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We are thrilled to be part of  CCSA’s first-ever Virtual Convention! This is a historic moment for all of  us 
and we believe that in the midst of  everything there are many new opportunities for our community. Let’s 
continue on this journey together. We hope to see you at this year’s convention!

We are going to miss seeing y’all this year at Convention, but we have some tricks up our sleeves. We 
are absolutely thrilled to take part in the CCSA Virtual Convention 2020! We can’t tell you what we are up 
to because we don’t want to spoil the fun just yet. Get ready for new products, inspiring instructors, and 
wholesome virtual laughs. So put your party hat on because Bisque Imports is keeping the tradition alive 
and bringing the fun!

We will miss seeing everyone in person this year, but we are excited to be a part of  the CCSA Virtual 
Convention. We are working on some fun and exciting ideas with our product and cannot wait to share with 
you. CCSA Virtual Convention 2020 will become an important part of  the history of  our industry. Hope you 
are planning on joining us!

One of  the highlights of  our year is getting to see you each year at convention. The Mayco family will miss 
seeing you in person in Missouri this year, but we look forward to seeing you at the Virtual Convention! As 
always, it is Mayco’s goal to provide the products and education to help you achieve your business goals 
and run a successful studio. We’re excited to spotlight our newest products and share ideas for using 
Mayco’s award-winning products, education, and inspiration in your studio! #MakeItMayco

While we are going to miss seeing everyone in person, we are happily embracing the virtual platform and 
can’t wait for this year’s new CCSA Convention! We’ve got new bisque designs, giveaways, workshops, and 
all kinds of  good stuff in the works. It’s going to be great—don’t miss out!

Chesapeake is so excited to be a part of  this year’s CCSA Virtual Convention! Along with special promo-
tions and discounts, attendees will also be the first to see our new Star Wars bisque collection. The force 
is strong with this convention!

September 13-14, 2020September 13-14, 2020
THE VIRTUAL EXPERIENCE

MAKE PLANS TO JOIN US 
FOR THE BEST VIRTUAL 
EVENT YOU WILL 
EVER ATTEND!
• Attendees have more learning 
 opportunities than ever!
 12 hours of  Live Virtual Events and more
 than 30 hours of  OnDemand Classes

• Full access for a year
 Take classes at your convenience – 
 printable instructions and class information

•  Exhibitors 
 Showcasing new products, make-and-takes 
 and one-on-one meetings

•  Social hours and 
 Round Table discussions
 
The possibilities for Virtual are endless and 
we are just starting to scratch the surface.  
Our suppliers are on board and committed to 
help us deliver the best virtual experience possible.  

Watch your email and CCSA Chatter 
for more information. Updates will also be on 

www.ccsaonline.com

http://www.ccsaonline.com
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WELCOME
Greetings! The past few months have been frightening, heartbreaking, and disruptive.
 I read this the other day: “It’s ironic this is the year 2020 — the same numbers used to describe perfect 
vision.” We are all being called to adjust our focus and reconsider what is most important. And that 2020 vision is 
different for every person and business. We have all experienced moments like this in our personal life and busi-
ness and we always push though and come out better and stronger from the storm.
 In this time of  national crisis, faced not only with a pandemic but also with recent heartbreaking events 
around the country, it is imperative that we pause, reflect, and come together for a positive change. Now is the time to adjust your focus and en-
gage your community. Your customers value you and your business. Be open and communicate your vision with your community; you will emerge 
stronger and more relevant than before.
 The CCSA is not immune to the changes and we have had to shift focus as well. We are currently planning our first ever Virtual Conference 
and our eyes have been opened to the endless possibilities of  the experience that will be created. We have partnered with an expert in hosting 
virtual events with years of  experience to create this year’s conference and we are so excited. I promise this is way above the Monday Zoom calls 
that Tracy Schultz and I have been hosting with our basic knowledge of  Zoom. We have had initial conversations with our suppliers and their teams 
are already working to deliver incredible classes and exhibitor experience for you. The best part is the amount of  information that will be available 
to you. We will have 12+ hours of  Live Events on September 13 and 14, and we will also have 30+ hours of  on-demand sessions that you can 
view in your own time over the next year. So instead of  picking 1 class in each of  the 7 sessions when we are in person, you will get all the ses-
sions in an edited recorded finished product. You will receive over 40 hours of  business and techniques for $385. More information on registra-
tion will be coming soon, along with a website.
 I want to take this time to thank those who write for the magazine and serve on the board of  directors. Even though these people are 
troubled with their own current situation, they are committed, and I am forever grateful for the job they do and their commitment to the industry.
 The CCSA is here to stand with you and support you during these difficult times and we love seeing the industry come together and support 
each other daily. You are not in this alone!

 Dena Pearlman
 Executive Director

Embracing the New Normal
 As we shift our attention once again to keep our heads above water during these difficult times, I can’t help 
but think how fast-moving our lives have been, but then I reflect that this period seems like an eternity. 
 It’s said that when you lose a loved one, you never look at things the same way again. What’s important, 
what’s needed, what’s wanted—all seem different somehow. I experienced this personally and can say that it did 
change me. To me, what our studios and supplier businesses have experienced has been somewhat like that. Our 
studios, our businesses, will never be the same. We must embrace this new normal. We must embrace this change.
 I have observed studios switch gears and sell to their customers “live” with costumes and clever gimmicks like virtual bingo to help their cus-
tomers stay in tune with them. I have seen them market in a whole new way. I have seen suppliers change by helping studio owners with market-
ing and webinars and YouTube videos for studios to help them to reach their customers. I have seen our studios switch from an entirely in-house, 
walk-in studio to platforms such as Occasion and PlaceFull to SELL to their customers. 
 Through all of  this, the CCSA community has become a refuge, helping one another to navigate the dramatic and changing conditions that 
the pandemic has presented. The CCSA enables us to share ideas, listen to one another’s pain and concerns, and help one another get through 
difficult times. Let’s learn from our past to work together in the present and look forward to the future!
 With this being said, we will be embracing a new normal with our virtual convention. We are looking to this as a way to engage our members, 
connect with one another, and educate in a new and different way during these uncertain times. Will we be back to our normal convention next 
year? We hope so! We want to! But for now, we will embrace the new normal with our virtual convention. Join us, share with us, experience it with 
us, and know that we will all get through this together!

Your CCSA President,
Tracy Schultz
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COVID-19:

MESSAGES OF 
SUPPORT FROM 
SUPPLIERS



KILN KILN 
GODDESS GODDESS 
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C
No one knows what “normal” will look like. 
I’m guessing that by the time you receive this 
issue, studios will be continuing to adapt to 
their city and state’s ever-changing rules. 
Limits for conducting business, ongoing social 
distancing, limited seating, and nonstop 
cleaning; it’s our reality for now. But we will 
continue to adapt.
 As I write this, almost three months into 
the quarantine orders, I’ve watched studios 
transform their sales from in-studio to online 
with great success. From online orders, curb-
side pickup, home delivery, and shipping, stu-
dios are serving their customers, and gaining 
new ones, too! It’s not too late to add some of  
these new services into your business:
 e Market your new services: Explain 
your offerings and how the to-go system 
works (including a link to your order page) 
through email, Facebook, and Instagram (try 
pictures of  your customers painting at home) 
and do FB lives. Grab my FB Visibility and 
Engagement PDF from the CCSA Chatter page 
for tips to grow your FB reach.
 e Inventory: Are you selling a selection 
of  pottery to go? Make sure you stock up, and 
have a place to store the boxes.
 e Supplies: Paintbrushes, glaze colors, 
containers for the paint and printed instruc-
tions—where do you buy, store, and prepare 
the supplies?
 e Shipping: Boxes, tape, and packaging 
supplies—consider logistics for dropping off at 
the PO or schedule pickups from your driver.
 e Marketing material: Include info 
to encourage a future purchase: a reminder 
they can celebrate a birthday (or any special 
event) at home and a flier with all your to-go 
kits. Offer package deals (two mugs or two 
bowls) or partner with a neighboring busi-
ness and promote each other in your to-go 
purchases. 
 e Painted pieces returning to the 
studio: How are you processing them? How 
are you returning their pieces (logistics of  
calling for pickup, pre-bagging, and/or sepa-
rating from in-studio painters)?

New Systems for a New Time
By Hillary Moulliet, CCSA Member Engagement Manager

Change? Yeah, we can do that! Oh, change again? Ah, yeah, we can do that, too! Your busi-
ness model has dramatically changed—repeatedly—over just a few months. And planning 
for the future is challenging: we’re on this crazy ride, not always sure where we’re going, 
and there’s no end in sight.

BUSINESS SENSE

 e Employees: Assign them tasks to 
help these new processes run smoothly. They 
can help package to-go kits, stuff boxes with 
marketing material, sort pieces to be picked 
up, and call when pieces are ready. As much 
as your customers love to see you, they’d 
love to interact with your staff too! Have staff 
help with curbside pickup and drop off. 

The other big change to your processes 
is customers in your studio. Do you have 
systems set up for cleaning, spacing out the 
tables, masks for staff and customers (as 
required by your local government)? Groups 
and parties? What about your awesome 
events, like Harry Potter and unicorns? Limits 
on the size? Create a FAQ for your staff and 
a separate one for your customers (put it 
on your website) that hits on the most asked 
questions about how your studio will be op-
erating for the foreseeable future. Be sure to 
use the CCSA Chatter page as a resource for 
ideas. If  we are still facing limitations by the 
holidays, continuing to share ideas for pivot-
ing are truly lifesavers for many studios.
 My article in the previous issue was about 
celebrating the those “New Year’s glow” feel-
ings on the first of each month, taking stock 
of the past month, and getting excited to look 
ahead. So we may not be feeling the New 
Year’s on the first of each month now, but I 
wanted to revisit the idea of treating the first of  
the month as a time to reflect. Maybe it’s simply 
to be thankful you made it through another 
month. Or maybe reflect on progress from last 
month’s new systems and how you’ll continue 
to develop them in the upcoming month.
 On a personal note, I am in awe of  you 
all! Your resilience over the past few months 
is inspiring. Your passion for your business 
shows through, and your customers see it 
too. You’re handling tough times with grace. 
Of  course, there’s those days that you just 
want to shut the door, hop in a boat, and sail 
away to the islands. But we got you! We can 
do it! And if  I can help with any marketing 
material or graphics, just ask. e

Convention will be different this year.
 We will be okay.
 There will be hiccups. Some things 
won’t go as they planned.
 It will be okay.
 Someone is going to feel like it is a 
disaster.
 That’s okay.
 Someone else is going to experience 
convention for the first time. It’s never been 
possible for them to attend, and now they can.
 This is all okay.
 Someone is going to ask a logistical 
question and no one will know the answer 
right away.
 It’s fine.
 The classes that were planned for in 
January are going to be changed. Can you 
imagine what amazing things they had 
planned, that now have to be altered? Do 
you remember what you had planned for 
your studio for the spring and summer? We 
all changed, because we had no choice.
 It’s what we do. We are all doing our best.
 Every day, leading up to convention, 
we are doing our best.
 Did you get the store open again? No 
matter your answer, that’s the best you could 
do. Whatever you are doing, it is the right thing.
 Sometimes you can’t do anything at all.
 That’s okay. There is no manual. No 
blueprint. No plan.
 We are feeling our way along. Helping 
each other. We take turns leading. Some-
times we need more help. Sometimes we 
are the help.
 This will continue after the convention 
has passed. This is an industry that cares 
and supports each other like no other. We 
rise and fall together, and the ideas we share 
are what lift us all. It was the best part of  
past conventions, the sharing of ideas that 
happened in the moments in between. But it 
is also the best of what happens every day, 
as we offer a supportive word, help when 
asked—and sometimes when not asked, but 
that is human nature, to be a helper.
 Sometimes it feels like it won’t be okay.
 That’s okay.
 We are here for each other, in ways 
big and small.
 And that’s why I know it will be okay. e
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patterns combined with color-blocked designs and crackled surfaces 
(decorative only). Turquoise, pink, and navy look great together and, 
not coincidentally, are all part of  the color-of-the-year highlights in the 
home decor industry. And don’t forget rainbows in schemes such as 
classic ROYGBIV and pastels to analogous and rustic tones. 
 Desert-inspired colors such as terra cotta, mustard, and ochre 
plus rich indigo blues and teal are showing up in home decor, along 
with the softer tones of  pink, gray, and yellow. These soothing colors 
are also showing up on ceramics and on clothing. Black and white is 
always a classic, especially when pops of  color are added. 

MOTIFS
Tassels, pompoms, and textured shapes (such as Mayco’s forthcom-
ing new line of  textured vases and planters) will also be popular. Trees 
in all shapes and sizes are being shown in gift markets around the 
country as popular design elements for the holiday season, along with 
yetis and abominable snowmen-type characters. 
 A continuing nod to nostalgia means we’ll see mid-century-inspired 
Santas and reindeer, rainbow Christmas lights, and vintage colors and 
patterns. Asymmetrical wreaths are a great design option for the PYOP 

studio customer. Im-
ages that remind us of  
simpler times and tradi-
tions will help shape 
our customers’ design 
inspiration as well. 
     As you create 
projects to serve as 
inspiration for your 
customers in the studio 
or at home, simplicity 
reigns. Focusing on 
each other, whether 
that is in person or 
virtually, is key.
     Do what you love, 
love what you do. e

Projecting trends during a time like this is a little different as the 
perceptions of  our customers have very likely changed during the past 
months. We have begun to think more simply. We are embracing the 
essentials and putting away our ideas of  constantly acquiring more 
for the sake of  acquisition. We are celebrating little victories and small 
moments more than ever before. 
 We will continue to see people be creative in how they engage with 
others and in how they boost their family connections at home and in 
the world. Along with that comes what they want to do with their time. 
The desire for simplicity, meaningful connection, and purposeful gather-
ings will be strong over the next months. People will be experiencing 
the coming seasons in new ways. 
 Our homes are so important now; people will want to bring in 
items that have meaning and will be selective in what they do with their 
time. Your studio can continue to be a source for connection through 
the creation of  purposeful, meaningful, decorative, and functional art. 

COLORS AND PATTERNS 
We’ll see texture and patterns on everything from pumpkins to gnomes 
and for every season. Imagine a cute gnome wearing a plaid shirt as part 
of a centerpiece. Whimsical and trendy? Yes, please. Abstract designs 
that incorporate line drawings of faces and color-blocked shapes are 
easy for customers to create and make for great to-go projects.
 Terrazzo is continuing in popularity as well; think speckled 
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By Crista Toler, Studio Market Coordinator, Mayco

Our 2020 vision has brought about a lot of  adjustments in the way we do business and gather in our communities. True to PYOP industry 
form, we have stayed strong, worked together, and helped one another through a time that has forced us to think beyond what we ever 
imagined. 

TREND FLASH

Fall and Holiday 2020: Colors, Patterns, and Motifs



www.duncanceramics.com
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Is all this sounding great, but you’re wondering if  you can afford their 
services? Let’s talk about that #memberbenefit. Their services are 
FREE. No, that’s not a typo. ESR Commercial doesn’t charge CCSA 
members a dime. There’s no hook, no hidden fees, nothing. Rich and 
Garrett work on commission, and are paid by the companies that lease 
the properties. No matter where you are in the life of  your lease, or 
where your studio is located, I urge you to talk with Rich and Garrett 
about how they can help your business. You won’t regret it. One day, 
you may even find yourself  unbelievably grateful for their help when 
you are faced with a situation you never, not in your wildest dreams, 
would’ve imagined possible. 
 Find out more: www.ESRCommercial.com, (818) 991-3377 or 
(818) 519-5040, Richard.Aries@esrcommercial.com, Garrett.Aries@
esrcommercial.com e

ESR Commercial
MEMBERSHIP MATTERS

How is any of  this related to ESR Commercial? Fortunately for me, Rich 
Aries, the company’s president, had negotiated my lease when I was 
moving the business to its current location, and now they’re playing 
an important role in getting me out of  that lease as well. Rich was 
able to persuade my landlord to waive the personal guarantee that’s 
typically “required” for a commercial lease. This means that I can’t 
be held personally liable for breaking the lease terms. Thanks to ESR 
Commercial, COVID-19 didn’t break me. More than that, it’s because of  
them that I’ve been able to look for opportunity and forward movement 
during this whole mess. I am eternally grateful for their help, and plan 
to utilize their services again on future endeavors.
 Garrett Aries, VP of  ESR Commercial, describes the business 
as “the CCSA’s cost-free resource for all things real estate.” They 
work with studios to help them get the best deal in the best location. 
Whether you’re just opening and looking for space, moving to a new 
location, expanding the business, or renewing a lease, ESR Commercial 
has the experience needed to help you with lease negotiations. Each 
negotiation is unique, and you can rest assured that Rich and Garrett 
will do all that they can to negotiate the best possible terms, including:

LIMITING PERSONAL EXPOSURE
 e No personal guarantee
 e Limited guarantee
 e Small or refundable security deposit
 e Caps on NNN charges 
 e HVAC warranty

NEW LEASES
 e Affordable rent
 e Free rent at start-up
 e Turnkey build-out (Landlord pays or tenant gets improvement 
allowance)

RENEWALS
 e Revisit items above and remove exposure items
 e Tenant improvement allowance for updates
 e Provide current site report to compare market value rents 

RENEGOTIATING AN EXISTING LEASE
 e In times of  crisis (Such as COVID-19)
 e Addressing market-specific issues 

W
By Lisa Feltz, Meltdown DiY Art Studio

Well, friends, there couldn’t be a better time to talk about ESR Commercial. Please note that I’m writing this article in May 2020, smack 
in the middle of  the COVID-19 crisis. More specifically, I’m writing it from my cleaned-out studio while waiting for customers to pick up 
their projects “last-chance” style. Early on in this crisis, I knew that the best thing for me was to close Meltdown. I’d already made up 
my mind prior to COVID-19 that in order to grow the business, I’d need to move to a new location once our lease was up. When the 
crisis hit, I knew it was time to close it down because I wasn’t interested in taking on a loan or extending the lease to help get through 
the hard times. 

http://www.ESRCommercial.com
mailto:Richard.Aries@esrcommercial.com


www.maycocolors.com
https://www.facebook.com/MaycoStudios/
https://www.instagram.com/maycocolors/
https://www.youtube.com/user/MaycoColors
https://www.pinterest.com/carter6949/mayco/
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One thing that has always set my 
business apart from these others 
is my belonging to an organiza-
tion that represents my industry. 
The CCSA is a rare and unique 
gem. It puts me at a huge ad-
vantage to have a resource that 
fosters innovation, education, 
and camaraderie. At any given 
moment I have access to experts 
in my field and relevant fields 
(trends experts, accounting, 
lease negotiators, social media 
gurus, to name just a few), as 
well as colleagues who have col-
lectively “been there, done that” 
and a vast collection of  friends 
who will offer me encouragement, 
solicited opinions, empathetic 
ears, and shoulders to cry on. You’ve heard the expression “two 
heads are better than one.” Well, how about more than six hundred 
heads! The combination of  all these have played an integral role in the 
success of  my business. So many self-employed people are islands, 
going it alone to navigate all the facets of  owning a business. These 

things alone are more worth than the cost of  member-
ship. Then add in the partnership discounts and the 
CCSA makes you money in so many different ways!
      Convention is a very valuable extension and 
product of  the CCSA. For me, it is reminiscent of  going 
to camp. It’s a chance to see old friends and make 
new ones. A chance to meet with suppliers and see 
what new and exciting trends and techniques abound. 
A chance to learn new skills and, of  course, a well-
deserved chance to play. Even after being in business 
for 20 years and having attended the last 18 conven-
tions, I always get a lot out of  convention. Invariably 
it seems to come about when I need it most. I always 
hear or learn or seem to get exactly what I felt I was 
lacking going in to convention weekend and walk away 

rejuvenated and with a list of  ideas 
and inspiration to implement in 
my shops and to relay to my staff. 
The years I have been able to 
bring staff have been an added 
bonus. They also benefit from the 
rejuvenation and knowledge, and 
the value I get from having another 
person (or persons) helping imple-
ment ideas and infuse excitement 
amongst their coworkers is huge!
      This year will be different. 
Dena, Laura, and the board of  
directors are working very hard 
to ensure that different does not 
mean less. In fact, they are working 
to make it more. You will be able to 
access ALL of  the classes, instead 
of  having to choose seven. You 
will be able to “attend” the class 
when it is convenient for you and 
your staff will be able to attend. As 
always, the classes will be a timely 
resource for current challenges 
and inspiration for moving forward. 

Although we won’t be able to have a well-needed group hug, know that 
you are far from alone. You are loved and valued and needed in your 
community and the CCSA is here for you. Vir tual hugs to you all, my 
friends. e

    Love, Silly Jenn

An Unconventional Convention
By Jenn Bassen, Former Owner of  Paint Yourself  Silly, Lincoln, Nebraska

AAll the people in my immediate family are entrepreneurs. There are obvious differences, of  course. We all represent different industries: 
an illustrator/product and clothing designer, a wine merchant, a mental health therapist, a fitness instructor, dog training and pet supply 
retailer, and a finish carpenter. 

STUDIO SPECIAL
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It is not business as usual. Now is the time to spread some good 
karma marketing messages. Let your customers know how your brand 
is helping. Thank the front-line workers, and give shout-outs to volun-
teers who are supporting impacted local communi-
ties. Donate products or time to your community. A 
free online art project tutorial on your social media 
will have the moms and dads in your neighborhood 
feeling grateful and singing your praises.
 Look for relevant stories to amplify. Members 
of  our community started painting rocks with 
uplifting messages and leaving them throughout the neighborhood to 
cheer everyone up. It is an example of  a wonderful and relevant story 
to uplift with your outreach, and an opportunity for your studio to 

participate in a creative exercise to spread hope and positivity.
 Keep it personal. When you reach out to your customer base, keep 
your messaging heartfelt, empathetic, and vulnerable; make each of  

your customers feel they are not alone, and that 
we are all in this together. Before you sell them 
anything, check in first. Begin your messages by 
expressing concern for your customers and their 
families, and always end by expressing wishes they 
stay safe and healthy.
 Remind your community of  all the fun they have at 

your studio. Communicate a positive and hopeful message with your 
window display. Whether it’s rainbows, hearts, or a patriotic theme, 
keep it relevant with a good karma message.

 Most importantly, whether you are open to walk-ins or selling 
to-go kits for pickup and delivery, be sure to effectively com-
municate that your studio is committed to protecting the health 
and safety of  your employees, customers, and community. 
Share all the steps you take to ensure that everyone is safe and 
protected—for example, wearing masks and gloves, maintaining 
recommended social distance practices, sanitizing all surfaces, 
increasing the frequency and extent of  cleanings, and training 
employees to maintain a safe environment for everyone.
 Stay safe and healthy. We are all in this together and we got 
this! e

Communication Strategies During the Pandemic: 

Spread Good Karma

A LITTLE ABOUT BRANDING

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

OOur industry has been severely impacted by the COVID-19 pandemic and we are all trying to adapt to a new normal. Some studios will 
start welcoming back customers, others will have to completely shift their business model to sell to-go kits for pick-up and delivery. On 
the bright side, with online learning winding down and most camps closing for the summer, the demand for entertaining the family should 
give our studios a much-needed boost.

MAKE EACH OF YOUR MAKE EACH OF YOUR 
CUSTOMERS FEEL CUSTOMERS FEEL 

THEY ARE NOT ALONE, THEY ARE NOT ALONE, 
AND THAT WE ARE ALL AND THAT WE ARE ALL 

IN THIS TOGETHER. IN THIS TOGETHER. 
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Yet every tribulation is an opportunity. Studios have the chance to change 
their business model and how they market their studio. For many, it will 
mean the difference between surviving and closing. Following are some 
of the actions studios can take to help survive the pandemic.

STILL IN LOCKDOWN
Curbside and Delivery It may be a long time before some are al-
lowed to open up for painters in studio. Curbside pickup and delivery 
may be the only business we see for months to come. Some painters 
may be reluctant to paint in studio even after restrictions are relaxed. 
Having an online shopping presence is vital. It requires keeping strin-
gent inventory counts, the work of  setting up the site, and often the 
added expense of  e-commerce. But online shopping isn’t going away. 
Taking the extra effort to create an attractive, appealing online experi-
ence will continue to bring in business even after the pandemic.
 Upselling The projects-to-go model does offer opportunities. 
Studios can sell brushes, tools, silk screen transfers, sponges, fun writ-
ers, plastic paint palettes, and other tools. Having these well displayed 
and reasonably priced on your e-commerce site can bring the fun and 
magic of  the studio to painters’ homes. 
 Videos Along with tools, having technique videos on YouTube 
for customers to access from your e-commerce site can bring the fun 
home. It’s important to have the site be about the experience and not 
the sale. Money is tight for many (most), so give them a reason to keep 
coming back. One video can be used on many platforms: e-commerce, 
Facebook, email, etc. Think about all those babies who need footprints 
done. A footprint video could market your studio in many ways.
 Social Media Like it or hate it, social media will be key to main-
taining contact with your customers. Keep sending out posts, emails, 
polls, pictures, videos, and stories. If  you can’t think of  what to post, 
repost popular past posts, those videos you made, and info about 
employees, charities, other local businesses, or good things that are 
happening in your community. Use your social media not to sell but to 
maintain your brand and presence with your customers. If  you aren’t 
good at social media, find an employee who is.
 Live Sales Some studios are using social media for live sales. 
Again, find the right personality to do this. There are videos and posts 
on Chatter of  studios having great success at this. Check them out for 
ideas on how to prepare, organize, and create the sales.
 Zoom, Houseparty, etc. Online live meeting platforms will be 
an important way to maintain group painting experiences. Summer 
camp classes, canvas classes, ladies’ nights, and birthday parties can 
be transitioned online until they can be held safely again in studio. 
These can be done by staff members leading an activity or class or 
by customers “gathering” online. There is still a great need for social 
connection. How can studios give painters the chance to connect with 

Diversify for Success
BRANCHING OUT

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

Just a few months ago I was writing the article for the Summer issue and now everything has changed. The whole PYOP business model 
has been turned on its head with mandatory closures of  nonessential businesses. Unfortunately, the outlook for returning to “normal” 
is long and difficult.

friends and family? This may be a foreign concept for many of  us, but it 
creates an opportunity until a people can gather in person again.

REOPENING
Even after painters are allowed back in the studio, it may be a long time 
before we get back to “normal” because of  the restrictions in place—
only a certain number of  painters, spacing between them, and so on. 
Now is the time to plan for this. Have this conversation with your staff. 
Create policies that foster a safe, relaxing, and enjoyable environment 
and benefit you, your staff, and painters.
 Social Distancing Studios may need to change their layouts by remov-
ing some tables and chairs, allowing additional space between tables and 
shelves, and having more space or plexiglass at the checkout area. Are there 
bottlenecks to alleviate? What flow keeps groups of painters separated?
 Reservations Having fewer tables and restrictions on the number 
of  painters allowed puts a premium on available tables. Some online 
booking programs offer ways to accommodate taking reservations. You 
may want to have policies in place for non-painters and limits on time.
 Outdoor Seating If  you are lucky enough to have space for 
outdoor seating, now is the time to utilize it.
 Hand Washing Even before the lockdown we required all painters 
to wash their hands upon entering. It is simple and effective.
 Masks Many retail stores are requiring masks. While some bristle 
at being told they have to wear a mask, these are not ordinary times. 
The virus is most contagious when the amount of  the virus is high and 
the time of  exposure great. Studios allow for both of  those. Each studio 
has to consider the safety of  staff and customers. If  you (like us) de-
cide to require masks, write a policy and role-play with staff on dealing 
with people refusing to wear masks. Have options available, like masks 
to purchase or the alternative of  pottery to go.
 Keeping Things Clean Staying safe will require additional steps in 
cleaning and sanitizing. Consider how brushes, paints, tables, and tools will 
be sanitized between painters. How often will door handles, bathrooms, 
sinks, and other high-traffic areas need to be cleaned and/or sanitized?
 Offerings Many people have experienced financial hardship. 
Having a variety of  items at lower price points will keep your studio 
financially accessible. Groups like Girl Scouts and 4H may also be more 
price conscious. Now is the time to set up offerings with high-margin 
pieces that give you flexibility in pricing but still give you profit.
 More than ever, it’s all about experience. These are trying times, 
requiring us to try things we wouldn’t have tried before. Diversification 
will be critical in staying afloat. While there may be growing pains, the 
steps we take today might be strengths for our studios in the long-
term. Making sure the customer experience online or in-store is positive 
is key. Stay positive in your messaging. We can get through this. When 
life gives you mud, make some pottery! e
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Since the beginning of lockdown, our sales team and I have spent every 
workday reaching out to studios to see how they’re doing, and more 
importantly to ask how we can help as a supplier. What we have found is 
that, yes, there is a real struggle to find any positivity in the retail world 
right now. But I am truly amazed at your grit, determination, and desire 
not to give up and to fight for your business’s very survival. So let’s take 
a look at the positive aspects that have come out of this pandemic.
 Networking as an industry First, let’s thank our wonderful CCSA lead-
ers for all the time and effort they have put into keeping us connected. Dena, 
Laura, Tracy, and the entire board have tried to ensure that the struggling 
studios can be connected with studios who have found successes, however 
small. On their weekly Zoom calls (which average around 50–60 studios!), 
Dena and Tracy have focused on relevant issues — such as setting up online 
ordering, organizing summer camps, coordinating curbside to go, or doing a 
Facebook Live event — so studios can talk about what’s worked. The ability 
to network with other studios who are in this same storm has been invaluable. 
Some studios within the same state are also getting together on Zoom to help 
one another. If you’re not networking with other studios, please reach out to 
Dena or Laura so they can try to pair you with studios to talk to.
 Online stores Most studios have always wanted an online store as an 
additional revenue stream but hadn’t gotten around to it. Then COVID-19 hit 
and this was the only way to generate income. Studios connected with one 
another and shared various ways to set up online shopping. Some actually 
downloaded supplier pictures and created a true online ordering page, 
while others simply took pictures of their shelves with pricing large enough 
for customers to order from. You should all be proud that you found your 
own way to adapt and survive. While many studios now report to-go orders 
are slowing down as states reopen, most studios say they will continue to 
use online ordering for additional revenue. If you still need help setting 
up online shopping, please reach out on FB Chatter, or to Dena, Laura, or 
Tracy so they can pair you with studios who have done this.
 Facebook Live Events Whoever thought we’d become like QVC 
for the pottery industry! Again, this has been a whole new way to gen-
erate income. Several studios have been bringing in several thousand 
dollars for a couple hours of  Live time. According to owners like Stacey 
Sparrow at Art on the Rocks in Massachusetts and Ashley Prince at 
The Pickled Palette in Iowa, the key to FB Live success is to have fun, 
be engaging, keep the pace moving so customers don’t get bored, 
and throw in some giveaways to keep customers engaged. Visit their 
Facebook pages to watch their magic at work.
 Partnering with other local businesses Many studios have 
bolstered sales this way. Team up with local bakeries to offer a sweet 

treat as part of your to-go kit: “Paint a cupcake, eat a cupcake!” where 
you both promote the to-go item to social media followers and give a 
kickback coupon to return to your respective businesses. Or partner with 
a florist for vases and succulent holders where a live plant is part of the 
ceramic to-go kit. Others are partnering with local bookstores for Zoom 
story times to read a children’s book and paint a related figurine. A studio 
even worked with a local real estate office to sell “Mystery Kits” at open 
houses! By partnering, you are supporting each other and benefiting 
from their social media followers, who may be different from yours.
 As communities reopen By the time you read this, states will 
have been slowly opening and we can learn from those that have 
opened first. When customers can finally sit in the studio again, there 
will be obvious restrictions, mainly the number who can sit at one time. 
We’ve learned a lot from states that opened in early May:
 e While officials may say people can now come in, customers 
are being very cautious. The walk-ins will not come immediately, so be 
patient. It is taking customers 3–4 weeks after the state starts to lift 
restrictions for studios to see any meaningful business for sit-down traf-
fic. Just don’t get discouraged. 
 e Make sure you’re marketing your current state of “openness” to 
your customers frequently and in multiple platforms: emails, all social media.
 e The most important part of  reopening for sit-down customers 
is being prepared. Come up with a plan on how the flow of  traffic will 
enter your studio, and educate staff on cleaning procedures. SHOW 
your customers what they will experience when they visit. One of  the 
best ways to do this is Facebook Live, beginning by walking through 
your studio from the front door. Show them your cleaning stations, how 
tables are spaced out, how the paint bar is set up, and how they will 
select bisque. You want them to see they will be safe.
 e You want to EXCEED customers’ expectations on two fronts: 
experience and safety. Ask sincerely at checkout, “How was your visit 
today? Was there anything we could improve to give you a better and/
or safer experience?” We all know our industry success has a lot to do 
with word of  mouth. When a family leaves your store feeling safe, that 
word will spread quickly, yielding increased foot traffic.
 So, whether you’re a glass-half-empty or -half-full person, perhaps 
the takeaway is much more. We learned how to pivot and adapt as 
needed to pull through. We also dug deep and despite the physical and 
mental exhaustion, we all came together and figured it out. Maybe, no 
matter how empty or full your glass is, the important part is to have a 
pitcher nearby to refill, refresh, and share when needed to get us all 
the way through. e

Why the Pandemic Is a 
“Glass-Half-Full” Experience
By Susan Rogers, VP Sales, Gare

AAs I sit in my office on June 9, the first time since we went into lockdown (I’ve been working remotely), I am amazed at what has trans-
pired in the last three months in our industry. When faced with such unprecedented times, there are usually two camps: either the glass 
is half  full or it’s half  empty. I am a “glass-half-full” type of  gal, and I want to share with you why I feel our industry is truly amazing and 
will survive this pandemic.

STUDIO SPECIAL
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Preparation is key. The best way to take the fear out of going live is by 
planning. Identify your goal (leading a workshop, hosting a birthday party, 
doing a live sale) and then work backward. Think about your objectives and 
list how to make it happen. (Example: I want my customers to use a liner 
brush to outline the design, so I will show how to thin the glaze and load 
the brush, as well as changing the amount of pressure to get a thicker and 
thinner line.) Once you have your objectives, write an outline of the live with 
timestamps included. Account for introducing yourself, the project, going 
over the materials, teaching, and taking questions. Most of the time you will 
stray from this schedule, especially as you get more comfortable, but it is 
the best way to calm nerves prior to going live. (Side note: I required this of  
all new summer camp and workshop instructors in my studio.)
 What if no one comes to the party? A real fear in going live is 
that no one will watch. I have done lives to over 100 people and I have 
done even more to under 5 people, sometimes even ZERO. The best strat-
egy is to make it very clear that you are going live well before you plan to. 
Give your customers the where, when, how, and why. “Hey, I’m going LIVE 
Wednesday the 24th at 3pm on Facebook and Instagram and I’m going to 
be doing a live sale of our newest products. Check the rules below so you 
know exactly how to play along! See you then!” Make a Facebook event, 
post about it on your Instagram, and remind your customers!
 Say everything out loud, even if it’s to no one. I really struggle 
introducing myself. It feels weird and sometimes unnatural. Before I go live, 
especially on an account I don’t run, I make sure I talk through anything that 
I don’t feel comfortable with. I will walk around my house introducing myself, 
or explain how to paint a swishy background while I’m putting on makeup. 
Hearing myself makes it so easy to edit and alter how I say something so 
that I’m positive that I’m being clear. If you just feel too silly saying it out 
loud, write it down! I do this before every conference I teach at.
 Do a trial run. This will feel awkward, but it’s so worth it. Go live 
where it’s low stakes, like on your personal account. Show off your new 
plant, make a cocktail, or have a dance party. Not feeling that bold? Then 
be honest. “Hey, I’m doing a trial run because I’m going live tomorrow 
on my business page to [insert goal here] and I need to figure out this 
thing! Feel free to join me tomorrow at [insert business page here] be-
cause it’s going to be a lot of fun and definitely not as awkward as this.”
 Get help if you can. Talk someone into joining you live, especially 
if  you’re nervous about it. Having another person there with you takes 
the pressure off and can give you someone to talk to. It’s also very handy 
to have someone there to monitor the comment section. But if  it’s just 
you, don’t worry! Prep your workstation and get to work. I monitor all of  
my comments by grabbing another device (usually my iPad), logging into 
my personal account, and joining the live from there. Don’t forget to turn 
down the sound on your second device because there’s always a slight 
delay in a live and you don’t want to hear an echo.
 You have a cooking show now. This idea is geared toward 
virtual workshops. I treat every livestream like I’m Martha Stewart 

doing a cooking or craft segment on my show. This means I have 
everything at arm’s reach (or what chefs call “mise en place,” literally 
“in its place”) and I’ve made “swaps,” which are 3–4 samples of  the 
project at different stages of  doneness. Painting pottery takes a long 
time and I don’t want my customers to get bored and leave. I know 
what you’re thinking! “But, Ammie! Aren’t they supposed to be painting 
along?!” Yes, they absolutely are, but if  you’ve sent home clear enough 
directions, your customers will be okay if  you are a few minutes ahead 
of  them on the livestream. I certainly don’t want to go live for 3 hours, 
and my customers don’t want to be there for that either.
 Invest in a table mount. We’re living in a livestream world and 
we’ve got to adapt. Having the right equipment to give your customers 
the best experience is vital to high engagement and quality lives. I pre-
fer mounts that have a sturdy base over mounts that clip to the edge of  
a table. Clipped mounts dramatically shake when the table moves while 
you’re erasing, painting a background, or even putting down a glaze 
bottle with just a little force. The more your phone moves during a live, 
the more likely audio is to get garbled or the video quality to drop. I 
swear by Arkon table amounts, specifically the Pro Stand Phone Weight 
Base Version (Item HD8RV29). If  you like, you can use my affiliate 
coupon code (“ammieyall”) to save 20%.

BEFORE, DURING, AND AFTER THE LIVE
 Before:
 e Clean workspace.
 e Have all supplies on desk.
 e Arrange table mount for the perfect angle.
 e Have second device charged and ready to join live.
 e Make sample swaps if  teaching a workshop.
 e Take a deep breath and shake out hands.
 During:
 e Start live on time and introduce yourself  and the class.
 e If  few or no people are there, don’t mention it.
 e Be engaging, talk through what you are doing, break for questions.
 e Keep the live under 2 hours.
 e Talk about what’s coming up by showing samples of next workshops 
and asking customers what they want to see from you and your schedule.
 e Be you!
 After:
 e Encourage customers to show their finished projects, pottery 
they snagged during the sale, etc. Fear of  missing out (FOMO) will get 
you more sales next time!
 e Comment on every single comment, even if  you addressed it in 
real time on video. Not everyone is going to go back and watch the video.
 e Share the video to your Facebook page with info. “We had a 
BLAST during our live sale/virtual class and can’t wait until the next 
one!” e

Taking the Fear out of Going Live
by Ammie Williams, @ammieyall, Atlanta, Georgia

RRaise your hand if  you’re nervous about going live on Facebook, Instagram, YouTube, or Zoom. Okay, I can’t see you, but since you’re 
reading this article, I assume you’re raising your hand. It doesn’t have to be this way! Going live to sell pottery, teach classes, and lead 
birthday parties is part of  the routine now. I’ve been going live for years and am here to give you all of  my tips and tricks.

STUDIO SPECIAL
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Navigating the Storm
SERVICE WITH A SMILE

By Margaret Nevill, Mad Platter, Columbia, South Carolina 

Before closings started around the world, the majority of  customers 
in our industry would come through our doors and be welcomed into a 
beautiful land of  colors, designs, and smiles. A quick stop by the cus-
tomer’s table with a compliment, a sing-along at a birthday, or an extra 
few minutes at pickup to talk about the last girls’ night out—these are 
the little things we miss, the opportunities to offer our personal best as a 
locally owned business, face to face. That concept, “face to face,” seems 
very odd right now.
 As we enter into our new world, each of  us navigating a new sea of  
retail, we are challenged to come up with a new set of  customer service 
rules. But how do we set course in an online world and still keep the 
one-on-one service our customers are used to?
 In the previous issue of this magazine, Hillary Moulliet touched on 
perking up your website to reach customers. While some studios had sites 
with calendars and online booking, many were limited to a page or two 

BBy the time these words come across your desk, all of  our businesses will look and feel completely different than they did in January. 
Some of  us will be in the midst of  starting anew, while some will be in the early stages of  rebuild. And some may still be trying to figure 
out where 2020 went wrong. An industry that takes pride in hands-on creativity and personal service has suddenly been thrust into a 
world of  online sales, Zoom classes, and curbside pickups. With all the changes and closings happening around us, studios have been 
challenged by an overall question: Are customers still our customers when they aren’t six feet in front of  us?

with the bare minimum of information. Updating your website to an online 
store, while daunting, is now our number one source of customer service. 
Do you have a site that is easy to update, possibly at the last minute to 
add or delete items? Creating a site that is easy for customers to navigate 
is key to offering your signature service. Finding a good assortment of  
your stock to choose from and personalizing your site can make all the 
difference in your online sales. Ask a fellow CCSA member or local busi-
ness owner to shop your site in order to search for design flaws. We need 
to be able to look outside of our traditional sales methods to find a new 
happy medium. Your new business model will need to be tweaked before 
you present it to your customers. Megan Supple’s studio The Pottery Stop 
in Maryland is a prime example of a customer-friendly site and one of the 
first pottery-to-go shops to pop up in early March.
 But what if  your studio is not quite ready to welcome customers 
back inside, or you’re limiting your sales to pottery-to-go service only? 
Customers may not feel they are ready to stop by and create, but that 
doesn’t mean you don’t miss or appreciate them. During closure, many 
studios have chosen to paint or hang displays in their front window to let 
locals know that they are there and they will meet again. Some may be 
as sweet and charming, like the heart rainbow display with the hashtag 
#inthistogetherohio from Diana Leach Heidt of  Color Me Mine in Dub-
lin, Ohio. Others have followed the style seen at Ashley Prince’s Pickled 
Palette in Sioux City, Iowa, with its whimsical front window decorated 
with flying hearts, which encourages customers to visit and wave hello, 
remaining together but apart.
 There’s a tradition in the South of  “surcees,” a thoughtful and un-
expected gift. Consider tucking a surcee into each bag. We all know the 
joy of  finding a bag of  sweets tucked into a Bisque Imports shipment. My 
studio has been alternating between mini rubber ducks, Tootsie Rolls, 
and handmade clay-scrap Happy Camper pins, which are little “thanks 
for thinking of  us” tokens.
 When all else fails in this modern era of  emails, take out a pen 

and paper to write a thank-
you note. Taking the time to 
write a note by hand shows 
your customers that you 
care. It doesn’t have to be 
fancy, just a sentence or 
two. But it means so much 
more: it means we are here 
and we are glad to be your 
neighbor. e
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HOW TO CHOOSE
 There are dozens of  options out there, but to narrow it down you’ll 
want to keep a few things top of  mind. First, do you plan to post abso-
lutely every item you have in stock? Then definitely choose something 
that syncs with your POS system. You won’t have to manually import 
your items and your stock stays up to date when you sell online AND in 
person. Do you plan to just sell kits or a limited number of  items? Then 
any solution will work for you.
 Another consideration is what web platform you already use. Web 
builders like Squarespace and Wix have e-commerce options. Wordpress 
sites can integrate with WooCommerce and few other options using Buy 
Now buttons. Shopify and Square host their own sites, but you can direct 
them to a personal domain (i.e., www.mystudio.com) or use a subdomain 
(i.e., shop.mystudio.com). 

Shop It Out: Creating an Online Shop
TECH TALK: MODERN BUSINESS TOOLS FOR YOUR STUDIO

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

WWell, what a decade this year has been. Talk about a whirlwind. We studio owners realized pretty quickly that our business model would have 
to a shift, even if  only temporarily. For many, that meant frantically trying to create an online store for pottery-to-go as fast as possible. Now 
that life isn’t quite as frantic, here are some recommendations for e-commerce platforms for your own online store.

Square Online Store (through Weebly) (Starts at free + process-
ing fees (2.9% + .30c). Paid plans and app integrations available.) 
Best for: Those already using Square POS or those who want 
a quick way to add pottery-to-go.
 Square bought website builder Weebly in 2018 and debuted their 
new, easy-to-use drag-and-drop online store builder last year. It syncs 
your current inventory and modifiers to a clean, beautiful, responsive 
e-commerce website. Items can be marked unavailable if  you don’t want 
to allow them to be sold online, and you can add additional item views, 
descriptions (how it works), and modifiers (e.g., color choices).
 Square also lets you set up shipping, Curbside Pick Up, and delivery 
(within a radius) options, lets customers add a tip, and offers eGift Cards 
that can be used in the online store or redeemed in person if  you use 
Square as your POS. Paid plans allow a custom domain, more robust 

WITH SO MANY WITH SO MANY 
SHOPPING ON THE GO, SHOPPING ON THE GO, 

IT’S IMPORTANT TO IT’S IMPORTANT TO 
MAKE SURE YOUR MAKE SURE YOUR 

WEBSITE STILL WEBSITE STILL 
LOOKS GREAT LOOKS GREAT 

ON A PHONE.ON A PHONE.

http://www.mystudio.com
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reporting, and marketing options such as abandoned cart emails. How-
ever, even the free plan has great features and allows you to add and tag 
products to posts on Facebook and Instagram.
 Even if  Square is not your POS, creating an online store with them 
is incredibly fast and simple. If  you are only adding a few dozen items 
to supplement your in-studio items, it’s a great choice to get started 
quickly. 

Shopify (Starts at $9/month for Shopify Lite (online store only) + pro-
cessing fees (2.9% +.30c). Additional plans and paid Integrations/apps 
available.) Best for: Vend POS users and those who want top-
of-the-line features and don’t mind a slightly steeper learning 
curve. 
 Shopify is the big name on campus in the e-commerce world, and 
for good reason. One of  the most robust e-commerce options around, 
Shopify has pretty much everything you could need to set up an online 
store for your studio. Primarily focused on retail, Shopify has also re-
cently added or developed great features due to the pandemic that will 
be useful for studios setting up pottery-to-go, including delivery, curb-
side pickup, Facebook Shop integration, and tipping for online orders. 
In addition to great built-in features, they have a huge app marketplace 
with tons of  free and paid integrations available for almost anything you 
could want to do. Plus, huge brands like Pepsico, Magnolia, and Staples 
use their enterprise-level platform, so you know it has staying power. 
 My only warning regarding Shopify is that its biggest benefit (hugely 
robust software) does mean it may have a larger learning curve and be 
harder to get going off the ground quickly compared to other options. 
However, if  you want one of  the best platforms out there that will con-
tinue to grow with you, I’d absolutely recommend it. 
 Looking at switching your POS system? Shopify recently debuted 
their own, and it has got some great features and syncs with all Shopify 
inventory. Starts at $29/month, includes basic POS and online store. 
Their new Pro Plan will be an additional $89/month per location if  you 
choose to use it, starting 10/31/20.
 Want to keep your current POS? Some systems can sync with Shopi-
fy either through native or paid integrations. Vend is a great POS option, 
and with the Pro plan or above, Shopify sync is included. Other POS sys-
tems may also offer third-party apps to sync inventory and other options 
with Shopify. 

WooCommerce (Free, but must have self-hosted Wordpress website. 
Huge variety of  free and paid integrations.) Best for: DIYers who 
love to build things from the ground up or studios familiar 
with Wordpress/WooCommerce that don’t plan to post dozens 
of items for sale.
 WooCommerce is one of  the most commonly used e-commerce so-
lutions, primarily due to its flexibility, including creating an online store 
for pottery-to-go. While WooCommerce itself  is free, you’ll need hosting 
for your Wordpress-based site, and may need to purchase additional 
add-ons or plug-ins to process payments and get your site functioning 
the way you’d like. While WooCommerce is not extremely difficult to learn, 
it does require some hands-on knowledge of  the Wordpress environ-
ment and may have a steeper learning curve. But since it’s open-source 
software, you can choose your payment processor (perhaps one you 
already use) and it can often be one of  the more budget-friendly options. 
If  you’re planning to add hundreds of  SKUs, you may want to consider 
another option such as Shopify, but if  you’re just looking to add a few kits 
and special projects, WooCommerce is a great option.

Wix e-commerce (starts at $23/month + processing fees) Best for: 
Wix website users and those considering a new website plat-

form who want a quick, easy way to make an e-commerce 
website with fewer than 100 products.
 Wix is primarily a website builder that has e-commerce built into 
some of  its plans. If  you already have a Wix website, this is a no brainer! 
You may need to update your plan to one of  their e-commerce options, 
but then you’ll have the simplicity of  Wix’s drag-and-drop web builder. 
Many Wix website templates are clean and easy to navigate, but keep 
in mind that they may not have quite the customization levels as other 
platforms and they are not fully responsive—they may need tweaks on 
tablet or mobile view. With so many shopping on the go, it’s important to 
make sure your website still looks great on a phone.

Squarespace (starting at $18/month + 3% transaction fee + process-
ing fees. Commerce plan at $26/month removes Squarespace’s transac-
tion fees. Various plans, plus paid add-ons available.) Best for: Those 
with a Squarespace website looking for a beautiful and easy 
to set up all-in-one website builder and e-commerce solution.
 Similar to Wix, Squarespace is a first and foremost a website builder. 
While it doesn’t boast as many templates as Wix, the 100 or so it of-
fers are very clean and design focused—great for the PYOP industry. 
Excellent photography is going to make a difference in the look of  your 
Squarespace site, so be sure to have wonderful images! Their sites are 
fully responsive as well—great for shopping on your phone. One im-
portant thing to keep in mind about their e-commerce capabilities is 
that Squarespace only allows you to use Stripe, Paypal, or Square as 
your payment processor. Plus, with the basic plan, Squarespace tacks 
on an additional 3% transaction fee on top of  your processor fees. De-
sign wise, Squarespace really is beautiful, and that carries into its e-
commerce section. It’s grid based, so won’t provide the same level of  
flexibility as Wix or Wordpress might, but the clean lines and simplicity 
may be worth that trade-off. e

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/
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This is both a good and bad thing, of  course. Newspapers and maga-
zines have editors, TV shows and movies have producers, and social 
media has, well, nothing in the middle. Open a social media app on your 
phone, take a picture or type some words, tap the “post” button, and an 
irreversible process starts. 
       That’s the problem for a lot of  us, isn’t it? What if  you say something 
wrong/stupid/offensive? Those sentiments will forever be memorialized 
in the cloud, ready for everyone and anyone to see 
it. Returning to Mr. Franklin’s tenet, let’s ensure we 
do only the things worth reading (or watching). 
But what are those things? The good that’s hap-
pening around you.
       As I write this, in the middle of  the COVID-19 
crisis, there’s never been a better time for studio 
owners and their staff to look for the good they 
can highlight within their communities, within their 
companies, or for individual people.
       Those in Mr. Franklin’s era had an arduous two-step job: produce 
content worth reading, and physically distribute the paper on which that 
content was written. Both of  these are difficult and time-consuming, 
meaning that the distribution of  the content (i.e. hoping people see what 
you wrote) was a harder process than writing the content itself. 
       Here’s the great news in our current era: now you can help ensure 
your content is seen through purposeful promotion in a digital world 
for free, at the push of  a button. Unlike the days of  finite paper, finite 
distribution, and a fixed audience (based on proximity to you), our ability 
to reach a worldwide audience is unlimited.
       
HERE’S A THREE-STEP PROCESS TO HELP YOU STAY IN FRONT OF 
YOUR TARGET AUDIENCE:
 1. Say what you’re going to do. This is as easy as a post on 
social media. “My team and I have an initiative to raise money for our 
local food bank. We’ll be hosting a virtual coffee session with the mayor 
and the CEO of  ABC Company here in town. Here’s the link to register to 
join us.” This is your first touch with your target audience.
 2. Do that thing. This is the difficult and time-consuming part. 
Create the content, or in this case, effectively document the content. In 
this example, you’ll be the one responsible for booking the guests, creat-
ing the agenda, and moderating the panel. 
 3. Show your audience what happened. As an epilogue to the 
event, share the results: X number of  attendees, Y amount of  money 
raised, notes from the panel discussion, etc. Again, very simple com-

pared to step 2. Take excerpts of  the transcript or vignettes of  the video 
and share them on your social media accounts.
   
 Here’s an important consideration: content you create is something 
to which you grow acclimated very quickly. After the process making a 
video is done, you know that content front and back because you origi-
nated it. Once you’re done, probably the last thing you want to do is 

revisit that same material. You just want to move on 
to the next thing, don’t you? That’s the exact oppo-
site of  what needs to happen. This is when the real 
work starts: the promotion of  the content. Promo-
tion, however, is so much easier than the creation. 
It’s time-consuming but simple.
 Think about the movie production process: 
do everything necessary to create and produce a 
show, “tease” that the show is coming, and then 
send the stars of  the show on a press junket to pro-

mote the movie/series. This tried-and-true process is what we should 
use as well, but few people seem to follow this straightforward, proven 
approach.
 Say what you’re doing to do (simple), do something worth writing 
(difficult), and say what happened (simple). By adopting this three-step 
strategy, you’ll garner more attention from your target audience, and 
equally as importantly, remind them that you do what you say you’re 
going to do. Many of  us have great intentions, but until they’re codified 
in a written sense and shared with the public, those intentions don’t 
materialize.
 All of  us, especially now, are jockeying for attention in a crowded 
digital and social environment. By sharing good news about others, 
you’re effectively shining the spotlight on them and away from yourself. 
This is not to your detriment, however. Because we have unlimited media 
available with which to propagate the messages we choose, you’ll be in 
the tiny minority of  people who are highlighting others first.
 Good news, good acts, and good people are prolific, despite our 
very challenging current environment. We’ve all heard of  posts going 
viral, and a way to help ensure that happens with yours is by adding a 
layer of  “virality.” Focus on others with your posts; ask yourself: who 
will, in turn, share your posts with their audiences? Answer: those whom 
you’re highlighting. In the aforementioned example, the mayor and the 
CEO from your panel will share their involvement with your initiative, and 
you’ll have exposure to their audiences.
 Will you adopt this three-step formula in your social media strategy? e

A Three-Step Formula to Maximize Your Social Media Effectiveness: 

The Ben Franklin Strategy
By Spencer X Smith, AmpliPhi

BBenjamin Franklin will never know this, but he gave you and me the only social media strategy we need: “Either write something worth 
reading or do something worth writing.” In other words, produce content that will be interesting for other people. What Mr. Franklin didn’t 
know, back when he was printing newspapers, is that we’d all eventually have the ability to share whatever we’d like with the public, 
whenever we want. No longer are we limited by gatekeepers or those who might prevent us from being heard.

STUDIO SPECIAL

FOCUS ON OTHERS FOCUS ON OTHERS 
WITH YOUR POSTS; WITH YOUR POSTS; 

ASK YOURSELF: ASK YOURSELF: 
WHO WILL, IN TURN, WHO WILL, IN TURN, 

SHARE YOUR POSTS SHARE YOUR POSTS 
WITH THEIR WITH THEIR 

AUDIENCES?AUDIENCES?
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By Janna Malo and Kristin Godwin,
Fired Up! Victoria, British Columbia 

SUPPLIES
 Clay
 Slab roller or rolling pin
 Wooden skewer or other cutting tool

Roll a slab of  clay 1 cm (3/8”) thick. Press the hand into the 
clay and make sure to get all the hand wrinkles and details. 
Let that sit for a bit while you work on the rest.

Make a small pinch pot about the height from the base of  
the palm to halfway up the thumb. (If  you go smaller the tail 
will be more majestic; if  you go larger, it’ll be a cute chubby 
peacock. There is no wrong way.)

Roll a snake that is a bit thicker at one end. The thicker end 
will be the head. Pull and pinch the end to make a beak. Lay 
it down in the shape of  a lowercase f  without the cross bar, 

or an upside-down question mark. Let it hang out like this for a bit.

Cut out around the hand. (Do not cut the fingers to their 
base unless you like living dangerously and laugh in the face 
of  possible breakage.)

Score and attach the tail and the head to the body where you 
think they look best. Make sure the palm of  the hand is flush 
with the bottom of  the upside-down pinch pot. This will help 

balance the peacock and help keep it from flopping over. (If  you’d prefer 
to have this be a little dish, you can opt to attach the pinch pot with the 
opening on top instead of  underneath.) Allow to dry thoroughly.

Glaze as desired and fire to 06. e

Handprint 
Peacock

STEP
4
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STEP
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STEP
2

STEP
6

STEP
5



Paint 1 layer of  Lavender Flower on top of  the Glowing Em-
ber circle and rim. Let dry.

Paint 2 coats of  White Cascades on top of  the Lavender 
Flower on the inside and outside rim of  the bowl. Do not 
paint White Cascades in the bottom of  the bowl.

Do NOT clear glaze. Fire to cone 06. e

By Bisque Imports and Ammie Williams, @ammieyall 

SUPPLIES
 Footed Rice Bowl (Bisque Imports HK321)
 Fan brushes

MAYCO ELEMENTS
 Wheat (EL-129)
 Amber Ash (EL-107)
 Glowing Embers (EL-204)
 Lavender Flower (EL-149)
 White Cascades (PC-602)

Using a fan brush, paint the outside, inside, and bottom of  
the bowl with 2 even coats of  Wheat. Let dry.

Load another fan brush with Amber Ash and paint a circle 
in the bottom of  the bowl, a little bigger than the bottom of  
the bowl. Paint a rim about 2–3” wide around the inside and 
outside of  the bowl. Repeat with a second coat. Let dry.

With another fan brush, paint a circle of  Glowing Embers in 
the bottom of  the bowl, leaving about an inch of  Amber Ash 
showing. Paint a rim inside and outside of  the bowl of  Glow-

ing Embers on top of  Amber Ash, leaving about an inch of  Amber Ash 
showing. Let dry.
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Fauxnware

STEP
1

STEP
2

STEP
3

STEP
4

GGet that stoneware look with low-fire glazes from Mayco and bisque from Bisque Imports! This technique is all about layering coats of dif-
ferent Elements. Paint even coats of each glaze to ensure full coverage. Allow proper dry time between each coat to make sure the glazes 
aren’t mixing together. Dedicate a different fan brush to each glaze so you aren’t contaminating glaze layers.

STEP
5

STEP
6

Before firing   After firing



Use the Soft Fan to apply 2 coats of  SW-174 Leather to the 
back of  the plate, avoiding the no paint line. You should 
only be painting the outside rim of  the plate. There should 
be no paint beyond the no paint line.

Apply two coats of  SW-169 Frosted Lemon to the left third 
of  the plate, creating a naturally flowing line. (Keep in mind 
that you may see some brushstrokes after firing.) Let dry.

Apply two coats of  SW-174 Leather to the right third of  the 
plate, creating a naturally flowing line. Let dry.

Apply 2 coats of  SW-154 Shipwreck over the middle third of  
the plate. Be sure to overlap both the Frosted Lemon and 
the Leather. The more movement in the overlap line, the 
more visual interest the final piece will have. Let dry.

DO NOT STILT! Fire to Cone 6. e

By Bre Kathman, Educational Specialist, Mayco Colors

MATERIALS
 Stoneware Modern Dinner Plate (SB-129)
    Soft fan brush
    Water-based marker

GLAZE COLORS
 Leather (SW-174)
 Frosted Lemon (SW-169)
 Shipwreck (SW-154)

Begin with properly fired stoneware bisque. Moisten a 
clean sponge and wipe bisque to remove any dust.

Using a water-based marker laid flat against the table, draw 
a line around the bottom of  the piece. This is the “no paint 
line.” This plate has a natural foot already in place, so you 
can choose to draw around this instead.

STEP
1

STEP
2

STEP
3

Layered 
Stoneware 
Plate

STEP
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5

STEP
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STEP
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Courtesy of  Gare, Inc.  

SUPPLIES
      Bamboo lid canister (New Item: #4223)
      Sponge
      Fall leaf  stamp(s)
      Paper towel

GLAZE COLORS
 Orange Crush (FS-2390)
 What a Yolk (FS-2315)
 Kermit (FS-2341)
 Red Blaze (FS-2391)

Squeeze a little of  each of  the 4 colors onto a plate or 
palette.

Slightly dampen a small sponge and dab it into one of  the 
colors. Dab the loaded sponge once onto a paper towel to 
take off some of  the color. (You don’t want too much paint 
on the sponge.) Gently tap the loaded sponge onto your 

stamp until there is color over the whole design.

Easy Fall 
Canister

Using even pressure, press the stamp onto the canister 
and lift off carefully. Work your way around the canister in a 
random pattern.

Repeat with the other colors. Let dry.

Clear glaze and fire to cone 06. 

NOTE: Do not put the lid on top until after the canister is fired. e

STEP
1

STEP
2

STEP
3

STEP
4

STEP
5

IIn this easy project, colors are stamped directly onto the bare 
bisque. Before beginning, any stamps that are glued onto a 
wood block should be gently peeled off so the rubber can 
bend around the canister. It may also help to practice the 
stamping technique on scrap paper first.
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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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 MORE NEW PRODUCTS

6442  Bottle and Cap
1 ounce    10/case

4223  Bamboo Lid Canister
5" w  x 7.25" h   6/case

2155  Boat Bowl  
11" l x 4.75" w x 3” h    4/case

  

5357  Haunted House Light-up
6" w x 3.5" dia. x 8” h    4/case

Just In
New Products for 2020

5356  Dragonfly Lantern
3.75" w x 5.75" h    4/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

5355  Man Cave Wall Plaque
9.25" l  x  9.5" w  x .75” thick    6/case

5358  Ghost Pile Light-up
5.75" w x 3.5" dia. x 9.25" h    4/case

Coming Soon
New Products for 2020

5359  Friends Word Plaque 
12" l x 1" dia. x 4.5" h    6/case

5360  Vintage Camper Light-up 
9" l x 4.75" w x 6.75"h    2/case

4225  Paint Brush Mug - 16 oz.
3.5" dia. x 6” h    6/case

Camper shown with #5317 Vintage Pick-up Truck

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


Christmas in July and all Year-Long!

#9096 Glass Green 
Specialty Glaze 

5 ounces 
for 3 coats

(Large Tree)

5064  Medium Christmas Tree
9.5" w x 14" h    1/case

5145  Large Christmas Tree
12" w x 17" h    1/case

To-Go Kit Trees

5144  Small Christmas Tree
6.5" w x 9.5" h    2/case

Suggested
Paint

#6670 Round #14 Brush or
#6570 Mop Brush

Suggested
Brushes

Approximate
Amounts
Needed

Approximate
Amounts
Needed

Perfect

To-Go Kit 

Size

9060 Glass Green
NEW 4 ounce size

Glass Green is currently available 
in pint size bottles.

#9556 No Fire 
Textured Snow - 
add a touch of  
snow to your tree. 

Added
Touch

3 ounces 
for 3 coats
(Medium Tree)

2 ounces 
for 3 coats

(Small Tree)
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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/
https://www.youtube.com/user/GareInc
mailto:questions@gare.com


MaycoColors.com

DESIGN INSPIR ATION

F O R  P R O J E C T S  TO - G O

Easy projects that kids and adults can do at home!

Learn more at MaycoColors.com



TROPICAL DINNERWARE 
PRODUCTS USED

BISQUE
• MB-1113 Casualware Cereal Bowl
• MB-1116 Casualware Dinner Plate
• MB-1455 Stemless Wine Tumbler

COLOR       
 
 
 
 

DECORATING ACCESSORIES
• CB-106 #6 Script Liner
• CB-604 #4 Soft Fan
• AC-230 Clay Carbon Paper

MISCELLANEOUS ACCESSORIES
• Sponge
• Pencil
• Palette
• Pattern

INSTRUCTIONS 

Find this project and more online at:

• FN-001 White
• FN-34 Big Sky Blue
• FN-41 Medium Blue
• FN-42 Teal Blue
• SC-16 Cotton Tail

• SC-27 Sour Apple
• SC-65 Peri-Twinkle
• SC-93 Honeydew List
• SC-96 Aqu-ward
• NT-CLR Clear Dipping

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

• Using the Soft Fan with FN-41 Medium Blue, 
apply three coats to the front and back of the 
plate. 

• Using the Soft Fan with FN-34 Big Sky Blue, apply 
three coats to the front and back of the bowl. 

• Using the Soft Fan with FN-001 White, apply three 
coats to the inside of the tumbler. 

• Using the Soft Fan with FN-42 Teal Blue, apply 
three coats to the outside and bottom of the 
tumbler. 

• After the glaze is completely dry, trace the 
patterns using Clay Carbon Paper and the pencil.

• Using the Script Liner with SC-93 Honeydew List, 
apply three coats to the large Monstera leaf on 
the plate and tumbler.     
 

• Using the Script Liner with SC-27 Sour Apple, 
apply three coats to the fern leaves on the bowl 
and plate. 

• Using the Script Liner with SC-96 Aqu-ward, apply 
three coats to the single leaves on the bowl and 
plate. 

• Using the Script Liner with SC-65 Peri-Twinkle, 
apply three coats to the palm leaves on the plate 
and tumbler. 

• Squeeze 1 TBS of SC-16 Cotton Tail onto the 
palette. Take the end of a brush and dip it into the 
glaze. Make dots on the plate, bowl and tumbler. 
Repeat until you have the desired amount of 
dots.

• Fire to cone 06.

MaycoColors.com

http://maycocolors.com
https://maycocolors.com


SW GLOSS BUBBLE DINNERWARE
PRODUCTS USED

BISQUE

COLOR       
 
 
 
 

DECORATING ACCESSORIES

MISCELLANEOUS ACCESSORIES

INSTRUCTIONS 

Find this project and more online at:

• SW-501 White Gloss
• SW-502 Yellow Gloss
• SW-503 Orange Gloss
• SW-504 Red Gloss
• SW-505 Purple Gloss

• SW-506 Bright Blue Gloss
• SW-507 Bright Green Gloss
• SW-508 Black Gloss
• SW-509 Blue Gloss

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

• Using the Soft Fan, apply two coats of SW-501 
White to the center of the piece, avoiding the rim. 

• If applying a sea creature, cut the shape from 
pattern to use as a resist. Place the paper onto 
your piece. Be sure to work out any wrinkles or air 
bubbles.  

• Allow to dry completely before applying bubbles. 
To apply bubbles, mix one part of Stoneware 
Gloss glaze to one part water and one drop of 
dish soap. Place straw in mixture and blow to 
produce bubbles. Scoop the bubbles onto the 
piece. Be sure not to apply too many bubbles 
or they will pop and turn into a puddle. Try 
and cover the full area with as thin of a layer of 
bubbles as possible. 

• Remove the pattern paper resist and use the 
Script Liner to apply three coats of Stoneware 
Gloss glaze to fill it in. 

• Use a damp sponge to wipe bubbles off of the 
rim and use the Script Liner to apply three coats 
of Stoneware Gloss glaze to the rim of the piece. 

• Using the Fan Brush, apply three coats of 
Stoneware Gloss glaze to the back of the plate, 
avoiding the foot. 

• Once the piece is dry, use AC-230 Clay Carbon 
Paper to transfer the details of the sea creature 
into the piece. 

• Use the Medium Writer Tip Kit to outline the sea 
creature with either SW-501 White Gloss or SW-
508 Black Gloss 

• Use a damp sponge to wipe away any glaze that 
may have gotten on the foot. 

•  Do not stilt. Fire to cone 6. 

• Use the same technique to do the dinnerware 
with or without the sea creatures.

MaycoColors.com

• SB-104 Rimmed Salad Plate
• SB-105 Rimmed Dinner 

Plate

• SB-106 Rimmed Bowl
• SB-110 Dessert Bowl
• SB-119 9” Serving Bowl

• RB-140 #8 Soft Fan
• CB-106 #6 Script Liner

• AC-230 Clay Carbon Paper
• AC-222 Medium Writer Tip

• Sponge
• Dish Soap
• Straw

• Dixie Cup
• Patterns (2 sets)

https://maycocolors.com
http://maycocolors.com


SW FALLING LEAVES PLATTER 
PRODUCTS USED

BISQUE
• SB-118 12” Oval Platter

COLOR
• SW-119 Cinnabar
• SW-166 Norse Blue
• SW-167 Sand and Sea
• SW-168 Coral Sands
• SW-169 Frosted Lemon    

DECORATING ACCESSORIES
• AC-230 Clay Carbon Paper
• CB-604 #4 Soft Fan
• CB-106 Script Liner
• CB-110 Mini Liner
• AC-302 Wax Resist
• AC-525 Brush Cleaner

MISCELLANEOUS ACCESSORIES
• Sponge
• Ball Point Pen or Pencil
• Paper Towel
• Pattern

INSTRUCTIONS 

Find this project and more online at:

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

• Using the Soft Fan, apply three coats of SW-119 
Cinnabar to the back sides and the front of the 
platter. Do not glaze the bottom or the foot.

• Using the Clay Carbon Paper and a pencil, transfer 
the pattern onto the platter. Darken the lines with 
a pencil if necessary.

• Prime the Mini Liner by dipping it in Brush 
Cleaner and wiping off the excess with a paper 
towel. Use it to apply one coat of Wax Resist to 
the lines from the pattern and let dry. Clean your 
brush immediately after use with additional 
brush cleaner.

• Using the Script Liner, apply one heavy coat of 
SW-167 Sand and Sea to leaves #1, 7, 9 and 10 
according to the pattern. Apply one heavy coat 
of SW-168 Coral Sands to leaves #4, 5, 6 and 11. 
Apply one heavy coat of SW-169 Frosted Lemon 
to leaves #2, 3 and 8.

• Using the Script Liner, apply two coats of SW-166 
Norse Blue to the areas around the leaves, up to 
but not including the rim.

• Do not stilt. Fire to cone 6.

MaycoColors.com

http://maycocolors.com
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AL L- IN-ONE  TAKE  N 'MAKE  K I TS

 
Check Out Our Diverse

Drop Ship

Options

Availible!

TKMF-025

TKMF-031

TKMA-032

TKMM-006

TKMA-020

WEBSITE

www.bisqueimports.com 

SOCIALS

@bisqueimports 

CONTACT

Phone: (704) 829.9290 Toll Free: (888) 568.5991

WEBSITE

www.bisqueimports.com 

SOCIALS

@bisqueimports 

CONTACT

Phone: (704) 829.9290 Toll Free: (888) 568.5991

WEBSITE

www.bisqueimports.com 

SOCIALS

@bisqueimports 

CONTACT

Phone: (704) 829.9290 Toll Free: (888) 568.5991

 
L IGHTED  CHR ISTMAS  I T EMS

Coming Soon!

WEBSITE

www.bisqueimports.com 

SOCIALS

@bisqueimports 

CONTACT

Phone: (704) 829.9290 Toll Free: (888) 568.5991

 

http://www.bisqueimports.com
http://www.bisqueimports.com
http://www.bisqueimports.com
http://www.bisqueimports.com
www.bisqueimports.com
www.bisqueimports.com
https://www.instagram.com/explore/locations/695527184/bisque-imports/
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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



