-brush streaks of  Mocha and Russet 
across the planks. With a round brush, add Mocha circles of  
varying sizes on each plank. With a liner, add Pumpkin swirlies. 

When dry, and add more details in each swirlie with Mocha and Russet.

With a liner and a round brush, add Russet dashes. Go over 
these with more dashes to add depth. Add some long and some 
short squigglies coming off a few swirlies, but not each one.

With a round and a liner brush, add short, long, thick, and thin 
wavies across each plank in Pumpkin and Butterscotch.

With a shader brush, dry-brush long and short strokes across 
each plank in Butterscotch and Mocha. Add jigglies in Mocha, 
Pumpkin, and Russet.

With a liner brush, add detail and shad-
ow with just a bit of  Deep Brown. Allow 
to dry.

With a pencil, lightly sketch the letter-
ing in middle of  the platter (or transfer 
the pattern). 

Merry and 
Bright Wood- 
Grain Platter
By Ammie Williams, All Fired Up, Atlanta, Georgia
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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
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Slow Cooling Rate____________ Firing Number ____________ Sketch of Firing Chamber

Description of Firing Firing Results
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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
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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.chesapeakeceramics.com
https://www.facebook.com/chesapeakeceramics/
https://www.pinterest.com/chesceramics/
https://www.linkedin.com/company/chesapeake-ceramics
https://twitter.com/chesceramics?lang=en
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POWERFUL
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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


www.colorobbia.it
www.facebook.com/ColorobbiaArt


www.facebook.com/ColorobbiaArt
www.facebook.com/ColorobbiaArt
www.colorobbiaart.it
www.colorobbiaart.it


#7447 Llama Bank  
5" l  x 7.5" h

#7443 Sloth  
Party Animal
3" w x 5" h

#7444 Flamingo  
Party Animal
3.5" w x 5" h

gare.com
888-289-4273 x219

info@gare.com

 ► CLICK HERE TO SEE MORE NEW PRODUCTS

NEW
Products

#7445 Llama 
 Party Animal
3.25" l x 5" h

#5316 Flat Heart Eyes  
Emoji Ornament

3" dia.

#5320 # Plaque 3.5" w x 4.75" h
#5321 & Plaque 4.5" w x 4.75" h 
#5322 @ Plaque 4.75" w x 4.75" h 

#7453 Narwhal Bank  
6.5" w x 5.75" h #7446 Sloth  

Bank 3.75" w x 6.5" h

#5325 Unicorn Lantern  
4.75" w x 6.6" h

#7449 Beaver 
 Party Animal
4" w x 4.25" h

#5315 Flat Poop Emoji  
Ornament

3" w x 3.25" l

https://www.youtube.com/user/GareInc
https://www.facebook.com/GareInc/
http://gare.com
https://gare.com/products_special.cfm
mailto:info@gare.com
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888-289-4273 x219
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 ► CLICK HERE TO SEE ALL OUR POTTERY GLAZES

JUST PAINT AND FIRE
NO DIPPING NEEDED 

Specialty
Glazes

Pottery
Glazes

for the Holidays

for the Holidays

https://www.youtube.com/user/GareInc
https://www.facebook.com/GareInc/
http://gare.com
https://gare.com/products_list.cfm?CategoryID=22
mailto:info@gare.com


gare.com
888-289-4273 x219

info@gare.com
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 ► CLICK HERE TO SEE ALL OUR FUN STROKE COLORS

THESE COLORS OF THE SEASON CAN BE PAINTED 
LIGHT-OVER-DARK FOR DRAMATIC EFFECTS

75 COLORS 
TO CHOOSE FROM

Red B
laze

Polar Bear

Old
 Yelle

r

for the Holidays

https://www.youtube.com/user/GareInc
https://www.facebook.com/GareInc/
http://gare.com
https://gare.com/products_list.cfm?CategoryID=19
mailto:info@gare.com


gare.com
888-289-4273 x219

info@gare.com

 ► CLICK HERE FOR MORE RECIPES

Ingredients & Supplies

#1031 Tuscany Coupe Dessert Plate    
FS-2300 Polar Bear
FS-2314 Black Lab
FS-2392 Rockin’ Red
FS-2396 Anchors Away
6571 Soft Fan Brush
6671 #12 Round Brush
6322 Fun Writer (3)

For pattern - https://bit.ly/2O8EaLG

Directions

Step 1  Using a soft fan brush, cover the entire plate in 3 coats of Anchors Away.  

Step 2  Add a small amount of Black Lab to the Anchor’s Away, and with a #12 Round Brush, apply a 4th thin coat to  
the top 1/3 of the plate using a horizontal sweeping motion to achieve striations in the sky as shown above. Let dry.    

Step 3  Trace the pattern onto the plate (see link above for pattern).

Step 4  Using a Fun Writer filled with Polar Bear draw and fill in snow banks on bottom 1/3 of plate as shown above.

Step 5  To create tree, use a Fun Writer filled with Polar Bear to draw and fill in the thicker main stalk, then gradually draw 
in boughs and branches.

Step 6  With a Fun Writer filled with Rockin’ Red draw and fill in the Christmas ornament.

Step 7  Using a Fun Writer filled with Black Lab, draw and fill in the reindeer, and draw the wire on the  
Christmas ornament.

Step 8  Dip a toothbrush in Polar Bear and gently splatter entire plate to create snow.  
You can also use a snowflake stamp to apply random snowflakes.

Step 9  Clear glaze and fire to cone 06.

Winter Night  
Reindeer Dessert Plate
Recipe Courtesy of Gare, Inc.

https://www.youtube.com/user/GareInc
https://www.facebook.com/GareInc/
http://gare.com
https://gare.com/resources_recipes.cfm
https://bit.ly/2O8EaLG
mailto:info@gare.com


CG-992
Mint Chip

EL-142
Grass

EL-146
Rain Cloud

EL-147
Creek Bed

*SG-701
Star Dust

*SG-702
Celebration

EL-143
Cactus Flower

EL-144
Dark Amethyst

EL-145
Ginger Root

CG-993
Lavender Sprigs

CG-994
Field and Flowers

CG-995
Foggy Mist

CG-996
Spring Rain

* Over SC-76 Cara-Bein Blue *Over SC-55 Yella Bout It 
and unglazed bisque

Introducing

SPECKTA-CLEAR
Clear glaze with specks!

New Mayco Color

5 New Jungle GemsTM glazes

6 New ElementsTM glazes

2 New Speckta-Clear glazes

NEW

NEW

NEW

MaycoColors.com

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


MB-1518 Mermaid Dish
9.25”L x 6”W x 1.25”D

MB-1519 Oink Pig Container
8.75”L x 4.75”W x 4”H

MB-1520 Moo Cow Container
8.5”L x 4.75”W x 4.5”H

MB-1521 Magical Unicorn Dish
9.5”L x 7”W x 1.25”H

MB-1522 Frieda Flamingo Dish 
10”L x 7”W x 1.25”H

MB-1523 Rama Llama Dish 
9.25”L x 7.25”W x 1”H

MB-1524 Unicorn Mug
4.75”H x 7”W x 3.25” Dia

MB-1528 Vintage Convertible
13.25”L x 6.25”W x 5.5”H

MB-1525 Llama Mug
6”H x 6.25”W x 3.25” Dia

MB-1526 Milk Can Bud Vase
7” H x 3”Dia

MB1-527 Milk Can Vase
10” H x 4.5”Dia

New Mayco Bisque 



DSS-0156 Llama Drama

DSS-0154 Cute DragonsDSS-0153 Farmhouse

DSS-0155 Comic Expressions

DSS-0157 Under the Sea

15” x 12” Designer Silkscreens
NEW

NEW

NEW

NEW

NEW

Hand-drawn illustrations add intricate 

detail onto any craft surface!

13



Feb 4-5: Creative Crafts; Baton Rouge, LA
March 23-24: Chesapeake Ceramics; Baltimore, MD
April 1-2: Mayco; Hilliard, OH
April 6-7: Chesapeake Ceramics; Sacramento, CA
April 29-30: Bisque Imports; Belmont, NC
May 5-6: American Ceramic Supply; Fort Worth, TX
& more to come!!

Get Started with Stoneware in Your Studio!

Follow us for event updates
& registration dates!

MaycoColors.com

MAYCO STONEWARE 
CAMP 2019

SAVE 

THE 

DATE!

Learn how to use Mayco’s Stoneware 
bisque & glazes and provide a new 
fired art to your customers.

MaycoColors.com

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



