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WELCOME
First, I want to address the content of  this Summer Edition of  CCSA Today. This magazine is written by volunteer 
members who are facing the same struggles that all members are facing. The magazine was planned, the ads 
submitted, and the articles written before we had any idea of  how COVID-19 was going to affect our lives. So if  
you feel that some articles are not timely or appear to lack empathy during our current difficult times, please know 
that is not the intent; it is the result of  having articles written prior to the pandemic. Tracy and I had the oppor-
tunity to change our letters to you, but our other volunteers did not have the chance for revisions. We hope the 
articles help you plan for the future and inspire you for when the time comes to open your doors again to the public.
 I know many of  you are very challenged in the moment. I want to encourage you to take a day for yourself  and do whatever fills your soul 
and refuels your passion. We all need to refocus on what’s right in front of  us and begin to discuss “What’s Next?” when the COVID-19 crisis ends. 
Because it will at some point.
 Is it easy to do? No. But the passion that you each have for your business and your customers will drive you to step up to the challenge. This 
will pass and you will be on the other side saying, “I need a drink.” 😃 In all seriousness, though, you will be truly smiling, knowing you pushed 
through it all and made it to the other side with your fellow members.
 Please know that the CCSA is here to support you—you are not alone! I continue to be inspired by the support and connections that I have 
seen made on the CCSA Chatter board during these difficult times and we will continue to seek and provide resources to help you navigate the 
ever-changing conditions.
 In recent months, both our professional lives and our personal lives have been altered in ways we could have never imagined. Through all 
this, one thing is clear: personal well-being is more important than ever. But many of  us let that slide, as we focus 
our attention on taking care of  others.
 So, please stay safe and take care of  yourself. We will make it through this.

 Dena Pearlman
 Executive Director

Dear CCSA friends,

These past two months have been very difficult for our industry but also very inspiring. COVID-19 has rocked our world and affected our lives per-
sonally. Maybe we know someone who has had the virus and not survived, or have had to watch our spouses or children go to work as a nurse, 
doctor, or other essential worker to help protect our nation from this beast.
      I watched our industry pivot from spring break preparation to pottery-to-go, then to curbside pottery, then to delivery or shipment. Many of  
you made the difficult decision to temporarily close your studio. When I turned my lights out that one last time it was like shutting the lights out 
at the end of  well-loved TV series for the season. The expectation is that, for the most part, it will be a season finale, not the end of  the series. 
Hopefully all of  the actors will be back next season, changed forever, but returned. My hope is that is indeed true of  our CCSA family. I talked with 
many members during this time who felt a myriad of  emotions: disbelief, loss, confusion, sadness, and, most often, fear. But the overwhelming 
comment was resilience and hope. That gave me encouragement.
      The CCSA worked very hard to pivot our focus on support of  our members by supplying as much current information as we could about the 
virus, small business resources, webinars on SBA loans, useful graphics, exemption letters, and having zoom gatherings to help our members 
connect with one another on an emotional level. Our supplier members—who also took a big hit with this virus—reached out with discounts 
and helpful resources for us to use. Chatter has also been a useful tool as our members rally with each other to offer ideas about how we could 
weather this storm with helpful resources and creative suggestions to support each other. I found hope in this, too.
      The next months will be difficult and will require the same creativity that keeps our doors open every day. The great part of  this is that we are 
CREATIVE people and we will work hard to paint a new landscape for our new business model. Our businesses will be forever changed. We will be 
forever changed.
 What lies behind us and what lies ahead of  us are tiny matters compared to what lies within us. —Ralph Waldo Emerson.
 Please know that the CCSA is here to support you in any way that we can.

Your CCSA President,
Tracy Schultz
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Dear Fellow CCSA Members,
  The Mayco family is here for you! Whether you need a little inspira-
tion to boost your studio sales through product knowledge or project 
inspiration or even just someone to brainstorm ideas with you, we’re 
here. Since the inception of  the CCSA in 1995, Mayco has been a sup-
porter of  the PYOP industry. We are committed to creating products, 
education, and inspiration that will help you succeed in your business. 
Now, more than ever, we are happy to stand by your side and work 
together.
 With our best wishes,
 The Mayco Family

We are strong enough to face this, even if  it doesn’t feel like it right 
now. Together we will get through this.
 Sending thoughts and prayers from your friends at Gare

To our CCSA family,
 In these unprecedented times, we know it’s going to take posi-
tivity, kindness, support, and ingenuity to make a difference. We at 
Bisque Imports stand with you and want to help the studio owners who 
depend on us. In that spirit, we’ve taken a few important steps to offer 
innovative ideas, discounts, and resources to help our wonderful CCSA 
members and their businesses.
 We’ve teamed up with Mayco and Duncan to lower our free 
shipping minimum purchase to $300. We have also created a Take ’n 
Make page to offer products that are ideal for take home, curbside 
pickup, and delivery options. Finally, we are offering free classes from 
industry leading artists and teachers in a series we are calling Vir tual 
Ceramajam.
 This moment in time is difficult, but we are all in this together, 
and we want to continue to help CCSA members going forward. We will 
continue to engage with our CCSA family, and we know that bright days 
are ahead!
 Thank you and stay safe!
 Sincerely,
 The Bisque Imports Crew
 “Never let a crisis go to waste.” —Winston Churchill

Business impacts of  Covid-19 will not be limited to a short-term fall-off 
in bookings. We believe this crisis will alter how consumers behave, and 
as business owners, the sooner we recognize this, the better prepared 
we will be when the dust settles. Here are three ways, we believe con-
sumers will change: demand smaller class sizes, in-person and virtual 
experiences, and membership-based pricing.
 Aksh with Occasion

We realize that many people have questions and concerns about their 
business during this current crisis. Numerous cities and states have 
mandated closures of  businesses and social gatherings, creating prob-
lems for many independent business owners. As your free real estate 
resource, we wanted to reach out, as we’re sure you and your fellow 
retailers will have questions during this time of  uncertainty. Every case 
will be different, but there may be things that can be done and we are 
there to help guide you through.
 If  you have any questions, please feel free to reach out to me 
personally at (818) 519-5040.
 Sincerely,
 Garrett Aries

During this difficult time for all businesses, I wanted to reach out and 
let you know we are here to support you in any way we can. As small 
business owners, you are the engine that keeps our nation moving 
forward. Our support and prayers are with you, your employees, and 
your customers as we move beyond this threat and into better times in 
the coming months.
 Ryan Hamlin, CEO/Founder, PlaceFull

American Ceramic & Glass Supply Co and the Pottery Consultant are 
here for all of  our customers for ongoing tech and moral support. At 
this time, we are in the offices, taking orders, doing curbside service, 
and shipping orders; however, our store is closed to walk-in traffic. 
PLEASE feel free to email me at sales@AmericanCeramics.com if  you 
need me. In the event we are forced to close completely, I want to 
assure you I will still be checking emails from home and yes, we can ar-
range for phone calls from my home, even if  it’s just for some love and 
hope. We are all Warriors. We Got This.
 Connie Speer, Your Pottery & Art Consultant

During these extremely difficult times with the coronavirus (COVID-19), 
nothing is more important to Colorobbia Art than the health and safety 
of  our customers. We continue to monitor this rapidly changing situa-
tion and implementing all necessary measures . For almost 100 years, 
we have been committed to serving our customers, even in the most 
challenging of  times. Thank you for continuing to trust us. Our hearts 
go out to everyone who has been impacted by this global crisis. We 
stand by you and give you encouragement of  a moment of  joy every 
day, even more in this period: take a canvas, a ceramic object, or what-
ever you prefer and fill it with bright colors as a symbol of  the hope and 
strength that our world needs now.
 We are confident that, ALL TOGETHER, we are going to win this war. 
Surely we will come out better and even stronger from this experience, 
ready to face new important challenges. Soon we will return to color 
your days like a beautiful rainbow, soon we will be back to hug and 
share special moments together
	 Thank	you,	Aline and	Colorobbia	Art

COVID-19:

MESSAGES OF 
SUPPORT FROM 
SUPPLIERS

mailto:sales@AmericanCeramics.com


KILN KILN 
GODDESS GODDESS 
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T
I randomly chose 20 CCSA member studio web-
sites and took a quick peek. There was a wide 
range of sites and styles. Some had lots of color 
and graphics, others were more branded (kept 
with the colors and feel of their studio). The 
number of pages varied (some were as small 
as three pages, others more than ten). Some 
had email signup popups, others had no email 
signup options at all. Some had lots of photos 
of the studio and customers “in action,” while 
others had only one or two photos. Some had 
online event signups; others did not.
       Two of the most interesting obser-
vations	had	to	do	with	the	ease	of	find-
ing information on the websites: 
 e 12 of 20 studios had their store ad-
dress on the homepage (albeit some were way 
at the bottom, found after scrolling down, down, 
down on my phone). Eight studios (40%) had 
no location on their homepage. Two studios had 
a street name and number but no city, state, 
or zip. Why do you need a complete address? 
Most importantly, it’s clickable so customers can 
go directly to a map. Also, new customers or 
visitors to your area will know they’re in the right 
place. (More than 20 studios have names that 
are a variation of “All Fired Up,” so when a new 
customer searches they may not know it it’s the 
right studio if  the complete address isn’t there).
 e 13 of 20 studio websites were mobile 
friendly. Seven studios (35%) were not sized 
to display properly on a phone, meaning a cus-
tomer must enlarge the page and shift around 
to find info. This is cumbersome to navigate 
and poses many challenges for your customers. 
How easily can they find what they’re looking for 
when they need to expand and reduce the size 
of the pages? And links can be even more dif-
ficult to click when a website isn’t mobile friendly.
       The appearance: An uncluttered website 
is simplest to navigate. Your menu should be 
easy to see and navigate at the top or side of  
your page. Limit background graphics and don’t 
use too many font sizes or typefaces. This can 
make for a confusing site, especially when view-
ing on a phone. If  you feature a lot of photos, 

Streamline Your Website
By Hillary Moulliet, Perfectly Printed

Today, more than ever, customers expect to access your business online—easily and quick-
ly, and to find specific information immediately: location, hours, contact info, how your studio 
works, and how to make purchases online, if  applicable.

Recently, there was a long thread on Chat-
ter begun when someone posted that she 
had left a high-stress job to buy a pottery 
shop, and she doesn’t love what she does 
every day, and do the rest of  us?
 Okay. Deep breath. In. Out.
 No.
 We do NOT love what we do all day ev-
ery day. What even is that? Does that exist?
 But.
 And this is a big but (not THAT kind of  
a big butt but tee hee butt).
 I cannot imagine doing anything else. 
Even on days that I don’t love it.
 I think it is okay and really actually 
pretty healthy to say to yourself, “There are 
days that this job is the pits,” and decide if  
there are too many of them to keep doing 
it. If  there are, then it’s time to analyze and 
start working on an exit strategy.
 That, by the way, is not failure. It is real-
izing that what you are doing is not what you 
should be doing, because if  it was what you 
should be doing, you wouldn’t be planning to 
exit. That is actually an amazing success.
 Doing this job is hard. There are a 
lot of  moving parts you have to take care 
of. So is owning any business. I always 
joke that coffee shops, book stores, and 
pottery shops are the “dream jobs” that 
people think would be so much better than 
being in Giant Corporate America. But in 
Giant Corporate America people aren’t do-
ing all the jobs, from marketing to ordering 
merchandise to managing employees to 
cleaning the bathroom.
 I’ve done all of  those in the past 24 
hours. And gotten a baby handprint.
 That last thing, though? That’s why I 
love what I do way WAY more than I don’t. 
I got to make a momma really happy, and 
I got a sweet hug from another customer. 
And when I was out last week, I got a 
message on Facebook checking in on 
me, because they stopped by and heard I 
wasn’t feeling well.
 I don’t know that you can OWN a busi-
ness and love it all the time. Maybe you 
can work in a small business and love it all 
the time, because you get to leave it at the 
end of  the day. I don’t know.
 But for me, right now? I don’t know 
what I’d like to do more. e

BUSINESS SENSE

consider using a carousel to circulate photos 
rather than a full page (or photos scattered 
through a page). Organized photos mean your 
page loads faster and is easier to navigate.
       The info: Make it easy for your customers 
to find the info they want (another reason to 
make sure the menu is easy to navigate). Who 
you are, what you do (walk-ins welcome, your 
offerings like pottery and glass fusing), when 
they can do it (hours), where you’re located 
(complete address), and what other ways they 
can contact you (phone and email address).
       Using both a laptop and cell phone, 
go to your website and ask yourself 
these questions for each device: 
 e Where is your address? It should 
be at the top of your homepage, visible on all 
pages of the site.
 e Where is your phone number? Can 
you click on it from your phone and call the 
studio directly?
 e Where are your social media links? 
Do the links work?
 e Is any artwork or info cut off?
 e Go through your entire site on your 
phone: where is your menu? What does every 
page look like? Is it all mobile friendly? Are all 
links easy to click? 
       Finally, don’t forget that updating your 
website at least once a month is not just good 
for keeping your customers updated, it’s also 
good for your SEO (search engine optimization). 
Being at the top of a Google search takes more 
than luck: there are both free and paid strate-
gies. No-cost strategies include an increased 
search volume, which lets Google know that 
you’re in demand. This can be a result of a writ-
eup in a local publication, a news story, or even 
seasonal activity. Backlinks—links to your site 
from other sites, email, or social media—are 
a huge way to bump you up in search results. 
These can be from a blog or online writeup (a 
mommy blogger wrote about her visit to you), 
an organization thanks you for a donation in 
their email, or a neighboring business puts a link 
to your site in a social media post. e
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studio! People want authentic, human interaction. They want to connect 
with others while having fun. It’s that simple. Your studio is the perfect 
place to make this happen. Incorporate that fact into your marketing 
messages. Remind people that your studio is a place to connect and 
create meaningful experiences.
      Community-focused marketing is a trend that you can tap into by 

working with other small businesses in your area. 
Create programs or events in your studio or partner 
location that allow you to add to the experience of  
creating art while enjoying time with others. Kind of  
reminds me of  Pottery Camp—you attend events 
such as Mayco’s annual educational event and cre-
ate art for use in your studio while making real hu-
man connections with others in the PYOP community. 
The same idea will work in your studio.

      Host a wellness event during which participants can try yoga and 
paint a simple, relaxing design on a mug or plate. After decorating, 
the painter can write an intention or goal on the back of  the piece. Or 
work with a local bakery and let customers learn how to create the 
perfect doughnut, then paint pottery with a doughnut theme. Host an 
unplugged night for families or community groups. Have everyone leave 

their phone in a basket in one 
spot in the room. Make table 
signs that include fun ques-
tions or talking points for folks 
to share to get them going. 
You can even suggest that they 
play simple games such as “I 
Spy” or let them build their own 
trail mix while they wait for the 
next step in a workshop. Have 
fun with it, but don’t overthink 
it. Simplicity is key in human 
connection. 
      The information overload 
we feel every day and the 
nonstop lifestyles that we try to 
maintain are giving way to the 
desire to get back to basics. 
Now more than ever, we are 
recognizing that we need a way 
to relieve stress in our lives. 
We need to have fun and enjoy 
what is truly important in life—
each other. e

As a studio owner, you have known this since you first hung the Open 
sign in your window. You knew that people of  all ages would come 
together to connect and recharge. You know the value of  time spent 
immersed in art whether the artist is enjoying “me time,” is participat-
ing in a teambuilding event, or is creating a gift for a family member.
      Well, folks, the world is waking up to these facts! People want to 
spend money on experiences rather than wrapping 
up their funds in things. Sure, bowls and plates 
are things, but they are functional things that are 
customized through a unique experience in your 
studio. People are interested in building community 
again. Real-life, in-person community. And that, my 
friends, is a bonus for your business!
      Dr. Thomas Gilovich, a psychology professor 
at Cornell University, noted, “Our experiences are 
a bigger part of  ourselves than our material goods. You can really 
like your material stuff. You can even think that part of  your identity is 
connected to those things, but nonetheless, they remain separate from 
you. In contrast, your experiences really are part of  you. We are the 
sum total of  our experiences.” Can I get an amen?
      Take advantage of  the desire for community and interaction in your 
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E
By Crista Toler, Studio Market Coordinator, Mayco

Experiences or things: which is more important? Which do your customers prefer? While studios sell tangible products, it is the experi-
ence that people have when they are in your studio that really makes a difference in their lives. The time families and friends spend 
together bonding while they create a one-of-a-kind work of  art is what makes our industry unique. 

TREND FLASH

The Art and Profit of Experiences

PEOPLE WANT TO PEOPLE WANT TO 
SPEND MONEY ON SPEND MONEY ON 

EXPERIENCES RATHER EXPERIENCES RATHER 
THAN WRAPPING THAN WRAPPING 
UP THEIR FUNDS UP THEIR FUNDS 

IN THINGS. IN THINGS. 
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 Unsure if indirect references online will work? Here’s a 
quiz to test the theory! What events are referenced here?
 1. Snow Sisters Paint Party
 2. Princess Paint Party (Glass Slippers Optional)
 3. Princess Paint Party (Don’t Eat the Apples!)
 4. Princess Paint Party (Grass Skirts Encouraged!)
 5. Princess Paint Party (Magic Carpet Departs at Noon)
 6. Friends Don’t Lie—They Paint Pottery!
 7. Outta This World Pottery Party: May the 4th
 8. The One Where We Paint Pottery (Bring Your FRIENDS!)
 9. Wizarding Pottery Party—Tickets $9¾

How’d you do? If  you were stumped, answers can be found at the 
bottom of  the page. Hopefully you got the point. You can avoid some 

serious fines and repercussions by purchasing 
the Umbrella License® and using a little creativity 
with your online promotions. Remember, to make 
the license work, you need to show the movie/
show during the event, even if  it’s just running with 
closed captions in the room somewhere. Attendees 
will love seeing their favorite film or show in the 
background while they get creative and enjoy the 
event. 
       Lastly, cover all your bases. The Umbrella 
License® does not cover ALL movies and shows. 
It’s safest to contact the MPLC to ask about specific 
coverage of  a movie or show under the Umbrella 
License® you purchase. Also, remember that your 
studio is NOT covered unless you purchase your 

own license. The benefit provided by the CCSA is the discount that’s 
offered to its members, not the license itself. (The CCSA does NOT have 
a license that covers members.) Take advantage of  this benefit to help 
you plan some fabulous events! Details and pricing can be found in the 
Member Benefit Guide. Enjoy!  e
 Questions for Tammy Browning-Smith? Contact her at 440-398-
0098 or tammy@browning-smith.com.

Quiz Answers
1. Frozen ; 2. Cinderella; 3. Snow White; 4. Moana; 5. Aladdin; 6. Stranger Things; 
7. Star Wars; 8. FRIENDS; 9. Harry Potter

Member Benefits: MPLC License
MEMBERSHIP MATTERS

Fortunately for CCSA members, there is a member benefit that can be 
of help for those who wish to host events with considerably less risk: 
the MPLC Umbrella License®. The CCSA has negotiated an incredible 
discount (more than 50% off!) for its members to purchase an MPLC 
Umbrella License®. Canadian studios can purchase the ACF license, 
which is a similar license provided by a different company. Both the MPLC 
and ACF licenses are detailed in the CCSA Member Benefits Guide. 
 The Motion Picture Licensing Corporation (MPLC) provides a 
product called the Umbrella License® to those who show licensed 
movies, TV shows, and other content for public consumption. There are 
different kinds of  licenses for different industries, such as doctors’ of-
fices, libraries, or schools. It’s important that you understand how the 
license works, and how it can be of  great benefit to your studio!
 For PYOP studios, the real focus of the event is creating the themed 
project and enjoying the event. Therefore, studios 
that purchase the Umbrella License® can legally 
show movies, TV shows, or other content covered by 
the MPLC during an event since the screening of the 
movie is NOT the main focus of the event.
 There are some tricks to what’s allowed 
when marketing and promoting events.
 IN-HOUSE (posters, flyers, internal emails to 
the studio’s mailing list): Purchasing the Umbrella Li-
cense® allows studios to use direct character and/or 
movie/show title references for IN-HOUSE promotion. 
This is WONDERFUL! A lot of the signups for these 
events come from in-house marketing efforts, so it’s 
a really big win to be able to legally use the names 
of characters and/or movie or show titles. Put your 
license number in fine print on all publications and emails.
 INTERNET (Websites and Social Media): The license does NOT 
allow you to use character names and/or titles of  movies or shows 
on the internet. Though it’s a bummer, it’s understandable when you 
consider the cost of  the type of  license it takes to purchase the rights 
directly. Don’t let this bring you down, however. You can promote your 
event on the internet creatively without referencing titles or characters. 
True fans will get the references immediately! If  someone makes an 
inquiry, you can ask them to contact the studio or offer to send them 
an email to explain the details of  the event. It may even be possible 
to create a link from online promotions that auto-generates an email; 
check your email service for options.   

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

Did you catch the February 28 webinar by Tammy Browning-Smith on copyright laws as they relate to themed events? You can find it 
on the CCSA Chatter Facebook page since it was presented as a GoLive. In the webinar, there was much discussion about the do’s and 
don’ts of  hosting themed events based on licensed films or TV shows. If  you are considering holding these types of  events in your stu-
dio, it’s highly recommended that you understand the legal aspects so that you can weigh the risks and repercussions to your business 
if  you do not have a license. These range from Cease and Desist letters to large monetary fines to having your business page removed 
from Facebook and/or Instagram. Some businesses will choose to take the risk, some will not, but all will feel better having made that 
decision after fully understanding what’s at stake.

STUDIOS THAT STUDIOS THAT 
PURCHASE THE PURCHASE THE 

UMBRELLA LICENSEUMBRELLA LICENSE®®  
CAN LEGALLY SHOW CAN LEGALLY SHOW 
MOVIES, TV SHOWS, MOVIES, TV SHOWS, 

OR OTHER CONTENT OR OTHER CONTENT 
COVERED BY THE MPLC COVERED BY THE MPLC 

DURING AN EVENT DURING AN EVENT 
SINCE THE SCREENING SINCE THE SCREENING 

OF THE MOVIE IS OF THE MOVIE IS NOTNOT THE  THE 
MAIN FOCUS MAIN FOCUS 

OF THE EVENT.OF THE EVENT.

mailto:tammy@browning-smith.com
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 1. Store Layout: Your studio’s set up is affected by the shape 
and size of  the sales floor. Grocery stores typically use a Grid Layout, 
where the fixtures run parallel to the walls. Loop Layouts are frequent-
ly found in big box stores because they offer a clearly defined main 
aisle that circles the store like a race track.
     Studios like yours generally benefit from a Free Flow Layout 
because it allows for the most flexibility and creativity. In a Free Flow 
Layout, fixtures are placed to encourage shoppers to move easily 
throughout the store.
 2. The Decompression Zone: Every store has a Decompres-
sion Zone (DZ), an important and often misused space that’s located 
just inside your front door. The size of  your DZ depends on the size 
of  your sales floor, but it’s generally the first 5 feet inside the door. 
The DZ gives customers a chance to transition from the parking lot 
(or mall) to what’s happening in your studio. Note that customers will 
almost always miss anything that’s housed in the DZ so it needs to 
be an open, uncluttered space. Place signs, baskets, and so on just 
outside your DZ where customers are more likely to see them.
 3. Lake Front Property: Some areas of  your studio’s sales 
floor are more important than others; we call these areas Lake Front 
Property (LFP) because a big percentage of  your sales happen here. 
Use your LFP to display new, hot, and high-margin product. And just 
like in a grocery store, the basics—think bread and milk—should be 
housed toward the back of  your studio. Since 90 percent of  custom-

ers will enter your studio and look or turn to the right, this piece of  
LFP needs to be merchandised with care. Our V & Vista Exercise™ 
will help you find your unique Lake Front Property:
 e Stand inside your front door just beyond the DZ and spread 
your arms at shoulder height with your index fingers extended. What’s 
inside the V your arms make is called is the Vista. It’s the area that 
builds first impressions.
     The V helps you find your Power Walls. Follow your nose down 
your right arm to the tip of  your index finger; the wall you are looking 
at is your front right Power Wall, the most important selling wall in your 
store. Use it (and the sales floor at the front right) to feature not-to-
be-missed merchandise.
     A mistake some retailers make is placing the cashwrap at the right 
front of  the store, in the middle of  the Lake Front Property. You may 
argue that it’s nice to have someone there to say hello to shoppers as 
they enter the studio, but that can be solved by alert store associates. 
Your cashwrap should be located at a natural stopping point in the 
shopping experience; the left side of  the store is good choice. So is 
the center of  the store, about 20 feet back from the front door. And in 
the case of  a PYOP studio, the back of  the studio works too, although 
that may be too far to ask a pick-up-only customer to walk.
 e Now, follow your nose down your left arm to the tip of  your left 
index finger. This left front Power Wall is also important, so display it 
with as much thought and care as the one on the right.

Four Easy Ways to Set 
Your Sales Floor to Sell!
By Rich Kizer & Georganne Bender

AAs you read this you are likely in one of  two situations: Your studio is closed due to CO-
VID-19 and you are anticipating reopening someday soon, or we’ve been given the all clear 
and you are once again open for business. Either way, you want your sales floor to be an 
environment that attracts customers, entices them to spend time in the studio, and encour-
ages them to purchase impulsively while they are there. Here is a checklist of  things to do 
to make that happen.

STUDIO SPECIAL
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STUDIOS LIKE YOURS STUDIOS LIKE YOURS 
GENERALLY BENEFIT GENERALLY BENEFIT 
FROM A FREE FLOW FROM A FREE FLOW 
LAYOUT BECAUSE LAYOUT BECAUSE 

IT ALLOWS FOR THE IT ALLOWS FOR THE 
MOST FLEXIBILITY MOST FLEXIBILITY 
AND CREATIVITY.AND CREATIVITY.

(Note: If  your store’s footprint makes it impossible for customers to 
enter your studio and turn right, then everything is reversed: the front 
left becomes your Lake Front Property.)
 4. Next come Speed Bump Displays, the first display a custom-
er sees as she enters your studio. Speed bump displays belong just 
past the DZ, in the center of  the Vista. Like speed bumps in parking 
lots, these displays are designed to slow custom-
ers down, and to get them shopping. Choose small 
fixtures or stacking tables that hold an assortment 
of  product and are low enough to allow custom-
ers to see into and through the studio. Use your 
Speed Bump displays to feature new and seasonal 
items and to tell product stories, and change them 
at least once a week whether they need it or not. 
This keeps your first impression fresh and it keeps 
associates on their toes. Don’t be surprised if  you 
hear, “When did we get that merchandise?” more 
than once.
 Your store has other key display areas that will become apparent 
when you do the V and the Vista Exercise. Walking your studio’s sales 
floor with the customers’ eyes on helps, too. Carry a notebook when you 
walk your floor and write down everything that needs to be changed, 
moved, updated, closed out, tossed, or given away. Make a list of things 
to do, noting what needs to be changed ASAP and what can be fixed over 

time. If  you do this exercise and only find two or three things to do, you 
are not being objective. Open your eyes and do it again.
 We have been partners with CCSA for a very long time, so remem-
ber that whether you’re gearing up for a new studio, a mini-makeover, 
or a complete sales floor upgrade, you are not alone. If  you’re not 
sure what to do first, give us a call. We’re always happy to share 

plenty of  ideas to help get you started! e

 COPYRIGHT KIZER & BENDER | ALL RIGHTS RESERVED

About Rich Kizer & Georganne Bender
Rich Kizer and Georganne Bender are consumer anthropolo-
gists, keynote speakers, authors, and consultants who have 
helped thousands of  businesses in the retail, restaurant, 
hospitality, healthcare, collegiate, beauty, fashion, travel, 
funeral, and service industries since 1990.
     KIZER & BENDER are contributors to MSNBC’s Your Busi-
ness. They made Meetings & Conventions Magazine’s list of  

Meeting Planners Favorite Keynote Speakers and have been named two of  Retail-
ing’s Most Influential People. As global retail thought leaders, KIZER & BENDER 
are listed among the Top 40 Omnichannel Retail Influencers, Top 100 Retail 
Influencers, and the Top Retail Industry Experts to Follow on Social Media. Their 
award-winning Retail Adventures blog is consistently listed among important retail 
and small business blogs. Rich and Georganne serve as a BrainTrust panelists for 
RetailWire and are partners in the popular Independent Retailer Conference.



In our business, our product is the customer experience—which can 
make or break us. When we are able to deliver a meaningful and mem-
orable experience, we not only create loyal repeat customers who are 
not sensitive to price, but we also create customers 
who promote our business by becoming our brand 
advocates. They can be our greatest champions, 
and our most persuasive salespeople.
     Happy customers are a great asset. Customers 
opinions posted online carry the most weight with 
new prospects. Potential customers are influenced by real people more 
easily than they are by branded messages and polished advertise-
ments. Most people trust brand recommendations from friends, and 
rely on other customers’ opinions.
     When our loyal customers use their social networks to promote our 
business, their sphere of influence becomes ours. They use their online 
presence to drive awareness of our brand, distribute our content, and 
power our marketing efforts. We need to tap into our customers’ influence.

     Identify existing advocates based on their social media behavior, 
and new ones by asking customers if  they would be willing to recom-
mend your business. Once we have identified our best advocates, we 

can actively engage them by asking them to write 
reviews and personal testimonials, and encourage 
them to share branded content with their networks. 
     The most effective type of  advocacy is organic, 
so keep it authentic and relevant. Content that 
is personal and speaks to the moment is more 

likely to be shared and amplified. You can reward your advocates with 
individual attention by featuring them on your social media, giving them 
access to discounts, and special offers.
     We have small businesses, but we can create large sales forces 
by enlisting the help of  our technologically savvy loyal customers. 
Leverage the new environment of  online reviews, social media posts, 
and internet searches by encouraging your customers to be your 
advocates. e

Convert Loyal Customers 
into Your Brand Advocates

A LITTLE ABOUT BRANDING

By Sandra Mandell, Oliloli Studio, Forest Hills, New York

CCustomers have more choices than ever, access to lots of  information about buying decisions, and the power to influence others’ buying 
decisions. We need to use the dynamics of  the market to create new business. If  we are successful at creating a brand that people love, 
we can capitalize on our customers’ emotional investment in our brand and their role in the marketplace.

CUSTOMERS OPINIONS CUSTOMERS OPINIONS 
POSTED ONLINE CARRY POSTED ONLINE CARRY 
THE MOST WEIGHT WITH THE MOST WEIGHT WITH 

NEW PROSPECTS.NEW PROSPECTS.
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ALLOW TIPPING—PLAIN AND SIMPLE.
In my opinion, tipping increases and promotes high-quality customer 
service. Sure, employees should always provide their best customer 
service; that’s their job. But tipping is an added incentive. Tips are the 
invisible manager when we can’t be there. They are 
the carrot to promote good service.
 Tips are also a way to attract and retain 
employees. Many other businesses are compet-
ing for employees, and many have the means to 
pay more than we can. Some employees who left 
us said they wanted to stay but could make more 
elsewhere. Tips are a way to level the playing field. 
We have employees who make more than $100 a 
pay period in tips. That’s $100 we don’t have to (and wouldn’t be able 
to) pay them. At interviews, we explain that our hourly rate is lower, but 
with tips will be comparable to other places (and you won’t smell like a 
French fry after your shift).
 Tips are also a way for managers and owners to gauge the 
customer service employees are giving. Staff who consistently 
get good tips are the ones we also see providing top-rate 
service. When we see low tipping, we know to step in and 
observe the service they give. Tips don’t replace employee 
evaluations, but they are a concrete measure.
 Most customers are used to tipping in service industries. 
Hairdressers, baristas, even pizza drivers are rewarded for 
their service. Most customers won’t do the 15–20% that is 
common for waitstaff, but many customers want to tip the 
staff member who assisted their child with the cat’s eyes, 
helped fix their oops, or showed them how to use silkscreens. 
Customers want to thank staff and tips help make them feel 
appreciated.
 
DETERMINE THE PAYOUT. 
Before you make any changes, first consider how tips should 
be paid out. Will they be pooled and divided? Will you and 
managers be included? Check with local and state laws, which 
might regulate who can accept pooled tips.
 Will staff take credit card tips from the till or get them 
added to paychecks? Our staff writes the names of  whose 
working on tipped credit card receipts. We tabulate, take out 
taxes, and add credit card tips onto the paychecks. Many 
states do allow employers to withhold a percentage of  credit 
card tips to offset processing fees. Check local regulations 
before you withhold. 

Tipping: Reloaded
BRANCHING OUT

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

This article is not to discuss whether to allow tipping in your studio. That debate was well presented by Lisa Feltz in 2018 in this fine maga-
zine. No, here I am straight up saying why studios should allow tipping. The following is a discussion about setting a climate for tipping, as 
well as payout options. If  you don’t allow tipping, please keep reading. I might change your mind, and even if  I don’t, at least you’ll find ideas 
to think about.

 Some studios have a tip jar. We don’t, as most of  our transactions 
are with credit cards. It would be a good idea to include staff in decid-
ing how tips should be divided. 
 

SET YOUR STUDIO’S TIPPING CLIMATE. 
Finally, decide how tipping will be presented to cus-
tomers. How will staff respond when someone asks, 
“Do people tip here?” Our rote response is, “Tips 
are appreciated, but not expected.” When the tip line 
appears on the credit card machine they say, “You are 
welcome to leave a tip, or press green to move to the 
next screen.” Our climate is to allow tipping, but not 
be pushy about tips. That is one reason we don’t have 

a tip jar. Determine what your studio’s tipping culture will be, then be sure 
staff knows the culture and is trained on how to respond to customers.
 Ultimately, each studio will decide on whether to allow tipping. We 
feel that tipping benefits the staff and studio in many ways. How can 
you make it work for you? e

AT INTERVIEWS, WE AT INTERVIEWS, WE 
EXPLAIN THAT OUR EXPLAIN THAT OUR 

HOURLY RATE IS LOWER, HOURLY RATE IS LOWER, 
BUT WITH TIPS WILL BUT WITH TIPS WILL 

BE COMPARABLE BE COMPARABLE 
TO OTHER PLACESTO OTHER PLACES
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I’m hoping I can give you a unique perspective of  Convention and ev-
erything it has to offer, especially as a newbie or someone who’s never 
had the opportunity to go before. Keep in mind that with anything of  
this nature, you get out of  it what you put in. This level of  professional 
development can help set studios up for immense success, but you 
have to go into it with the right intentions and the right agenda. This ex-
perience is absolutely filled with classes, tutorials, 
training, product debuts, paint demonstrations, 
mentorship—and my personal favorite—an 
insider’s sneak peek of  all the upcoming new re-
leases from our favorite distributors. My advice is 
to really look into each class description and find 
the best fit for what your business is lacking and 
target in on what you’d like as soon as classes 
get released.
 The days are long and the offerings diverse, 
so plan your schedule accordingly. Take as many 
classes as you can fit in, mingle and network, and 
immerse yourself  in the experience. As a first-time attendee, I was at 
times overwhelmed at Convention, but overall it was a thrilling experi-
ence for me, especially to be in one place with so many PYOP enthusi-
asts who have the same small business mindset and dedication to the 
arts as I do. Classes were offered daily, covering all the heavy hitting 
topics: ordering, hiring, human resources, marketing, techniques, plan-
ning, finances, and of  course, general art tricks and tips. I made sure 
to book my class calendar with everything that meant something to me, 
while my co-workers attended their own classes that fit their personal 
needs in their positions. Rarely did we take a class together because 
Convention simply has too much happening simultaneously to forfeit hit-
ting it all. Even meals were a hub of  activity, with networking and talking 
out ideas with owners, managers, and experts alike.
 I am one of  those rare employees who has risen to a top position 
with very little artistic ability. My role is multifaceted, but has very little 
to do with the actual art side 
of  the business, yet I still found 
much value in the week. Mainly 
I deal with scheduling, order-
ing, inventory, social media, HR, 
team building, planning, strat-
egizing, organization, emailing, 
customer affairs, and basic 
daily operations. So what did I 
take? I took business classes. 

A year-in-planning. Facebook ads. Instagram 101. Pottery production. 
Kiln maintenance. But I didn’t limit myself  to just that, even though I’m 
not the best with a brush. I took a coloring book class because what’s 
easier than that for someone who walks into your studio and needs 
those added guidelines? In each class I took notes, experimented, asked 
questions, and talked to the neighbors sitting around me to learn every 

chance I got. The rest of my team took a totally 
different route, including classes on board art, glass 
fusing, paint techniques, fundraising, wheel throwing, 
stoneware, and finances. And guess what? Although 
we had done almost all of  these things in the past at 
our first studio, we hit it harder with the new estab-
lishment and it has seen an influx of popularity and 
profit in every medium we offer.
 But aside from the business-forward 
aspects of Convention, of which there are many 
benefits, the thing that sticks out the most to me in 
the end was the adult summer camp feeling I ulti-

mately walked away with. The Exhibit Hall was like walking into a museum 
with everything you want and need and plenty that you never knew you 
wanted and needed. I filled my swag bag like it was my own trick-or-treat 
challenge every single day. Between classes, I’d take another lap, check 
out each both, and do as many make-and-takes as I could fit in. The Gala 
was a special evening that afforded us the time to let loose and socialize. 
Our trip to Niagara Falls was an amazing first-time experience for me that 
I can now always remember fondly as an incredible teambuilding trip with 
co-workers who have become personal friends.
 Understand that the money spent toward this experience is an 
investment in your future growth as a business and the soul of your com-
pany and its values. If  you do Convention right, you can build a commu-
nity of people in your network. You can translate information to sales and 
profit. You can explode your future class calendar with fresh and on-trend 
ideas. You can up your social media presence with marketing classes. My 

tip is to plan accordingly. Bring 
staff that represent different 
key factors of your studio. Pack 
comfortable clothes and try to 
get enough sleep, but make a 
point to hit every member mixer, 
even if  just for ten minutes. This 
entire experience is one of a 
kind. e

New to Convention?
By Danielle Kearns, The Firestone | Art Studio + Cafe, Manchester, and The Claypen, West Hartford, Connecticut

AAs someone who jumped right in the deep end of  the PYOP world, I have really immersed myself  in the knowledge and community that is 
the CCSA. This past fall, I attended my first Convention before I even had my first birthday in the field. I went in open-minded and on the 
cusp of  my new position as the manager of  our new, second studio location, which hadn’t even broken ground at that point. Although I 
felt the pressure to gain as much knowledge and information as I could to start this new venture on the best foot, I simultaneously made 
new friends, became closer with my existing team, and had a Buffalo-good time doing it.

STUDIO SPECIAL
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The CCSA provides us with the Cadillac of  Conferences for our industry 
but when you’re not attending other (very important!) supplier events, 
have you considered looking to out-of-industry events to get ahead 
of  the game? Attending a healthy mix of  PYOP and non-PYOP confer-
ences, online learning communities, and local workshops, you can find 
just what you need to make your business soar. In this article, you’ll 
find some recommendations and stories of  my own extended education 
outside of  the industry.

CONFERENCES AND SEMINARS 
This year, I attended a women-only conference for creative entrepre-
neurs and influencers. I have loved adapting what I learned there to 
what I need for my business. Could I have taken a week off and done 
a deep dive online to find most 
of  the information I learned? 
Sure—but would I have? No. Be-
ing forced to step away from my 
business for a few days made me 
deeply focus on what I was learn-
ing about marketing, online sales, 
and podcasting and really setting 
some goals for myself. Search for 
“online marketing conferences” 
and go for it. The ticket price is 
worth it for the connections you’ll 
make! 
       Creative and marketing 
conferences are huge, but 
don’t forget the business-based 
seminars. Fred Pryor trains you 
on management and leader-
ship, human resources, finance, 
and more. Check out your CCSA 
Member Benefits Guide for more 
information on what you can do 
with Fred Pryor.

ONLINE LEARNING 
COMMUNITIES 
Skillshare, Creative Bug, Cre-
ativeLive, and Masterclass are 

just a few trusted online learning communities. My personal favorite is 
Skillshare. I’ve learned graphic design, digital art, Instagram strategies, 
video editing, and food photography, to name just a few. Classes range 
from under 15 minutes to over 60. Classes are available to be viewed 
at your own pace (which is 1.5 speed for me—I’m in a hurry!) and 
revisited as much as you want. Ask questions or make friends in the 
forum. It feels great to have a built-in support system. Most of  these 
websites have free options, but premium services land you more perks. 
I pay $99 a year for Skillshare and I can say that it’s beyond worth it.

LOCAL WORKSHOPS 
Chances are a town near you has an art studio offering classes or 
online instruction taught by local artists. Take advantage and learn a 

new medium. The inspiration you 
get from working outside of  pot-
tery can turn into some amazing 
samples for your studio.

MARKETS AND 
GALLERIES 
Investigate some local markets 
and galleries. Chat with local 
business owners, make connec-
tions, and find more inspiration. 
Markets and galleries are a great 
gauge of  what’s trending (and 
selling!) in your area.

     Stepping away from our 
PYOP bubble and learning from 
leaders in other industries can 
provide fresh eyes for your 
business. Business practices 
from five years ago are not 
necessarily relevant these days. 
Don’t be afraid to spend time 
and money learning something 
new. It’s the easiest way to 
keep your business up to date 
and innovative. e

Invest in Your Business 
by Investing in Yourself
By Ammie Williams, Atlanta, Georgia, @ammieyall

WWe’ve been taught that we must take care of  ourselves if  we want our businesses to thrive. We should still be getting exercise and taking 
time to relax. But continuing your education is also vital to growing your business. While some of  the following suggestions may have to 
wait a while, there are more opportunities than ever for online learning to expand your knowledge, creativity, and connections.

STUDIO SPECIAL
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Retraining Staff
SERVICE WITH A SMILE

By Sophia Dzialo, The Claypen, West Hartford, and The Firestone, Manchester, Connecticut

RETRAINING FOR STAFF DEVELOPMENT
After participating in training and development, you may learn 
new and better ways to do something that you have always done 
a certain way. You may also learn new practices that can better 
help your studio. According to the customer data and market-
ing platform Clutch, “Employees value retraining opportunities. 
Among people whose companies don’t offer retraining, 7 in 10 
(70%) say they would be likely to participate if  afforded the op-
portunity.” Furthermore, the study conducted by Clutch found, 
“Most employees provided job retraining opportunities (70%) 
are satisfied or very satisfied with their employers’ offerings. 
Experts say that job retraining opportunities can help improve 
both employee performance and morale.”
 
     In short retraining can result in:
 e Updated skills 
 e Better products

   e Increased staff morale

RETRAINING DUE TO STAFF PERFORMANCE
It is important for business owners and managers to remain introspec-
tive when working with team members. When discussing poor performance 
with employees, make sure to review training procedures to ensure they 
were given the best opportunity to learn. If  you conclude that training was 
not done to a manner you are comfortable with, it could be beneficial to 
retrain your staff member before deciding to fire. 
       When deciding to retrain a staff member, it’s important to set clear 
intentions. If  staff are being restrained due to poor performance, they 
must be aware that they are going through retraining for that purpose. 
They also should be aware of any consequences that will occur if  they 
don’t meet the standards set. 
       Terminating is not an easy decision, and nor should it be. But there are 
a few simple instances when firing may be necessary, such as displays of  
violence, sexual harassment, or other no-tolerance policies you may have 
in your business. e

WHEN DISCUSSING POOR WHEN DISCUSSING POOR 
PERFORMANCE WITH EMPLOYEES, PERFORMANCE WITH EMPLOYEES, 
MAKE SURE TO REVIEW TRAINING MAKE SURE TO REVIEW TRAINING 

PROCEDURES TO ENSURE THEY PROCEDURES TO ENSURE THEY 
WERE GIVEN THE BEST OPPORTUNITY WERE GIVEN THE BEST OPPORTUNITY 

TO LEARN.TO LEARN.

BBusinesses may retrain staff members for many different reasons. Implementing a retraining program for employees can provide busi-
nesses with the opportunity to introduce new ideas or to build and strengthen existing practices.

www.grpotteryforms.com
https://www.facebook.com/grpotteryforms/
https://www.instagram.com/gr.pottery.forms/?hl=en
https://www.youtube.com/watch?v=sRRs0knYfaw
https://www.pinterest.com/grpotteryforms/


www.chesapeakeceramics.com
https://www.instagram.com/chesceramics/?hl=en
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 1. Done is better 
than perfect. We recorded 
our five-song EP in two 
days. The first few hours 
consisted of  refining the 
sounds we wanted (my 
drums, of  course, took the 
longest because of  the vast 
components of  a drum kit), 
and we spent about three 
hours recording each song. 
At many points during the 
recording, we just needed 
to declare things “good 
enough,” and move on to 
the next tune.  Takeaway: 
80% out the door is better 
than 100% in the drawer.
 2. Don’t wait until 
you’re in the studio to re-
cord your album. Practice, practice, and practice some more before you 
start to pay for studio time. This, of  course, is a metaphor for anything 
you’ll be “shipping” as a final project. Takeaway: The time to iterate on 
and refine your idea is before you’re actually paying to produce it.
 3. After the project is done, then the real work starts. It doesn’t 
matter how good your music (or product or service) is—if  people don’t 
know about it, your efforts won’t be discovered. Takeaway: Effective pro-
motion is more important than sheer talent. 

       So how does this apply in my life today? It’s in every piece of  
work I do. Whether I’m giving a speech or teaching an audience through 
LinkedIn Live, perfection is never a major focus. The content is what’s 
important. If  I can teach my audience something they didn’t know before, 
then I consider my performance a job well done.
       A common practice in the workplace at AmpliPhi Social Media 
Strategies is the mantra “80% out the door is better than 100% in the 
drawer.” This means we strive to do our best and create content to the 
best of  our abilities, but not everything we do is perfect. However, if  we 
are too apprehensive to share the content we create for our audience for 
fear that we are not perfect, we are cheating ourselves out of  the value 
we could add to an individual or a business. The art of  not overthink-
ing helps when pushing your content out the door. Don’t let the work 

you create go unnoticed by 
keeping 100% of  it in the 
drawer. Whatever you share, 
I promise it will prove signifi-
cant to someone listening.
   So once you (or your 
team) create a really cool 
piece of  content and it goes 
live on your site you are 
done with the project, right? 
Not quite. One of  the most 
crucial steps to concluding 
a project is the promotion 
following launch. Share your 
infographic, webinar, blog, 
or whatever it might be on 
all of  your social channels. 
Promote, promote, pro-
mote. If  no one knows that 
it is there, no one is going 

to benefit from its presence. Show your audience what they are missing 
out on and remind them of  the significance of  availing themselves in 
your content. 
   
WHAT ARE THE TOP WAYS WE PROMOTE?
 1. Display ads (whether in print or online)
 2. Publicly posting our content for free (such as in a blog)
 3. Networking (at in-person events)

   We like display ads because we can reach specific, target audiences 
to increase the probability of  lead generation. If  that isn’t in the budget 
though, don’t worry! Publicly posting your content for free can be just as 
effective. If  what you provide to the public adds value, they will engage 
with your post. This strategy increases the likelihood of  other people 
discovering your content. Don’t be afraid to network! The more people 
who know about you, the more people know about your business (which, 
as a bonus, is a great way to make new friends.)
   Don’t focus on perfection; focus on production! The more content you 
can produce, the higher the likelihood you have for your voice to be 
heard. Promote yourself  to your community, social followers, and like-
minded business professionals. Can you see these twenty-year-old busi-
ness lessons applying to you? e

20-Year-Old Business Lessons 
from Our Band’s First Album
By Spencer X Smith, AmpliPhi Social Media Strategies

BBefore AmpliPhi Social Media Strategies was born, I was a very, very minor rock star. There were some surprising business lessons 
I learned while performing as the drummer in (and manager of) Myopic Son. Twenty years ago, our band recorded our first CD. This 
project shaped me more as a businessperson than I would have expected, and here are the three main lessons I learned:
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Dry-Transfer 
Tie-Dye Silhouette By Lisa Feltz, 

Meltdown DiY Art Studio
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MATERIALS
 Bisque of  choice (shown on small coupe plate and 
  MB1353 Clay Canvas)
 Large mop brush
 Paper towels with texture
 Sponge daubers (1”–2”)
 Sponge
 Water
 Ink silhouette design

GLAZE COLORS
 White
 At least 3 medium-tone colors of  choice
 Black in writer bottle

Using a large mop brush, paint the bisque with 2 coats pf  
White. Allow to dry.

Choose one of  the following that best fits the chosen piece: 
either tear paper towel into random pieces (at least 2”x2”), 
OR leave paper towel intact to cover large surface area.

Apply chosen colors to paper towel with sponge daubers. 
Color should be thick enough to saturate the towel but not 
to puddle. 

Once the White on the bisque and the glaze on the paper 
towel is dry, place paper towel over the bisque, color side 
down. Choose to cover the whole surface or to leave some 

white areas. With a wet sponge, press the towel onto the bisque. This will 
transfer color and pattern. After about 3 minutes (work on step 5 while 
you wait), slowly peel back paper towel to check color transfer. If  color 
looks good, remove paper towel. If  not, press on more water and wait. 
When ready, remove paper towel. Set aside to dry.

Create ink art design by loosely sketching with a pencil on 
paper, or print an image in any color other than black. Trim 
paper around design so it fits the bisque piece. 

Use a Black writer bottle to “scribble” paint the image. It 
should look “swooshy.” Allow to dry. 

Place paper with ink art onto the bisque, glaze side down. 
Press with wet sponge until paper is soggy and completely 
adhered to the bisque. Wait about 5 minutes. Pull up a little 

edge to test the transfer. If  the black has transferred over, peel off paper. 
If  not, wait a bit longer. 

Clear glaze and fire to Cone 06.

TIPS
 e Very light background colors won’t show well with this technique. 
Medium-tone colors work best.
 e You can dry the glaze on the paper towels or the paper with 
a hairdryer to hasten the process. But do NOT use a hairdryer on the 
bisque! Force-drying glaze on bisque can cause issues when firing.
 e Get inspiration by searching for ink art images. Anything that is 
“swooshy” will work. Don’t use art with tiny, fine lines.
 e Remember that you will be flipping the design to transfer it to 
the piece, so it will be reversed from what you see when you are looking 

at the paper. If  there is lettering or wish to have the design in the same 
direction you see when creating it, FLIP the design over and paint the 
reverse side. If  you’re printing your design, flip it prior to printing.
 e This design is great for school-aged kids. Provide them with a 
simple design and have them use plastic-tipped bottles instead of  metal 
tops to scribble color. e
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Make the ears a bit thicker than you think you need so they 
don’t get crushed by the hair. You’ll eventually be tucking 
them below the horns.

Score all the pieces for assembly and use slip to put them 
together into the general shape of  a cow.

Now comes the fun of  extruding the clay! Start with the chest 
and sides of  the cow and then layer up and out from there. 
You can make the hair curly or straight, swoopy or with 

straight-cut fringe/bangs. For the bangs, start just behind the horns and 
then layer on more, working down the neck a bit.

Add in nostrils, tongues, flowers, leaves, even twigs or hats. 
Allow to dry thoroughly.

Fire to cone 04. Add color, clear glaze if  desired, and fire 
again to cone 06. e

By Kristin Godwin, Creative Director/General Manager, 
Fired Up!, Victoria British Columbia 

SUPPLIES
 Low-fire clay
 Scoring tool
 Slip
 Clay extruder

For the body, make a small rectangular pinch pot, pinch in 
slightly at the waist. Also do a little tucking at the chest and 
the rear.

For the head, make an oval-type rectangle with a good fore-
head and top of  head area where the horns will be attached. 
Don’t worry about eyes—the hair will cover them. Also en-
sure that the head is big enough for adding all that hair bulk 

to the body.

The long horns are actually one long piece hidden by the 
hair in the middle. Taper the ends so they are softly pointed.
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Clay Highland CowClay Highland Cow



Cut some larger and smaller leaves in random curves. Glue 
to the base of  the stems.

Glue three very short black stringers to the middle of  the 
large orange petal.

Sprinkle a small mixture of  Light and Dark Green frit along 
the bottom edge for grass. Sprinkle blue transparent frit 
on the clear glass background. Run a very thin line of  fine 
Orange frit along the outside edge of  the smaller flower. 

Set the entire piece with hairspray.

Create a hanger with the two thin strips of  clear at the top 
of  the panel.

Fire to a tack fuse. e

MATERIALS
 Glass cutter
 Running pliers
 Clear white glue
 Q-tip
 Frit spoon or slant-cut straw
 Hairspray

GLASS
 5”x8” clear base
 Opaque: Sunflower Yellow, 
      Bright Orange, Green
 Frit: Dark Green, Light Green, 
      Transparent Blue (medium or 
      coarse frit), Orange (fine)
 Noodle: Green
 Stringers Green, Black
 Two thin clear strips for hanger

Score and cut all glass elements: 5 yellow petals for the 
larger flower overlapping with the orange piece on top, and 
3 smaller triangles for the little flower.

Add a green noodle for the larger stem. For the smaller 
stem, use a longer piece of  green stringer with a small 
piece of  stringer at the top to give a bent appearance to 
the bloom. Assemble both flowers and glue to base.

Spring 
Daffodils
By Kim Winfrey, The Pottery Nook, 
Arlington, Washington
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SUPPLIES
 Bisque platter (shown on Gare’s Large Sushi Plate, #1011)
 Pencil
 Pattern printed on clay carbon paper
 Assorted brushes

GLAZE COLORS
 Dark Brown  Deep Teal Light Teal
 Medium Teal  Light Gray Medium Brown
 White

Dilute Dark Brown to at least 60% water and paint 1 coat of  
this horizontally across the platter. Allow to dry.

Lightly sketch 3 horizontal lines with pencil to create planks.

For each plank, dilute the glaze color 50/50 with water and 
paint 2 horizontal coats on each plank as follows. Plank 1: 
Deep Teal; Plank 2: Light Teal; Plank 3: Medium Teal; Plank 
4: Light Gray.

Mix Medium 50/50 with water and paint lines between the 
planks and random woodgrain designs. Lightly splatter the 
surface with this as well. Allow to dry.

Lake 
Life 

Platter

Trace the lettering onto the platter. Fill in the letters with 3 
coats of  White. Allow to dry.

Clear glaze and fire to cone 06. e
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By Karen Moyer, Leaf  River Pottery, 
Verndale, Minnesota



Rainbow 
Gnome

By Desirae Debellis, 
Picktown Art Works, 
Pickerington, Ohio



SUPPLIES
 2 pieces craft felt, at least 9”x12”
 Printed cotton fabric, at least 12”x12”
 Knit fabric, at least 12”x12”
 Colorful faux fur
 Uncooked rice
	 Poly	fill	stuffing
 Rubber band
 Wooden ball for nose
	 20-gauge	floral	wire

EQUIPMENT
 Ruler
	 Sewing	pins
 Compass
 Paper
 Pencil
 Scissors
	 Glue	gun	and	glue	sticks
	 Sewing	machine	or	hand-sewing	needles	and	thread

Body:	This	is	a	modified	basket	bag,	round	on	the	bottom
with	sides	that	form	a	cylinder.	Start	by	folding	a	single	sheet
of 	felt	in	half 	the	long	way.	Measure	and	mark	1/2”	from	the
open	end	going	 top	 to	bottom;	 this	 is	 the	 seam	 line	 (see	

Figure	1).	Pin	the	two	sides	together	and	sew	vertically	along	this	line.

To	 figure	 out	 the	 size	 of 	 the	 base	 (the	 bottom	 circle),	
measure	the	folded	felt	from	one	corner	to	the	other	across	
the	 short	 side	 to	 determine	 the	 base	 diameter.	 Use	 a	
compass	to	draw	a	circle	on	paper	for	the	base	pattern	and	

cut	this	circle	from	the	second	piece	of 	felt.

Pin	and	sew	the	base	circle	to	the	bottom	of 	the	felt	tube.	
Turn	right	side	out.

Fill	about	a	third	of 	the	base	with	rice	and	the	remaining	with	
poly	fill.	Gather	the	top	and	secure	with	a	rubber	band.

Hat:	Fold	the	printed	cotton	in	half.	Determine	the	hat	size	
based	on	the	base	diameter,	by	using	the	formula:	
H2 + R2  = L2

	 H	=	height	of 	hat
   R = Radius of  circle base
	 	 	 L	=	slanted	length	of 	hat
For	example,	let’s	say	the	base	circumference	is	9”	and	you	want	the	hat	
to be 10”	tall.	First,	find	the	radius	of 	the	base.	which	is	4.5	(half 	of 	9),	
so	R	=	4.5.	Plugging	the	numbers	in,	the	formula	would	look	like	this:
	 10(squared)	+	4.5(squared)	=	L(squared)
	 L(squared)	=	100	+	20.25,	or	120.25
	 L	=	10.96”	(round	up	to	11”)

On	 the	 wrong	 side	 of 	 the	 printed	 cotton,	 mark	 your	
circumference	measurement	horizontally	 along	 the	bottom	
of 	 your	 folded	 material,	 and	 your	 height	 measurement	
vertically	along	the	fold	of 	your	material	(see	Figure	2).	Now	

draw	a	line	connecting	the	two	so	that	the	measurement	is	equal	to	the	
slanted	measurement	and	cut	along	this	line.

Keeping	the	fabric	folded,	pin	and	sew	the	hat	top	to	bottom.	
Turn	right	side	out	and	fill	about	three-quarters	full	with	poly	
fill.

Hat	brim:	From	the	knit	fabric,	cut	a	3–4”	wide	section	equal	
to	 your	 base	 diameter.	 (NOTE:	 Before	 cutting,	 determine	
which	direction	of 	the	knit	fabric	stretches	best,	and	cut	it	in	
such	a	way	that	it	will	stretch	horizontally.)	Fold	over	and	sew	

with	a	1/3”	seam	allowance.	Turn	right	side	out	and	set	aside.

Beard:	Fluff	the	fur	in	the	opposite	direction	to	help	reduce	
cutting	the	fur	too	short	when	cutting	out	the	beard	shape.	
When	cutting	 the	beard,	 try	 to	 cut	only	 the	 fabric	backing	
and	not	the	fur	itself.	For	the	beard	template,	measure	about	

1/2”	less	than	the	total	height	of 	the	gnome	base.	Fold	a	piece	of 	paper	
in	half 	and	mark	this	measurement	along	the	fold.	Cut	a	curve	from	the	
bottom	of 	the	paper;	the	more	of 	a	curve,	the	wider	the	beard.	Cut	out	
the	beard	using	this	pattern.

Assembly:	Insert	the	base	into	the	hat	with	the	back	seams	
aligned.	Pull	the	hat	down	slightly	onto	the	base.	Beginning	
at	the	seam,	lift	the	hat	material	slightly	and	apply	a	bead	of 	
hot	glue	between	the	felt	and	the	cotton	and	press	closed.	

Continue	this	process	all	the	way	around	the	gnome.

	 Attach	 the	 hat	 brim	with	 hot	 glue,	 beginning	 at	 the	 back	
seam	and	working	all	the	way	around.

Hot-glue	the	wooden	ball	just	under	brim	of 	hat.

Determine	the	preferred	placement	of 	the	beard	and	apply	
hot	glue	 just	under	beard	where	 it	 touches	 the	nose,	and	
then	apply	glue	under	the	left	and	right	sides	of 	the	top	of 	
the	beard	to	secure.	e
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Figure	One,	above
Figure	Two,	right
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CREATE A NEW 
MASTERPIECE WITH 

SILKSCREENS!

bisqueimports.com
888.568.5991

Trendy New SilkscreensTrendy New Silkscreens
Get all your favorite designs today. From flowers to animals and even states we have you covered for all your silkscreen needs! 

NEW LOWER PRICE 
$9.98!!

bisqueimports.com
888.568.5991

Trendy New SilkscreensTrendy New Silkscreens
Get all your favorite designs today. From flowers to animals and even states we have you covered for all your silkscreen needs! 

NEW LOWER PRICE 
$9.98!!
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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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www.colorobbia.it
www.facebook.com/ColorobbiaArt


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


questions@gare.com / 888-289-4273 / gare.com

 MORE NEW PRODUCTS

5353   Dragon Head Tiny Topper
2” l  x  2” h    12/case

4220   Shield Stein - 24 oz
6" w  x 3.5" dia. x  6" h    6/case

7468   Lucky Cat Party Animal
2.75" w  x 4.5” h    8/case

4222   Mason Jar Pitcher
4" dia.  x  8" h    4/case

7465   Rooster Party Animal
3.5" w  x  5" h    8/case

Just In New Products for 2020

5352   Wolf Head Tiny Topper
2” l  x  2” h    12/case

https://www.gareceramics.com/
https://www.youtube.com/user/GareInc
https://www.facebook.com/GareInc/
https://www.instagram.com/gareinc/?hl=en
https://www.gareceramics.com/
https://www.gareceramics.com/just-in
mailto:questions@gare.com
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 MORE NEW PRODUCTS

7466   Manatee Party Animal
5" l  x  3.25" h    8/case

4224   Man Cave Mug - 20 oz.
3.5" dia. x 6” h    6/case

5351   Mason Jar Spoon Rest
7.25" l x 4" w    8/case

Perfect for 
Father's Day

Coming Soon
New Products for 2020

7467  Realistic Dragon Party Animal
4.25" w  x  4.5” h    8/case

https://www.gareceramics.com/
https://www.youtube.com/user/GareInc
https://www.facebook.com/GareInc/
https://www.instagram.com/gareinc/?hl=en
https://www.gareceramics.com/
https://www.gareceramics.com/just-in
mailto:questions@gare.com


     

Shield Stein
Courtesy of Gare, Inc. 

Supplies
4220 Shield Stein
5352 Wolf Head Tiny Topper (optional)
5353 Dragon Head Tiny Topper (optional)
2300 Polar Bear
2314 Black Lab
2329 Hi Ho Silver
2375 Jumpin' Jelly
2395 Tin Man
6322 Fun Writer Bottles 
(optional)
6571 Soft Fan Brush
6672 Round Brush #8
6673 Round Brush #6
Pencil
Tissue
Crushed Paper Towel
Super Glue

Directions
Step 1 – Using a Soft Fan Brush, apply 1 coat of Black Lab to the 
outside of the Stein. Then wipe back with a damp sponge, leaving 
Black in the crevasses.
Step 2 – Apply 3 coats of Hi Ho Silver to the inside of the Stein. 
Then apply 3 coats of Hi Ho Silver to the outside rim on the top and 
bottom of the Stein.
Step 3 – Use a #8 Round Brush, apply 1-2 coats of Tin Man to the 
chain handle. You want to be able to see Black in the crevasses of 
the chain behind the Tin Man.
Step 4 – Using a #6 Round Brush, apply 3 coats of Tin Man to the 
inside area of the shield. Next, using a pencil, lightly draw a horizon-
tal and a vertical line to divide the shield into 4 sections. See photo 
above.
Step 5 – Apply 1 coat of Jumpin' Jelly to opposite corners of the 
shield - painting on top of the Tin Man. While the paint is still wet, 
use a crushed paper towel and gently blot the two purple corners until some Tin Man begins to show through. 
See photo above.
Step 6 – Apply 3 coats of Jumpin' Jelly to the rim of the shield. Using a small brush or Fun Writer, paint the dots 
along the rim of the shield with Black Lab.
Step 7 – Using a #6 or #8 Round Brush, apply 3 coats of Black Lab to the rest of the Stein around the shield.
Step 8 – Trace the pattern inside the shield. Using a small brush, apply 2 coats of Black Lab (1 coat if applying 
with a Fun Writer Bottle) to the design.
Step 9 – Dip in clear glaze. Fire to cone 06.

Optional – Paint the Wolf or Dragon Head Tiny Toppers to match. Dip and fire to cone 06. 
After firing, Super Glue head to the Stein. 
Wolf/Dragon: Paint 1 coat of Black Lab, then wipe back. Wolf-paint 2 coats Polar Bear / 
Dragon-paint 2 coats of Jumpin' Jelly. Paint teeth white, eyes with white, blue and black
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SUBSCRIBE TO OUR FREE CHANNEL
New techniques, how-to videos and more. Subscribe today and be notified whenever we add more content.

Share our videos with your staff and customers. 
Let us know the videos/ techniques you want made, and we'll make them. 

Subscribe today: 
https://www.youtube.com/user/GareInc

https://www.gareceramics.com/
https://www.youtube.com/user/GareInc
https://www.facebook.com/GareInc/
https://www.instagram.com/gareinc/?hl=en
https://www.gareceramics.com/
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MaycoColors.com

Stoneware bisque: SB-116 Flared Mug, SB-129 Modern Dinner Plate, SB-131 Modern Bowl
Stoneware glaze: SW-180 Desert Dusk over SW-128 Cordovan

Take your dinnerware to the next level with Stoneware. 
Mayco’s Stoneware glazes are rich in color and formulated 
to be friendly to the user in application, layering and 
firing. Durable stoneware bisque pieces and vibrant 
glazes are the perfect combination in form and function.

Have fun experimenting with glaze combinations and 
creating a custom dinnerware line!

F U N C T I O N A L 
& DURABLE

STONEWARE

https://facebook.com/maycopyop/
https://instagram.com/maycopyop/
https://youtube.com/user/maycocolors
https://maycocolors.com
https://maycocolors.com/
https://pinterest.com/maycocolors/


These stunning new colors are the perfect 
additions to your Stoneware glaze offerings. 
Mayco’s Stoneware Crystal glazes are just 
what you need to capture your customers’ 
attention as dazzling bursts of color expand 
on the surface. 

Offer a new fired art in your studio and keep 
it in the kiln with Stoneware!

STONEWARE
FOR THE STUDIO

Glazes (top to bottom):
SW-181 Night Moth
SW-179 Muddy Waters
SW-180 Desert Dusk

Bisque:
SB-120 Latte Cup

Stoneware glaze: SW-181 Night Moth, SW-179 Muddy Waters, SW-180 Desert Dusk
Stoneware bisque: SB-120 Latte Cup

MaycoColors.com

https://facebook.com/maycopyop/
https://instagram.com/maycopyop/
https://youtube.com/user/maycocolors
https://maycocolors.com
https://maycocolors.com/
https://pinterest.com/maycocolors/


CRYSTAL DRAGON PLAQUE & MUG 
PRODUCTS USED

BISQUE
• MB-1549 Dragon Plaque
• MB-1550 Dragon Mug

COLOR       
 
 
 
 

DECORATING ACCESSORIES
• RB-110 #10/0 Liner
• RB-106 #6 Liner
• RB-144 #4 Soft Fan

MISCELLANEOUS ACCESSORIES
• Sponge, Water 
• Pencil

INSTRUCTIONS 

Find this project and more online at:

• CG-753 Sassy Orange
• CG-756 Firecracker
• CG-979 Meadow
• SC-11 Blue Yonder
• SC-15 Tuxedo
• SC-16 Cotton Tail

• SC-24 Dandelion
• SC-45 My Blue Heaven
• SC-55 Yella Bout It
• SC-97 Cant-elope
• SC-98 Slime Time

• Begin with properly fired shelf cone 04 bisque. 
Moisten a clean sponge, and wipe bisque to 
remove any dust.

• Using the Script Liner, apply 2 coats of SC-55 
Yella Bout It to the dragon’s belly and the inside 
of the wings.

• Using the Script Liner, apply 1 coat of SC-55 Yella 
Bout It to the dragon’s belly and inside the wings 
in small sections. Use the Script Liner with SC-24 
Dandelion to shade around the edges while the 
glaze is still wet.

• Using the Script Liner, apply 3 coats of SC-24 
Dandelion to the spines on the back. 

• Using the Script Liner, apply 2 coats of SC-16 
Cotton Tail to the eyes and teeth.

• Using the Script Liner, apply 2 coats of SC-11 
Blue Yonder to the webbing on the wings and 
the irises of the eyes. 

• Plaque: Using the Script Liner and Soft Fan, apply 
3 coats of  CG-979 Meadow to the body of the 
dragon on the plaque. Using the Script Liner, 

apply 1 coat of CG-753 Sassy Orange to the 
upper edge of the belly and the inner section of 
the wings.

• Mug: Using the Script Liner and Detail Liner, 
apply 3 coats of SC-98 Slime Time to the 
dragon’s body. 

• Use the pencil to sketch flames on the 
background. Using the Script Liner, apply 3 coats 
of SC-45 My Blue Heaven to the background.

• Using the Script Liner, apply 1 coat of CG-756 
Firecracker to the upper portion of the flames. 
Using the same brush, apply 3 coats of CG-753 
Sassy Orange, shade down to the bottom of the 
flames while the glaze is still wet. 

• Using the Soft Fan with SC-11 Blue Yonder, apply 
3 coats to the inside of the mug. Allow glaze to 
dry between coats.

• Using Detail Liner with SC-15 Tuxedo, outline 
the details on both dragons. Apply 2 coats to the 
pupils of the eyes.

• Fire to cone 06.

MaycoColors.com

https://maycocolors.com


CRYSTAL & ELEMENT CRITTERS 
PRODUCTS USED

BISQUE
• MB-1551 Quirky Bird
• MB-1552 Quirky Frog
• MB-1553 Quirky Monkey 

COLOR       
 
 
 
 

DECORATING ACCESSORIES
• RB-110 #10/0 Liner
• RB-106 #6 Liner
• RB-144 #4 Soft Fan

MISCELLANEOUS ACCESSORIES
• Sponge, Water 

INSTRUCTIONS 

Find this project and more online at:

• CG-993 Lavender Sprigs
• CG-995 Foggy Mist
• CG-996 Spring Rain
• EL-125 Sahara Sands
• EL-131 Turtle Shell
• EL-143 Cactus Flower

• EL-149 Lavender Flower
• SC-15 Tuxedo
• SC-16 Cotton Tail
• SC-23 Jack O’Lantern
• SC-48 Camel Back

• Begin with properly fired cone 04 bisque. Moisten 
a sponge and wipe bisque to remove any dust.

• Using the Script Liner with SC-16 Cotton Tail, 
apply 3 coats to the eyes. 

• Using the Detail Liner with SC-15 Tuxedo, apply 
2 coats to the pupils. 

Monkey

• Using the Script Liner, apply 3 coats of SC-48 
Camel Back to the nose. 

• Using the Script Liner with EL-125 Sahara Sands, 
apply 3 coats to the muzzle. 

• Using the Soft Fan, apply 2 heavy coats of CG-995 
Foggy Mist to the bottom 2/3 of the monkey. 

• Using the Soft Fan and Script Liner, apply 3 coats 
of EL-143 Cactus Flower to the top 2/3 of the 
monkey.

• Fire to cone 06. 

Bird

• Using the Script Liner, apply 3 coats of SC-23 
Jack O’Lantern to the beak. 

• Using the Soft Fan, apply 2 heavy coats of CG-993 
Lavender Sprigs to the bottom 2/3 of the bird and 
3 coats of EL-149 Lavender Flower to the top 2/3.

• Using the Soft Fan and Script Liner, apply 3 coats 
of EL-149 Lavender Flower to the top 2/3 of the 
bird.

• Fire to cone 06.

Frog

• Using the Soft Fan, apply 2 heavy coats of CG-996 
Spring Rain to the bottom 2/3 of the frog. 

• Using the Soft Fan and Script Liner, apply 3 coats 
of EL-131 Turtle Shell to the top 2/3 of the frog. 

• Fire to cone 06.
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The SSX controller has 
an oversized capac-
itor that allows it to 
deliver power to the wheel head in 
a smooth, predictable fashion when 
you step on the foot pedal. This is 
particularly helpful when you are 
throwing at very slow speeds.

We help you make great things!

5 REASONS
Easy to Clean
Just twist and lift off the wheel head 
for full access to the splash pan. 

Continuous Duty Motors

Large 1 Piece Splash Pan

Heavy Duty Construction

Our 1/3 HP motor delivers more 
torque at the wheel head than the 
competitions 1 HP motor because it 
is rated for industrial use. No matter 
what anyone claims, our wheels will 
handle more clay.

Holds hours of trimmings. When you 
are done just pop off the wheel head 
and carry the whole pan, trimmings 
and all, to empty. Oh... and no leaks.

The shaft, wheel head, base and 
bearing block are the thickest and 
heaviest you will find. This wheel was 
designed by a Big Pot Potter who 
wanted to ensure stability.

Smooth as Silk

...for you to try a Skutt Wheel

Built in Splash Pan

Removable Splash Pan

Each splash pan style is available with your 
choice of a 1 HP, 1/2 HP or 1/3 HP motor.

Visit us at skutt.com for more information

www.skutt.com



