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 I trust by now that you have all switched to non-toxic products if you haven’t been using 
them already.  We can all feel good knowing that our studios are clean and healthy environments 
for ourselves, our employees, and our customers.  I cannot think of one good reason why 
someone wouldn’t switch.

 For some, the transition has been flawless; and for others, there have been some issues.  
Overall, the comments that I have heard have been positive.  Remember to contact your 
glaze manufacturer’s technical department with any questions.

 We have sent emails and letters that have information listing housekeeping protocols 
and contact information for our glaze manufacturers.  This information is also available 
on our CCSA website.

 It won’t be long before we’ll gather in Phoenix for convention.  I can’t wait to see 
my pottery friends!  If you haven’t registered, please do so.  And get started on your 
Great Shapes piece for the auction.

Here’s wishing you all a busy, prosperous summer. 

Sandi Kirkwood,
CCSA President

Cover Photo: Mary Anne Stusser stands in front of her studio, 
Paint the Town, in Seattle, WA. See more Seattle area studio 
photos in the upcoming fall edition of CCSA Today!
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Dear Members,

PARTNERS MEETING FOR SUCCESS
You have now received your CCSA invitation to attend the 2008 Convention in Phoenix, AZ on 
Sept 5-8th.  Get ready for an inspirational and motivational session in an absolutely beautiful resort.  
You can register by fax, mail, or online.  Due to a limited number of rooms, we encourage you to make 
your hotel reservations early if you plan to attend.

NEW BENEFITS
Brand new benefits releasing soon:
 •  International Clip Art
 •  A redesigned consumer brochure and two new palm cards are now releasing  
 •  The CCSA has increased its advertising budget for the CCSA Website by 25% this year
 •  The new Glass Technique DVD will be on sale at convention
 •  The CCSA Continuing Education Program designed to help you become more 
  inspired and to train your employees will release this summer 
 • The new Exchange is coming soon
 • New Safety Signs and Posters are releasing this summer

NON-TOXIC GLAZE NEWS
As part of our Strategic Objectives, the CCSA is working diligently to remind members of the industry 
to make sure their studios are clean and meet with all environmental safety laws and restrictions.  
Over the past year, the industry as a whole has moved away from leaded glazes to non-toxic glazes and 
will continue to work with individual studios around the world to make the transition.

You recently received an email and letter which outlined the following statement from CCSA.

“The CCSA strongly recommends PYOP studios use non-toxic clear dipping glaze and, additionally, ensure their compliance 
with all health and safety standards and regulations, including cleaning standards and regulations, set by federal, state and 
local governments.  By using only non-toxic glazes, PYOP studios reduce any potential health risks which may result from 
exposure to leaded glazes.  

The market has requested leaded glazes for many years and manufacturers have labeled such products in accordance 
with all requirements. While leaded glazes may be handled safely, the health and safety requirements are quite onerous.  
Studios must maintain continuous and regular cleaning regimens, testing of employees and air quality monitoring. 
The overall burden on studios can be lessened by using non-toxic glazes.”

The email went on to give you links to state and federal resources.

Please note that the CCSA feels so strongly about this issue that in the near future, all 
CCSA members will be required to sign a statement that they only use non-toxic glazes.

In this issue of the CCSA Today, you will find two articles designed to help you switch to non-toxic 
glazes. One article describes the successes of CCSA members in switching, while the other is a 
step-by-step process to help your switch go smoothly.

I’m looking forward to seeing you all this fall in Phoenix!

Sincerely,

Angie Verburg
CCSA CEO
Your Partner in Success
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member relations
by Rhonda Bennett, 
CCSA 
Member Relations Director

 Change is inevitable.  Change is good.  Embrace change and 
accept it as part of life.  Denis Waitley stated that “You must wel-
come change as the rule but not as your ruler.”  How you deal 
with change is what will determine your success! Some are afraid 
of change, but it is the invitation of experiencing something new 
that may affect your life and business in a positive way.   
 Making the glaze change is a thoughtful process that once 
done will have a positive impact on your business and peace of 
mind.  Recently, we contacted several studios who shared their 
reasons for embracing the ‘change’ in their everyday pottery pro-
cessing routine.  We hope their success sto-
ries will inspire you to make change!

Judi Novotny, It’s Yours Pottery, NE
 Having years of experience with the 
use of leaded, low lead and non-toxic clear 
glazes, this is what we believe:  Although, 
NOT as “forgiving,” the safest and most 
environmentally friendly direction is with 
the use of non-toxic glaze only.  We have 
come to the acceptance that dealing with 
the issues that may arise with the use of 
non-toxic glaze far outweighs any possible 
future consequence or repercussions our 
industry may experience.
 With the use of non-toxic clear glaze, we have found:
	 •		Viscosity	of	glaze	needs	to	be	monitored.		A	working	
  relationship with your glaze distributor or manufacturer 
  is a MUST!
	 •		Dipping	procedures	differ	with	non-toxic	glaze.		
  We’ve found a quick dip produces better results.
	 •		We	have	better	success	with	full	dipping	of	pieces,	
  using a fan brush to touch up (less overlap line issues).
	 •		Mixing	glaze	frequently	keeps	the	glaze	more	uniform.
	 •		Keep	your	kiln	calibrated.		Testing	with	witness	cones	
  is needed to know what your kiln is actually doing.
	 •		We	have	found	better	results	by	removing	our	kiln	firing	
  hold times.
	 •		Last...	DON’T	OPEN	THAT	KILN	before	it’s	
  cooled down!

Jim Campbell, Baked Goods Pottery, MO
 Having worked in a studio environment that used leaded 
products, I was always concerned about the risks that came along 
with the glaze.  I always took comfort in the fact that the amount 
of lead in the glaze was not enough to do any damage to my health 
and the health of our customers provided that we follow the rec-

ommended safety procedures.  Seeing the look on our customer’s 
faces when they learned that there was lead in our glaze, even 
when they understood it was a miniscule amount, always racked 
me with concern.  Because of this, we lost customers.  
 I knew that when my partner, Nate, and I opened our studio, 
we would get to the bottom of the ‘glaze controversy.’  We attend-
ed a camp where the supplier trained us on dipping techniques 
(using regular and non-toxic versions), and we were extremely im-
pressed with the non-toxic version.  The coverage was excellent, it 
dried quicker than the other version, and there were fewer drips.  

We were placed into the test program for 
the new non-toxic glaze and were thrilled 
to help our supplier perfect their non-toxic 
glaze.  There were issues, but the supplier 
was quick to respond.
 While I cannot speak on the trials and 
tribulations of switching our studio from 
leaded to non-toxic (and my heart goes out 
to each and every one of you that is going 
to have to deal with this), I can tell you that 
the peace of mind is priceless.  When my 
customers inquire about our glaze, I am 
proud to say that we use non-toxic prod-
ucts.

Kate Lillie, Your Plate or Mine, MI
 Initially opening with non-toxic glaze over 8 years ago, I quickly 
switched to leaded glaze because of excessive firing issues.  Along 
with good house-keeping and improved product consistency, I felt 
comfortable using this product and figured that it was the best 
product on the market.
 Because of the increased press over the past year, I became 
concerned with customer perception and use issues.  Like a lot of 
studios, we had been “thinking” about switching glaze.  My glaze 
supplier was offering an incentive to switch.  My first firing had 
only three items with firing issues (because the glaze was way too 
thick)!  Once we got the viscosity correct, it has been smooth 
sailing.  The most amazing thing about the new glaze is the fired 
colors.  The new glaze makes our colors appear so much brighter.  
The bisque looks whiter, and purples and pinks look beautiful.  

Cathy Walsh, Ceramics a la Carte, MA
 I have been a studio owner for the past ten years and am 
a perfectionist.  My studio does a lot of very expensive custom 
pieces.  Because of my high standards, I was asked to be a tester 
for a new non-toxic glaze.  I was skeptical, because I had tried 
many other unleaded glazes over the years and found them to be 
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difficult to use.  The very first time I tried it, I knew that it was 
going to work for me.  The finish was a little different, but I liked 
it.  I had to learn a different dipping technique, because it dried so 
quickly.  I found that my dipping was actually getting done more 
quickly.  I had no problems training employees. 
 I saved my stash of my old glaze for 6 months (for a safety 
net) and I can say that I am not going to use it ever again!  I am 
extremely glad to finally have a non-toxic product that meets my 
approval.

Joy Hartman, I Paint for Joy, NV
 After having my daughter’s lead levels checked, I decided to 
make the glaze switch in 2006.  I was moving my studio, and it 
seemed like a good time to change.  It also saves me $10,000 in 
expensive backflow equipment required by the board of health. 
The new glaze did take some getting used to, but I was committed 
to making the switch.  Working with the viscosity proved to be the 
most difficult - I was worried it was too thin!  My customers didn’t 
notice a difference, but I noticed a big difference... in my piece of 
mind.  I didn’t have to worry about customer product safety or 
perception issues.  I am so glad that I made this commitment and 
wish I made this commitment to change sooner.  If there is a safer 
product out there, why wouldn’t everyone make the switch too?  

 Remember the old adage that “knowledge is power?”  Well in 
these cases, this saying still rings true.  Becoming knowledgeable 
about change can make the difference.  By teaming up with your 
suppliers and researching state and local regulations, the advan-
tages will far outweigh the disadvantages.  You travel the road of 
‘Change’ with more Confidence.
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 by Alyson Udell, Duncan Ceramics

trend 
FLASH

A continuing 
series on design 
and style trends 

which affect you 
and your studio.

 14.4% of the United States population is Hispanic, and about 
half of those American-Hispanics, age 18+, participate in a craft/
hobby...are you engaging this customer?

THE DATA
 The Craft & Hobby Association released a major research 
study in March 2007, revealing that within the Hispanic population:
 •  Three-fourths are female
 •  Average age is 47
 •  Average household income is $35,900
 •  53% are unacculturated; 16% bi-cultural; 31% at least 
  partly acculturated
 •  88% speak Spanish very well or well
 •  54% speak English very well or well
 •  26% were born in the U.S. and have lived in the U.S. 
  an average of 20+ years
 •  44% are Mexican born
 
WHY DO HISPANICS CREATE?
 Hispanic crafters believe that crafting is relaxing and makes you 
feel better.  They believe that crafting provides a means for individual 
expression, discovery, and exploration of their personal creativity.  His-
panic crafters believe the creative experience can provide effective and 
culturally relevant time with children, spouses, and friends.  There is 
significant opportunity to reach the Hispanic crafting community.  

I CAN’T SPEAK FOR EVERYONE...
 I can’t speak on behalf of all Hispanics, because there are many 
who love mainstream designs, so this article will relate specifically to 
ideas for anyone who loves Latin culture - people of the Latin heritage, 
those that love to travel to Latin countries, are married into Latino 
families, educated through Latin schools, who love bright colors and 
world culture, etc...  Describing Hispanic creativity in one article would 

be like trying to describe American, Parisian, or Chinese creativity as 
only one type.  There are immigrant crafters who love to make lacey 
doo-dads for a quince, high-end gallery artists who want expensive 
acrylics, the all-American mom who hates bright colors and wants el-
egant and classy décor, the Latina sorority sisters who want a bonding 
sisterhood craft that celebrates their culture and their school colors, 
and maybe there are students who just returned from a semester in 
Spain and want to make room decor or clothing accessories inspired 
by what they saw.  There are those who say “I’m half English, 1/4 Irish, 
1/4 Mexican.”  The Hispanic culture is very diverse, so I will focus on 
just the Latin subset because the colors are so bold and beautiful!

SO CHILI PEPPERS AND MARGARITAS???...
WELL, NOT EXACTLY!
 Kathy Cano-Murillo, aka “The Crafty Chica”, is a Mexican-Ameri-
can who has made a living for 18 years selling art, crafts, and jewelry 
in the name of her cherished culture.  I can still remember one of the 
first conversations I had with her when she told me that if she saw one 
more chili pepper or margarita glass representing the Hispanic culture 
she would scream!  Kathy said, “The modern Latino is all-American, 
educated, and pop culture savvy.  We have to look beyond the usual 
chili peppers, margarita glasses, and piñatas.  Sure, those are cute mo-
tifs, but there are so many other options to choose from that are not 
only pleasing to the eye, but also offer a sense of depth and connection 
to the culture.  Mexico, Puerto Rico, Cuba, Spain...they each have so 
many gorgeous iconic images and color schemes.  Blend those with a 
contemporary spin and you have a winning combination!”

EVENTS & HOLIDAYS TO CONSIDER
 •	 “Loteria	 Night”	 -	 Loteria	 (pronounced	 low•ther•EE•ah)	
translates as “lottery” in Spanish.  It’s also the name of a classic 
Mexican Bingo Game that the entire family can enjoy!  Provide 
patterns of Loteria images for your customers to paint onto flat 

Leave the ChiLi 
PePPers aLone!
insight into the hisPaniC CuLture

Artwork 
courtesy of 

Patrick Murillo.



surfaces (like plates) so that the entire family can have a playing 
board.  You might even want to sponsor Loteria nights for families 
to return to the studio to play the game with other families.
 • “Mi casa es tu casa” - Lovers of Latin culture embrace the 
“my house is your house” concept.  An easy way to adapt this into 
your studio is to promote the creation of ceramic plaques like 
those created in Mexico.  Just Google “Mexican Talavera Plaque” 
images for plenty of inspiration. 
 • Latin Fraternities & Sororities - There are more than 25 
national associations with organizations on almost every college 
campus throughout America.  The best thing about these groups 
is that they are passionate about putting their fraternity and so-
rority name on everything...seriously, everything!  Sororities are 
especially known for doing group activities, and they usually have 
money to burn.  Visit www.nalfo.org to find a group near you.
 • Cinco de Mayo - May 5th - Often mistaken for Mexican Indepen-
dence Day, the event is more of an excuse for Americans to drink Co-
rona than anything else.  The root of the “holiday” is a remembrance of 
a historical battle between Mexican and French forces.  Use Cinco de 
Mayo as an opportunity to drink margaritas and shake the maracas!
 • Hispanic Heritage Month - begins September 15th - This 
month marks the anniversaries of Costa Rica, El Salvador, Guate-
mala, Honduras, Nicaragua, Mexico, and Chile gaining their indepen-
dence.  Partner with a local Hispanic agency, association, or aware-
ness group to ensure that the activities you choose are appropriate 
and that you achieve the participation you desire.  Find a local Latino 
artist to be a guest artist in your studio for a special event.
 • Dia de los Muertos - October 31st - November 2nd - Day of 
the Dead is a 3,000-year-old, three-day Mexican holiday to honor 
and celebrate loved ones that have died.  The main icons for these 
celebrations are skulls and skeletons designed in a very friendly 
manner.  This holiday overlaps Halloween, and it is very important 
to understand that the two holidays are separate and have very 
distinct celebration styles.  While Halloween colors tend to be 
dark, Dia de los Muertos colors are bright and bold. 

ICONS & MOTIFS
 In just minutes of browsing the internet on websites like etsy.
com, Yahoo stores, ebay, and Google images, you will find thousands 
of people showing off their Latin-inspired designs.  Below is a list 
of the icons and motifs that repeatedly appeared in my search...
but this list is by no means all-inclusive: Aztec; Family; Flowers/Sun-
flowers (inspired by the work of Diego Rivera); Frida Kahlo; Fruits 
(vibrant in color); Heart; Mayan; Milagro; Ribbon; Rooster; Rose; 
Sacred Heart; Saint; Self-portrait (inspired by Frida); Skeletons 
(Day of the Dead); Star; Sugar Skull; Talavera; Tattoo; Virgin Mary.
 Resources & Inspiration: www.craftychica.com; www.
azcentral.com/ent/dead; www.myspace.com/phoenixfridas; www.
latinoartcommunity.org; www.cafepress.com/latinopopshop; www.
artbylatinaartists.com.

ENJOY THE JOURNEY
 There is one certainty you will encounter on your journey 
to discover the Hispanic culture...you will be inspired!  The most 
important thing to remember is that the name “Hispanic” is ex-
tremely broad and includes so many different cultures lumped to-
gether - you just can’t do a one-size-fits-all approach.  The key to 
success will be to research your local market to determine which 
style works for your potential customers.  
 For questions and comments concerning this column, email Alyson Udell 
at audell@duncanmail.com or check out her blog at www.duncanfashiongirl.
blogspot.com.
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on The road
By Sandi Kirkwood, Clay Casa

 I recently visited Ceramic Lodge in Round Rock, Texas, just 
north of Austin.  Round Rock used to be one of those little com-
munities close to a big city.  Now it’s almost part of Austin.  It is 
home to Dell Computers, and an IKEA recently open there, too. 
 Carolyn Cowan, owner of Ceramic Lodge, is full of personality 
and has an infectious laugh.  Her studio is brimming with personality 
and charm.  I asked how she had gotten into the PYOP business.

Round Rock, TX
 Carolyn - When I was in College at Southwest Texas State, I 
studied pottery.  My focus was three dimensional clay and thrown 
pottery. So, I had always loved clay and sculpture.
 One day while working in my corporate job, I mentioned to 
the girl in the next cubicle that I had visited a Paint Your Own Pot-
tery Studio.  The girl told me that it was for sale, and I bought it!
 Carolyn has owned the studio for 5 years.  She moved to her pres-

CeramiC 
Lodge
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ent location, a stand alone building, two years ago.  The studio is about 
1600 sq. feet, but it appears larger.  The walls are lined with bisque, and 
the huge windows in front showcase samples to passing traffic.
 Ceramic Lodge has an open, airy Cape Cod feel, and there is 
a lot of natural light.  Carolyn used “relaxing colors” like peach and 
light blue and painted each of the three rooms a different color. 
 Carolyn - My idea was for women to come to relax.  People 
need this kind of thing to relax. 
 And, having come from the corporate world herself, Carolyn 
wanted a place where other women could come and feel com-
fortable in a relaxing, calm environment.  Mission accomplished!
 I got the chance to peek into the kiln/glazing area of her stu-
dio.  It was spotless and uncluttered!
 Sandi - Has running a PYOP been what you had expected? 
 Carolyn - I thought I could do this business to make money 
and I could do my own clay creations on the side.
 Well, that hasn’t happened quite the way Carolyn had envi-
sioned, but how many of us had similar goals?

I urge you all to seek Carolyn at 
convention in Phoenix and ask her 
to tell the story about 
her vintage travel 
trailer.  You will 
laugh until 
you cry!



 You need bisque; it is time to place an order.  You start 
with a list of items you need, then you go to the website or 
the catalog of your favorite vendor to write your order.  
Sometimes you are rushed, maybe you are hungry, possibly 
you are tired- and then it happens....you have “a moment” 
(as I like to call it).  You start adding to your order like a 
crazed person.  You add on new things, old things, and cute 
things and pretty soon your order is way more than you 
thought.  You hit send and think, “What happened?”  Your 
order arrives, and you discover that you have forgotten to 
order plates.  No need to be ashamed, embarrassed or 
disgusted; we have all had “a moment” before. How, though, 
can we prevent one and be happy when the order and the 
credit card bill arrive? Planning...that is the key.
 Let’s start with the word “budget;” yes, a foreign word to 
some but still a necessary thing to address.  A “budget” is the 
number of dollars you have set aside to spend this month or 
this quarter on bisque and paint.  Occasionally, the budget 
amount takes some of the fun out of buying bisque.  Do not 
be deterred; stick to the number.  Once you have a number in 
mind, you should make a plan.
 Your plan should include any classes or camps you have 
scheduled in the following weeks.  What pieces will you need 
for the class?  How many openings have you 
allowed for that project or class?  Does the 
item you are using come in cases of 8 or 12 
(a question often overlooked when placing an 
order).  Look at the upcoming holidays; for 
example, Mother’s Day, Father’s Day, and sum-
mer camp.  Will you offer special products 
or promotions for these events?  Will you 
be painting special or new samples for these 
promotions?  If so, how soon will you need 
the product in your store in order to paint 
the sample and allow enough time to display 
the sample to advertise the class or event?
 Look at your numbers from the prior 
year.  If you have a Point of Sale system, it will be easy to look up 
the number of mugs, frames, or plates you sold around a given 
date or holiday.  If you do not have a POS and you have your in-
ventory on Quick Books or similar computer program, you will 
still be able to pull up a report on these items.  If you do not 
have any system in place and rely on your memory from last year, 
you have a better memory than me!  This may be a good time 
to start implementing a system.  Remember that holidays often 
fall on different days each year and can play numbers games with 
you.  Spring break is a good example of this, as it can fall anywhere 
within a three week period and might really change your month-
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to-date/year-to-date figures.  
 Write your order on paper ahead of 
time, when you have a quiet, uninterrupted 
block of time.  I know you are laughing now.  
Take a walk around your store and notice 
the items on the shelves.  Double check 
your basic items and be sure to check for 
any back stock (you know, those boxes you 
have stacked in the back room).  Take a 
break and then review your order before 
hitting send or faxing it off.

QUICK REVIEW:
 1.  Have a budget and stick to it!
 2.  Write your order on paper ahead of time.
 3.  Check your back stock.
 4.  Review your order before placing it.
 5.  Do not order at midnight or if you are hungry or tired.

 I hope this brought a smile to your face and reminded you of a 
few simple things that can happen when we get too busy and forget 
to take care of ourselves!  We all need to laugh at ourselves some-
times.  Happy planning and buying in the upcoming season.

If you do not have 
any system in place 

and rely on your memory 
from last year, you have 

a better memory than me!  
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implementing a system.  

A  L i g h t e r  M O M e N t

By Judy Salinas, Glazed & Amazed

Planning to buy — or — 
buying with a Plan?



 Over 18,000 kids have visited and played on our Paint A 
Plate page on www.paintyourownpottery.com in the last year!  
On that page, they can play with their friends “painting” a but-
terfly, mp3 player, sports balls, or circles.  It’s fun and addictive!
 Studies show that websites that are interactive draw more 
visitors - in particular, kids and tweens.  In fact, kids expect your 
website to be interactive!  You can easily do that by linking your 
site to the CCSA consumer site.  The page for Paint A Plate 
is http://www.paintyourownpottery.net/paintPlates.php.  What a 
great way to give your young artists an opportunity to “play” on 
your website!
 For more information on how to make your website work 
better for you, register for the “Increase Traffic to Your Website” 
pre-convention class on the convention application enclosed in 
this magazine.
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benefit update
By Angie Verburg, CCSA CEO

Paint a 
Plate is 
Popular 

With Kids!
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By Denise Oliver, The Playful Potter

 First, let me preface this article with a disclaimer.  Intellec-
tual property laws and copyright issues are very complex.  I hope 
to give you a basic understanding of copyrights, but this informa-
tion should not substitute for the advice of 
a qualified attorney.

WHAT IS A COPYRIGHT?
 According to the United States Copy-
right office, a copyright is “a form of pro-
tection provided by the laws of the United 
States (title 17, U. S. Code) to the authors 
of ‘original works of authorship,’ including 
literary, dramatic, musical, artistic, and cer-
tain other intellectual works.”  For example, 
you paint on a mug a unique heart design,  
not copied from a pre-existing source, to sell in your studio.  
The protection of a copyright will not prevent someone else 
from painting a heart on a mug, but it does protect your specific 
design.   However, if the design is just in your head, copyright 
law does not yet protect you.  Only when your original work of 
creativity is fixed and tangible as well as reproducible or com-
municable is it protected.  

HOW DO YOU GET A COPYRIGHT?
 You may not know this, but we all have many copyrights.  
Every time you create an original work of art in your studio, 
you have a copyright.  Even the child that paints a purple kitty 
with yellow polka dots holds a copyright.  Just by putting your 

unique idea on a piece, you create a piece 
of intellectual property that you control.  
Since you are awarded a copyright as soon 
as you create your unique heart mug, you 
can add the (c) symbol to let others know 
your original work is protected.  It is also 
wise to add the name of the creator as well 
as the year.

HOW LONG DO I OWN MY 
COPYRIGHT? 
 It all depends.  Copyrights for works 

created by one or more identified authors after January 1, 1978 
last for the life of the last surviving author plus 70 years.  If the 
work is anonymous or under the control of someone other than 
the original author, the copyright lasts for 95 years from publica-
tion or 120 years from creation.  So, if you create your heart mug 
at age 30 and live for another 50 years, your copyright would 
protect your creation through December 31, 2128.

©opyrights & PYOP

You may not know this, 
but we all have many 

copyrights.  Every time you 
create an original work 

of art in your studio, you 
have a copyright.
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WHY WOULD YOU WANT A COPYRIGHT?
 Without a copyright, anyone can profit from your original 
creation.  If copyrights did not exist, someone could copy your 
beautiful heart mug and sell thousands of copies with no reper-
cussions.  You cannot legally stop someone from profiting from 
your hard work without a registered copyright.

WHAT IS A REGISTERED COPYRIGHT?
 Registering your copyright with the US Copyright Office in-
volves filling out paperwork (Form VA for pictorial, graphic, sculp-
tural and architectural works and other unlisted visual art), sub-
mitting evidence of your original creation, and paying a filing fee.  
Registration becomes important if someone tries to copy or use 
your work without your permission.  You can only file an action of 
infringement in US district court if you have filed for registration.

WHAT IS COPYRIGHT INFRINGEMENT, 
AND WHAT CAN I DO ABOUT IT?
 Infringement occurs when copying or adapting the work and 
distributing or displaying those copies or adaptations is done 
by someone other than the owner of the copyright or without 
the permission of the copyright holder.  Because there are ex-
ceptions and exemptions to infringement, it is best to seek the 
advice of a qualified attorney before you proceed.  If you think 
someone has copied and is selling your heart mug, your attorney 
can advise you about the best steps to take which can include 
cease and desist orders or lawsuits.  Federal, not state, law gov-
erns copyrights.  If you live in Alabama or Wyoming, the same 
laws apply.  Even alien transmissions from space that have been 
recorded or transcribed (by humans) are protected!  Yes, a court 
was asked to rule on this!

©
HOW DO I GET 

MORE INFORMATION?
Contact the US Copyright Office 

online at www.copyright.gov

Phone: (202) 707-3000

By mail at:
Copyright Office, Library of Congress, 

101 Independence Avenue, SE., Washington, DC 20559-6000   

Or contact your attorney for a referral to 
someone who specializes in intellectual property law.   
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 Deb and Denise from Paint-Glaze-Fire Ceramics and Cof-
fee House, Overland Park, Kansas have built a great source of 
summer revenue with a ‘Family Fun Night,’ held once a month 
on Friday evenings.
 “For $25.00 you get four studio fees, a king size cheese 
pizza, and four sodas.  Plus for whatever you paint that night, 
you get 15% off your bisque!  We also have a karaoke machine, 
and when you sing, you get to pick something from our goody 
bag!  (No peeking). We do accept reservations.  Goody bag 
stuff comes from the local $$Dollar$$ store, and the pizza 

is discounted!  It has turned out to be 
a big family night on an evening we are 
normally not very busy - we run it from 
6-8 pm.  Along with that, in general be-
ing really upbeat about all of our events 
when we are talking to our customers 
has been successful in filling our events.”
 Another successful summer revenue 
producer can be a Paint Your Own Pot-
tery Summer Pass, offering either indi-
vidual or family pass options.  As an ex-

ample, you might sell a family summer pass with a no studio, 
paint-glaze-fire fee to all those listed on the pass for $50.00. 
Using $5.00 as the average studio fee, it would take 10 painters 
or paint times to reach the $50.00 investment.  Yes, family size 
will range, but how often will they come in?  And remember, 
they will be buying your pottery. 
 Do you offer a POTTERY-TO GO option?  This is also a 
perfect time to market Pottery on the Patio or Pottery in the 
Park!  Sell it with the CCSA Pottery-to-Go boxes or make 
up a colorful display using a picnic basket filled with pottery 
samples, paints, and brushes.  Have your staff talk it up, and 
add a short verbal commercial on your telephone answering 
machine.  
 What are you spending on your advertising budget on this 
summer?  Have some t-shirts printed up with your logo and 
turn them into walking advertisements!  Use them as a perk for 
a summer birthday party or give one to each of your summer 
campers.  Try offering free studio time for every time they wear 
it to paint throughout the summer. 
 Don’t forget to team up your local library Summer Read-
ing Programs.  Try offering them a free piece of bisque...trivet, 
mug, or something you can slab out of clay along with a coupon 
to come and paint it at your studio.  Yes, it will cost a couple of 
dollars, but think of how many new faces and customers you 
may gain in the following months that had no idea that you 
were available!
 Make your marketing efforts fun!  No matter what you do 
this summer, do it with a creative spirit and enthusiasm ...it’s 
contagious!
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TipS For $uCCeSS
by Judi Novotny; It’s Yours Pottery, Omaha, NE

                 The summer sun is on the horizon ... and the 
            kids will be out of school soon!  What a perfect 
                      marketing opportunity for PYOP studio owners! 
                  If Mom hasn’t already enrolled the children into 
   some sort of program, the rush will start shortly...she’ll 
be looking for activities to keep her busy little ones’ minds 
occupied for the next couple of months!  If you think your 
summer revenue will drop because of all the outdoor activities 
that are available to children, think again!  “Christmas Rush... all 
summer long” should be your motto.  The potential is huge if 
you go after it!
 Any studio owner that has imple-
mented a camp program knows well, this 
can be a great source of summer revenue.  
On the advice and direction of a dynamic 
CCSA consultant and mentor, Helene Saf-
ford of The Studio Recourse, Falls Church, 
Virginia, our studio began ‘Camp Clay 
Creation’ six months after opening.  This 
year we embark on season four!  What 
began with 80 campers that first year has 
grown to servicing over 200 children in year three.  We are 
with hope to increase that even further this year.  Whether 
you offer a daily, weekly, or any combination of times, this is a 
source of revenue that can and will increase your bottom line, 
if you choose to work at it.
 Camp revenue has been great for us, but there are a num-
ber of things you can do to keep that cash drawer filled, as 
offered by Tracy and Trisha from Arts On Fire, Highlands Ranch, 
Colorado:  
 “In regards to bringing customers in during the summer - 
our biggest tip:  Be OPEN!!  Seriously, though, we are usually so 
busy in the summer we don’t really need to host any programs 
or camps to bring people in.  We are lucky enough to be in a 
GREAT location which is the “center” of the community, so we 
benefit from the weekly farmers market, 4th of July celebration, 
arts festival, and other events.  To go along with that, our loca-
tion boasts of outdoor eateries and a very popular ice cream 
shop - so a big portion of our summer business is from being 
in a fantastic spot.
 Also taking advantage of our prime location was our very 
successful summer camp last year in which we had a “Taste of 
the Town Center.”  We incorporated our projects with a few 
of the popular restaurants in our center.  For example, one day 
kids painted a chip and salsa set, then we had lunch at Qdoba.  
The next day we demonstrated how to paint a clip-art burger 
on a plate and then had lunch at Fatburger.  So, we were able to 
capitalize on the popularity of our neighbors while extending 
the time-frame of the camp with a lunch break (a great selling 
point to moms - a 3 hour camp is much better than a 1 hour 
class), and satisfied our obsession with food.”

“Christmas Rush... 
all summer long” 

should be your motto. 
The potential is huge 

if you go after it!
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 by Rich Kizer & Georganne Bender
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 Time flies - it’s hard to believe that we’re almost half way into 
2008.  The New Year is moving at full speed ahead, and so are you, 
right?  Well, maybe not.  You’re probably knee deep in preparation 
for upcoming in-store events - it’s always that time of year.
 We’ve been spending much of our time answering questions 
from retailers.  Lately, we’ve heard many of the same concerns 
over and over and over again.  These are likely concerns that many 
of you have too, so we’re going to tackle them here.  Unfortu-
nately, many retailers will listen to the doom and gloom reports 
on the news each night and just give up.  Soon “Going out of busi-
ness” signs will begin to dot shopping center windows.  NOT IN 
YOUR STUDIO!  You’ll choose to “Go out FOR business”; we 
know you’ll be motivated to do whatever it takes to prosper in 
turbulent times.  

HERE ARE A FEW THINGS WE WANT YOU 
TO THINK ABOUT:
 Merchandise, unlike fine wine, does not get better with 
time.  This is one of the biggest, and most common, causes of store 
problems.  The scary thing is that most re-
tailers we consult with cannot tell us when 
product was received, nor can they iden-
tify slow-sellers or those items that are 
dead on the shelves.  The store’s problem 
then becomes decreased inventory turns, 
increasing cash flow problems, and soon 
the owner is eating out of inventory sales.  
From here, the downward spiral quickens.
 To avoid this, you need to be disci-
plined.  Add a code to the product labels 
and/or bin tickets that tell you how old the 
merchandise is.  We know, the computer tells you how old your 
stock is.  Good!  When was the last time you took those com-
puter reports to the sales floor to find all the old stuff?  Last year?  
Never?  What are you waiting for?
 Here’s the problem:  You buy merchandise that you like, and 
you’re certain that customers will love it, too.  Big mistake.  Not 
everyone likes the same things; that’s why you have to think like a 
professional buyer.  We’ve both been retail buyers at some point 
in our careers, and we both had to buy merchandise that we didn’t 
like - but our customers did.
 The sad thing is that sometimes by the time a retailer picks 
up the telephone to call us, it’s almost too late.  Take, for example, 
the retailer who called to request an in-store consultation.  Long 
story short, we arrived to find the store was woefully out of mer-

chandise - all the cash was tied up in old, non-selling merchan-
dise - and there was no money available to purchase out-of-stock 
staples, let alone the new fashion items customers were clamoring 
for.  And the phone was ringing off the hook with vendors calling 
about past invoices.  Then the landlord called to inquire about past 
rent due on a lease agreement that was secured by a personal 
guarantee.  No retailer wants to go through what this retailer was 
going through, but unfortunately, too many do each and every year.  
MANAGE YOUR INVENTORY!
 Now, we’re going to go out on a not-so-popular limb here: 
Vendors, you have a responsibility here as well.  Your responsibil-
ity is not only to bring great items to the store, but to create and 
educate an industry to strengthen and build it.  So, how are you 
doing in this regard?  How often do you call or e-mail your retail 
accounts to inform them of hot items, techniques to reduce or 
eliminate slow sellers, etc.?  If you do this, your value as a partner 
will grow tremendously, and your future customers will consist of 
both new and old successful retailers.
 Mind your own business.  Your business can easily get away 

from you if you aren’t diligent about store 
operations.  You need a non-negotiable 
budget for every area of the store: it’s too 
easy to over-spend when you don’t have 
a budget.  Stop buying unnecessary things.  
Do you really need a new fixture to house 
that product?  Was the expensive display of 
merchandise you purchased on impulse re-
ally necessary?  And do you have store as-
sociates who just aren’t pulling their weight, 
but you’ve been dreading letting them go?
 Set up a system to personally check all 

incoming statements and invoices.  Insist on receipts and purchase 
orders, and pay the bills yourself if you can.  At the very minimum, 
personally sign each check.  And don’t ever mix business and per-
sonal funds if you can avoid it.  Before you sign that personal guar-
antee, think about what it will mean to your family and personal 
finances if you have to close your studio.
 Don’t take a single customer for granted.  We know, 
that sounds remedial.  What retailer would ever do that?  Lots of 
them, apparently, because customers in focus groups bring it up all 
the time:
 “Why do stores reward only new customers?  The ads and 
coupons read ‘Valid for new customers only.’  What about me?  
I’ve been shopping in that store for years; I’d like a discount, too.”  
And “I’m a good customer, everyone in the store knows me, I’m 

prospering in 
Turbulent Times

It costs up to five 
times more to attract 
new customers than 
it does to keep loyal 

customers happy, 
so make them 

a priority.  
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here all the time.  But sometimes, when I’m asking a question, or 
getting help on a project, a new customer will come in and the 
associate makes me wait while she helps the new guy.  They never 
seem to ask a new customer to wait a moment, but they don’t 
hesitate to ask me.”
 The closer we get to our customers, the more we think they’ll 
understand.  The reality is that there are times when loyal custom-
ers feel they’ve been taken advantage of.  When this happens, too 
often they just go away.
 It costs up to five times more to attract new customers than 
it does to keep loyal customers happy, so make them a priority.  
Hold a store meeting to discuss the importance of loyal custom-
ers; encourage everyone to spend quality time with them.  And ask 
for customer feedback on how you’re doing.  Or better yet, take 
a tip from a retailer who shops other stores - all kinds of stores 
- with her customers.  “You wouldn’t believe what I learn during 
these ‘field trips.’ I even pick up ideas in stores that aren’t direct 
competitors.  And the bond I build with my 
customers is unbreakable - because we’ve 
become a team.”
 So, what can you do to prosper in tur-
bulent times?  

HERE ARE A FEW GOALS 
WE’D LIKE YOU TO EMBRACE:
 Reinvent.  It’s been said, and we 
wholeheartedly agree, that every year 
10 percent of your business will go away.  
Poof!  It just disappears.  Items stop sell-
ing, trends fizzle and fade, new products and applications replace 
those once sacred cows.  Your job is to reinvent your business 
to the tune of at least 10 percent each and every year.  If you did 
nothing to reinvent your store for five years, you could be close 
to being 50 percent obsolete.  It might sound crazy, until you 
stop and think about how your store compares to what it was 
like waaaaay back in 2003.
 Seek guidance.  Develop relationships with other non-
competing retailers.  The best place to begin is at the CCSA Con-
vention.  If your studio is in California, befriend a retailer from 
Florida.  Agree to talk monthly to exchange ideas.  You could even 
develop a network of retailer partners and hold a monthly confer-
ence call to talk shop and share ideas.  And whatever you do, visit 
ccsaonline.com and get in on the Chatter!
 Embrace Technology.  Eight years ago, we predicted that 
every kid would have a cell phone, and audiences chuckled.  Two 
years ago, we introduced seminar attendees to Xavel, Japan’s 
largest provider of mobile magazine services.  Xavel’s Girlswalk-
er.com is a “Mobile Mag,” a mobile website that customers ac-
cess - and shop - by cell phone.  Girlswalker.com gets over 100 
million hits a day.
 Now that technology is here, it will greatly affect how we do 
business.  Have you heard about ShopText?  It’s a new form of 
impulse shopping done via text message - yes, you can now buy 
products instantly using text messages.  A mom perusing a maga-
zine might see your ad introducing a new product line.  She can 
place an order on the spot simply by sending the text code found 
beside the item through her cellphone.  Get in on the action at 
https://www.shoptext.com.
 Using technology to quickly get to customers has been around 
for awhile, yet it is still underutilized by retailers.  You can send a 
full color offer, ad, or newsletter to customers with an e-mail blast.  

Companies like Onlineitools.com and BenchmarkEmail.com can 
help you get started with you own do-it-yourself e-mail market-
ing program.  This is high-tech marketing that requires low-tech 
skills.
 It’s also a good idea to let the Internet help you with your 
competitive shopping: open a free e-mail account through Google 
or Yahoo, and then visit your competitors’ websites and sign up 
for everything they offer.  Don’t let customers find out what’s be-
ing offered in your market before you do.
 And we know you’ve heard us say that you need a quality 
website loaded with ideas and inspiration.  How’s that coming?  
You don’t have to sell anything on your website, just use it to bring 
customers into your studio.
 Create Customer Experiences.  This is the legacy your 
studio leaves with customers, and the legacy doesn’t have to begin 
and end with you.
 A retailer shared the tale of a part-time teenage associate 

who enjoyed helping children with their 
projects.  While the kids were busy paint-
ing, the associate took digital pictures.  After 
receiving parental consent and a list of fam-
ily e-mail addresses, the associate e-mailed 
the photos to the kids’ relatives (instant 
bond to the studio!).  But it didn’t stop 
there.  Around Mother’s Day, another as-
sociate asked permission to give each child 
a single sheet of drawing paper.  She helped 
them create a card to go along with their 
gift for Mom.  Before the retailer knew it, 

everyone in the store was focused on creating unexpected cus-
tomer moments of truth.  Imagine the energy on that store’s sales 
floor!  These are the kind of customer experiences that legends 
are made of.  Pericles, an ancient Greek statesman, said it best: 
“What you leave behind is not what is engraved in stone monu-
ments; but what is woven into the lives of others.”
 Need we say more?

About the Authors:
 Rich Kizer and Georganne Bender are nationally recognized experts 
on customer diversity, “messing with the media,” marketing, and every-
thing retail. They are widely referred to as retail anthropologists because 
they stalk and study that most elusive of mammals: today’s consumer.
 KIZER & BENDER have presented their “Retail Adventures in the 
REAL World(tm)” keynotes and seminars to diverse audiences since 
1989.  In 2004, KIZER & BENDER were named “Two of Retailing’s 
Most Influential People.”
 KIZER & BENDER’s retail observations are widely featured in the 
media, including the ABC News Special Report “How Stores Hook You.” 
Their book “Champagne Strategies on a Beer Budget!” has helped thou-
sands of retailers improve their bottom line; their client list reads like a 
Who’s Who in American business; and their column, “Georganne & Rich 
on the Road,” which appears in Craftrends Magazine, was honored 
with The American Society of Business Publications Award of Excellence 
(ASBPE) in 2004 and again in 2006.
 Contact Rich & Georganne at 888.215.1839 or via their website: 
http://www.KIZERandBENDER.com  Visit their Retail Adventures in the 
REAL World(tm) blog for up-to-the-minute sales building ideas: http://
www.kizerandbender.blogspot.com
 See Kizer and Bender at the CCSA Convention this Sep-
tember as they present the Keynote opening on Prospering in 
Turbulent Times.
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PLAY!By Julia McNair, 
D*I*Y Crafts

This is a great camp project!  Everyone loves to swim, so why not have 
the kids in your camp create “self-portraits” of themselves hanging 

on the edge of a pool?  This can work with several different 
“theme” camps, including all about me, the great outdoors, 

sports, and more!

This technique was adapted from the Clay Lady basic tech-
niques.  All parts should be “as thick as an Oreo cookie.”  
Instead of using the slip/score method of attaching piec-

es, you use a slightly dampened toothbrush to rough up 
the surface and then push them together.  The bowl 
used is a “Chinet” plate, which allows the clay to 
shrink as it dries without sticking but still provides 
enough support to maintain the bowl shape.

STEP 1:
Begin with a ball of clay, about 1.5 pounds.  Flat-
ten it into a round, either with a slab roller or 
your hands.  

STEP 2:
Once the round is about a quarter-inch thick, 
drape it into the bowl, gently shaping it to fit 
the contour of the bowl.  Cut away any excess 
clay from the edges and gently smooth out the 
clay.

STEP 3:
Next, fashion your swimmer.  Begin with a head, 
formed from a ball of clay about the size of a 
large gumball. 

STEP 4:
You can add arms and legs made from coils of clay.  

Then, cut out a torso.  Decorate the face anyway 
you want! 

STEP 5:
From this point, you can proceed several ways.  You can 

stop here, bisque fire the project to cone 04, and then 
have students paint the bisqued project.  If you are using 

The Clay Lady technique, you can have the students paint 
with Clay Lady color and glaze and fire in one kiln load.  You can 

also have students paint with regular glazes, fire the projects to 04, 
and then clear-glaze and fire. 

1

2

3

4

5
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By Helene Safford, Clay Café Studios and the Studio Resource

 Special thanks to all of our studio members who contributed 
their “Best Ideas” for art camp.  Due to space limitations, we may 
not have been able to include every idea that was submitted, but 
everyone is listed as a contributor.  It is the continuing generosity 
of our members that makes the CCSA such a great organization. 
 The camp ideas listed are divided into the following categories: 
Curriculum, Marketing and Advertising, Operations, and Staffing.  This 
repository of suggestions should have a long “shelf-life” to help you 
with planning and improving your art camps and after-school activities. 

CURRICULUM
 Themed Weeks and Art a la Carte: Offer a different theme 
each week (i.e., Clay, Mosaics, Pottery, and Arts & Crafts etc.), two 
classes per day, or one large project like a lamp or photo mosaic table.  
Have a “create your own sundae” party and let campers eat out of 
their own waffle cone that they painted at the beginning of the week.  
Host a “Green Week” making all recycled crafts.  Painting with dried 
paint chips is a great form of re-cycling, and the kids really love it.
 Try incorporating a fun food activity that compliments the 
art project. For example, paint a cookies for Santa plate and then 
decorate Christmas cookies, or paint an ice cream bowl and then 
create your own ice cream sundaes with all the toppings.
 “Room Re-do”: Campers get to make-over their bedrooms 
with tie-die sheets, batik pillowcase covers, ceramic wastepaper 
baskets and more!
 Alternative Surfaces and Self Expression: Try acrylic paint-
ing on some creative alternatives such as aprons, smocks for return 
visits, t-shirts, pillow cases, and even ceiling tiles incorporating the 
weekly theme (to leave some of the art behind).  During a “Blue Dog 
Week,” teach the kids about self expression and painting what they feel 
modeled after the book Why is Blue Dog Blue.  It is a great teaching 
experience, and you can teach about the artist, George Rodriquez.

MARKETING AND ADVERTISING
 Host an Art Show: Host a summer camp art show in con-
junction with other local camps.  Include food, music, and meet the 
artist.  A side-by-side exhibition with other camps lets the viewer 
see what the kids do and what parents get for their money.  The 
kids make and send out postcards, get dressed up, and enjoy shar-
ing their art.  You can also host an art show in your own studio to 
“unveil” the camper’s masterpieces.  Take a picture of the campers 

to hand out on the last day as a reminder of their experience. 
 Appeal to Parents: Keep the projects fun for the kids but IM-
PRESS the moms.  We get repeat campers because the kids have fun, 
but we get NEW campers because the moms gush to their friends.  
One-day, quick camps can be marketed to the “over committed” child.  
This is great for kids whose parents want them to have a summer art 
experience but have to attend sports camps to remain competitive.
 Flyers, Pictures, and Calendars: Have a set schedule for 
your camp.  Children love looking at the calendar to pick what 
session to sign up for.  Market your camp year round and have fly-
ers at all collection points, including the local leisure centre, large 
garden centers, and local schools (if allowed).  Advertise in the 
local Recreation Center brochure.  In your studio, provide at least 
one sample of each project students will be completing.  On the 
flip side, keep all projects a secret to build anticipation. 

OPERATIONS/STAFFING
 Have each member of the camp staff do a “special” project each 
week.  Everyone feels important and a part of what is going on.  Larger 
groups of campers sometimes require additional staff.  Older campers 
from previous years make great “CIT’s” (counselors in training).  They 
already have some familiarity with the types of projects and what is re-
quired.  They also love to get “bisque bucks” as payment for helping out.
 Summer art camp can provide a great boost to your seasonal 
revenues no matter what type of camp you decide to offer in your 
studio.  Choose the length and style of camp that fits your operations 
and start marketing it early in the year.  With consistent marketing and 
some imagination, your summer months can give you a boost to carry 
you through the slower times and rival your holiday business.

List of Contributors: Paula Mroz/Randy Simonds, Anagama Pottery, Gloversville, NY; Char-
lene Ridlon, Art As You Like It, Waite Park, MN; Caryn Hathaway, Art, Glass N’ Fire, Manteo, 
NC; Anne O’Connor, Art Unlimited, Okemos, MI; Joella Davis, Artist For A Day, Jupiter, 
Florida; Sylvia Palmer, At The Clayground, El Paso, TX; Cheri Saft, Brushes & Bisque, Den-
ville, NJ; Regina Chiames, Brushfire Pottery Studio, Nashville, TN; Jessica Williams, Brush-
strokes, Berkeley, CA; Natalie Stonelake, Cafe’ Kiln, Inc., Oldsmar, FL; Willie Jackson, Ceram-
ics -N- More, Pflugerville, TX; Helene Safford, Clay Café Studios, Falls Church, VA; Martina 
Strehlow, Clay Corner Studio, Wausau, WI; Julie Lohrius Papas, ClayNation, Glen Cove, NY; 
Ronda Baucom, Color Me Mine, Norfolk, VA; Tamar Hendricks, Crackpots, Inc., Longmont, 
CO; Jennifer Snook, Creative Escape, Carmel, IN; Pam McNickle, Crumbles Ceramic Stu-
dio, Botany, Auckland, New Zealand; Lisa DeLosh, Earth Paint and Fire, Woodstock, GA; 
Jennifer Shaffer, Firehouse Pottery Company, Mount Airy, MD; Terry Murdock, Flying Sau-
cers, Spartanburg, SC; Moira Strickland, Garage Ceramics, Chichester, West Sussex, UK; 
Kristina Eckert, Glaze, Cedarburg, WI; Judi Novotny, It’s Yours Pottery, Omaha, NE; Jeanine 
Cremers, Jeanine’s Keramiekhuisje, Maaseik, Belgium; Jennifer Switch, Jen’s Pottery Den, 
Lancaster, PA; Tami Odell, Just Paint It Ceramic Studio, Marysville, WA; Leanne Norby, Kids 
‘N’ Clay, Lynnwood, WA; John Talamo, Kil’n Time Studio, Inc., Pensacola, FL; Karen Moyer, 
Lily Pad Ceramics, Ramsey, MN; Sanchi Sanghvi, Make n  Bake, Mumbai, Maharastra, 
India; Rebecca Stephanik, Mold Me and Make Me Pottery Studio, Glendora, CA; Matt 
Wood, Naked Plates LLC, Dover, NH; 34. Jenn Bassen, Paint Yourself Silly, Lincoln, NE; 35. 
Kathy Wadleigh, Paper-n-Clay, Bangor, ME; Susan Dukes, Pottery Cafe’, Tyler, TX; Sarah 
Kelleher, Pottery Piazza, Southington, CT; Renee Vogt, Renee’s Ceramic Cafe, Iowa City, IA; 
Kelly Strah and Kathy Hess, Spirit of Clay, Mayfield Village, OH; Julya Myers, The Amazing 
Art Studio, Inc., Rockville, MD; Bob Hartley, The Artist Within, Inc, Muncie, IN; Kären Baker, 
The Clay Bakers, Easton, MD; Claudia Rozitis, The Clayground Ceramic Painting Studio, 
Calgary, Alberta; Margaret Nevill, The Mad Platter, Columbia, SC; Kim Knight, The Mad 
Potter, Lexington, KY; Donna Schreiter, The Painted Pot, O’Fallon, MO; Stacy Donnelly, The 
Painting Paw, Chesterfield, MO; Lisa Maxwell, The Work*Shop, Austin, TX.

BEST CAMp IdEAS
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Ode
to CommodesBy Chinook Graham, CreativiTea

Playful Potter
Sparks, Nevada



Dish Ceramics Studio
Reigate, Surrey UK
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 “If you ever invite us to visit your store, one of us, probably Ge-
organne, will visit your bathroom before we have any conversation.  
That’s because you can tell how well a business is run by the condition 
of its bathroom: if the store takes the time to pay attention to seem-
ingly unimportant details, such as the bathrooms, then the rest of the 
store must be run well.”  KIZER & BENDER on store operations
 Your bathroom is a reflection of your studio.  Whether it’s 
clean and beautifully decorated or dirty and cluttered makes a 
difference.  
 Take the time to create a bathroom that’s distinctive, inter-
esting, and even educational - a “you have to check it out” kind of 
bathroom.  At the very least, your bathroom should be clean and 
functional - a “no comment” kind of bathroom.  And at all costs, 
avoid having a dirty, disorganized, and completely uninviting - a 
“you don’t want to go in there” kind bathroom.  We’ve all been in 
one of these before. 
 Bathroom basics include daily cleaning, regular re-stocking of 
paper supplies, maintaining soap dispensers, and frequent emptying 
of trash cans.  Even the most beautiful bathroom looks dirty and 

neglected when the trash can is overflowing.  Glass should be clean 
and fixtures shiny.  Include wiping door knobs in the daily cleaning 
routine.  If bathroom fixtures are broken, get them repaired.  Every-
thing needs to flush, drain, turn on and off, and work properly. 
 Be creative with your bathroom décor.  Showcase artwork, 
hang pottery and glass samples.  Wall color can range from light 
to dark, depending on the mood you want to create, but light-
ing should be soft, not harsh and bright.  Consider textures and 
smell in your decorating plan.  Have a chair and hook available for 
purses and jackets.  Paint an area with chalkboard paint or strate-
gically place a bulletin board to deliver how-to-tips and informa-
tion about studio events to a captive audience.  Add unique things 
to make your bathroom stand out. 
 If you take the time to create and maintain bathrooms that 
reflect a clean, creative, and well managed studio, you will not only 
have customers talking about how much they love coming to paint 
pottery but also how much they love your bathrooms.
 These five studios are examples of what is possible.  To vote for 
your favorite, visit the CCSA chatter board.  www.ccsaonline.com

Mud Monkey Pottery and Art Studio 

Ormond Beach, Florida

Get Fired Up
Sanford, Maine

The ClayGround

Vestal, NewYork



By Sandi Kirkwood, Clay Casa

 Since rent is such a large expense for most studios, we need to con-
sider ways to optimize our space.  Although I recently expanded my stu-
dio, I know I could have used my former, smaller space more efficiently.
 One studio that has used space effectively is Café Monet in Austin, 
Texas.  The 1500 square foot studio appears  large and open.  Owner, 
Jules Winson, has a background in architecture.  She shared some of 
her secrets for creating an efficient and open studio in a small space.
 • The space was long and narrow, but we wanted it to be open 
and not confined.  We knew that if they brought the ceiling down as 
the contractor wanted to do, it would have made the space appear 
smaller.  We left the rafters open and unpainted.  It made the space 
seem so much larger, and it saved a considerable amount of money.
 • The kiln area is out in the open.  The staff can work in the 
kiln area and see people as well.  This saves on staffing.  And people 
really like seeing the process. 
 • There was still room for a party room and a stock area.  The 
stock area was wanted so that the shelves on the studio floor 
wouldn’t look too crowded. 
 • Wall color was also a major consideration.  We wanted colors that 
would contrast with the white bisque.  Although we would cater to both 
children and adults, we chose colors that would create an atmosphere 
that adults would like.  Adults wouldn’t think it was just a kid’s place.
 • We used yellow, pale avocado green and a pale smoky blue.  
We wanted to create a space that wasn’t too busy, so customers 
would see the bisque as the art. 
 • The shelving units are contemporary, slanting shelves.  The 
shelves are shallower at the top and deeper at the bottom, so you 
can see everything at once.  Customers don’t have to stoop down 
to see the merchandise on the bottom shelves!
 • All of our kid’s pieces are together, and all of our functional 
pieces are grouped together.  The set up of the studio’s shelving is 
functional pieces, then kid’s pieces, and then functional pieces.  Par-
ents have to walk through the functional shelving area to get to the 
kid’s pieces.  They might see something to paint for themselves.
 • In the window are seasonal pieces and items for pick up.  
Customers love seeing their pieces on display in the window!
 • Samples, samples, samples!  If a piece doesn’t sell, make a sample. 
 • What would be on my “wish list?”: An office, a bigger sink 
area, a door (with a window) on the party room, a kid’s “cave” - 
customers would stay and paint longer if the kids were occupied. 
 • And, I’ll share one of my own merchandising secrets that could 
boost your sales this summer.  Stand back from your shelves and look at 
how many small children’s bisque “party” pieces you have.  If you have a 
lot of them, take most of them and put them in your party room.  You’ll 
be surprised how many of your larger children’s items will begin to sell. 
 Jules Winson is co-owner of Bella Bisque with her husband, 
Charles.  They own Café Monet in Austin, Texas.  They are also 
proud parents to new baby, Roman.
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By Bonnie Karet, Mud Monkey Pottery

 What did the Florida Mini and the Oscars have in common?  
Stars!  All the stars were out down here in the sunshine state, 
from Julie and Robin Cates to the Amazing JulYa, the effervescent 
McNair, and the brilliant Chinook!  I wanted this get-together to 
be about networking, sharing experiences, learning from our col-
leagues, and making new business contacts.  With that in mind, we 
started the first day by seating people away from our usual bud-
dies, at tables where we could all meet new friends.  Each table had 
people with different levels of experience, from very little to years 
and years.  New folks got to ask lots of questions of their more 
experienced table mates and veterans got to bask in the glow of 
newbie enthusiasm and hope some of it rubbed off!
 The Fabulous Susan Rogers from Gare kicked off the event with 
a great camp project using a clever wax paper & tape technique.  We 
broke into groups and had a camp brainstorming session, coming up 
with useful strategies to improve our camp bottom lines. We discussed 
the important topic of switching to unleaded glaze and demonstrated 

how easy unleaded dip-
ping glaze really is to use 
now.  Susan urged every-
one to make the switch, 
no matter who their sup-
plier was.
    Next in line, Ju-
lie Cates attempted to 
teach us mere mortals 
the secrets of beauti-
ful lettering on pottery.  
During her presentation, 
there were many aha! 
moments as Julie made 
the process make sense 

to us.  Robin Cates joined in and talked about their successful fin-
ished ware business, giving us lots of pointers and advice.  Next on 
deck were Julya Myers and Chinook Graham, sharing their strategies 
and set up ideas for the hot smokin’ glass programs in their studios.  
We learned exactly what we should do with those boxes of glass 
we ordered, how to display it, how to sell it, and how to make our 
customers successful with this exciting medium.  Spectrum Glass 
sent in one of their teachers, Scandia Wood, and she helped up put 
together a great teachable project while educating us about the 
technical details of glass fusing.  Julia McNair, meanwhile, gathered us 
in small groups into another room, and we each had an opportunity 
to make a Lilly Ollo silver clay pendant (materials donated by Eric 
at Lilly Ollo), another potential money maker for the contemporary 
studio owner.  We left for the evening exhausted, but happy.
 Day two started out with Cynthia Way, of Way To Go, Inc.  We 
broke into pairs and small groups to explore a series of questions 
and answered them aloud to each other.  In the talking process and 
in a visualization exercise, we identified goals and obstacles to those 
goals.  We had an opportunity to really connect with each other 
in a meaningful and productive way, and after the exercise, we felt 
inspired and bonded with our colleagues.
  During lunch, we handed out the goodie bags and spoke about all 
of the wonderful suppliers who donated materials to the bag and to the 
event itself.  After lunch, we wrapped up the day with a few clay projects.  
Julia McNair demonstrated a few of the famed Clay Lady techniques.
 This was a great get-together because we covered so many 
different ways to diversify in our businesses.  We were given the 
opportunity to look at the successful programs other studio own-
ers were offering, with pictures and presentations.  I highly recom-
mend attending these regional events if one pops up near you.  
Not only will you learn a lot, you will make lots of friends to 
bounce things off of and meet up with at convention.  Thanks to 
Gare, Spectrum, Lilly Ollo, and all of the great suppliers who sent 
in samples for our goodie bags.

Florida Mini



By Lynn Petersen-White, Paint Me Pottery

 Can you imagine all the details involved with moving your stu-
dio?  The permits, electricians, and contractors.  A new lease and an 
old lease.  Packing up everything that was your original dream and 
loading it up only to immediately unpack it.  Painting, redecorating, 
and setting up a whole new-and-improved dream studio.  All while 
trying to run your business and hoping that your customers will be 
able to find you.  Scary!  It would be great to change a few things to 
make our studios better, but is it worth a move? 
 After three years in her original location, Bonnie from Mud 
Monkey in Florida was ready to move her studio.  “We simply out-
grew the 1600 square feet space we were in,” she says.  “Second, 
while we were in a really great upscale “lifestyle” center, we had 
no visibility from the road and no sign visible from the road.”  
 Denise Oliver, owner of Playful Potter in Sparks, Nevada, 
made her move for a different reason.  Af-
ter renting space in an aging strip mall for 
five years, she decided to invest in her fu-
ture.  “I decided that the amount of money 
I was paying for rent would be better spent 
working for me by building equity.”
 Both studios moved short distances 
away from their original locations.  The new 
space gave them both the opportunity to 
create the perfect studio layout.  “Our new space can be so much 
more organized because of the increased square footage,” says 
Bonnie.  “We are able to have a dedicated space for the different 
things we do, plus we have been able to separate our dipping and 
kiln area.” 
 Owning the building, Denise was able to add a unique flare 
to her new studio.  “After being in our old location for so long, 
we knew what really worked and what didn’t,” she says.  “We have 
two entire studio walls of windows and one in the kiln room.  The 
natural light makes the studio seem so much larger even though 
we down-sized slightly.  We were able to add additional seating 
while still maintaining large walkways convenient for moms with 
strollers.  Because we weren’t limited with the location of exist-
ing plumbing, we were able to centrally locate our sink at the end 
of a great 20 foot paint/design bar.  I think the two biggest assets 

gained in this new location are my office and the beautiful outdoor 
patio with an exterior sink, barbeque, fridge, and seating for 40.” 
 Making sure their customers could find them was an impor-
tant part of the challenge.  “We announced our move two months 
ahead of time,” says Denise.  “We painted the exterior windows 
with huge signs and maps to our ‘new location coming soon.’  All 
of our marketing materials included our new location informa-
tion.”  Her old neighbors were even kind enough to keep her bro-
chures at their registers and display signs for upcoming events.  
 Bonnie’s advice from a hard-learned lesson is to start early 
and talk about it to everybody.  “I waited until just a couple of 
weeks before the move, and that was way too late,” she says.  “My 
landlord left the WE HAVE MOVED sign in the window for two 
weeks and then removed it.  Many of my customers thought we 
went out of business.”
 So, if they had to do it all over again would they move their stu-

dios?  Bonnie is happy with her decision to 
move Mud Monkey. “Yes [I would]. Because 
I have the visibility I want and because this 
size space, 2400 square feet, at my old loca-
tion would cost me twice as much.”  
 While Denise loves her new location 
and learned a lot with move, she would not 
do it again.  “I took on three partners and 
spent almost three years finding a new lo-

cation and building a new building.  It was a time consuming, emo-
tionally draining, and expensive process.”
 If you’re contemplating a move for your studio, these stu-
dio owners speak from experience.  “Make the list,” advises Bon-
nie.  “The positive aspects of staying and moving and the negative.  
Weigh those answers carefully; be realistic about the cost.  It was 
much more expensive than I thought it would be.”  
 Denise thinks adding at least two extra months to your time-
line is a smart idea when relying on contractor deadlines, per-
mits, and other unforeseen surprises - you’ll be glad for the wiggle 
room.  She also has some deeper advice.  “It is not a sign of weak-
ness to ask for help when you need it,” Denise says.  “Surround 
yourself with positive, helpful and strong people.  You will not only 
need their arms for lifting boxes, but also for hugs when things get 
tough.”  Good advice.

Making sure their 
customers could find 

them was an important 
part of the challenge.

Moving a Studio
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P.O. Box 1140 • Lincoln, CA 95648
Phone: 916-772-8480 • Fax: 916-772-8370
Toll Free: 800-418-8878

www.ceramicsunlimited.com

Ceramics Unlimited

#C98800 — Pyramid Teapot; 9.75” x 8.25” x 8”
#C98810 — Pyramid Creamer w/lid; 6” x 5” x 5”
#C98820 — Pyramid Sugar w/lid; 3.75” x 3.75” x 5”

#C93210 — Dinosaur Bank; 7.75” T
#C93220 — Dragon Bank; 7.75” T

#C90820 — Wine Caddy for Four
#C90830 — Wine Caddy for Four with Grapes

#C98060 — Hi Heel Cell Phone Holder; 7”
#C98070 — Cell Phone Holder with Frame

#C98730 — Horse Head Bank; 6.25” T
#C76961— Football Helmet Bank; 6.25” L

#C98740 — Nascar Helmet Bank; 6.375” x 4.5” x 4.625”
#C90800 — Wine Caddy; 8.5” x 5.5”

#C90810 — Wine Caddy with Grapes; 8.5” x 5.5”

#C98750 — Hi-Top Tennis Shoe Bank; 6.125” x 3” x 4.25”
#C98760 — Balloon Bank; 5.5” T

#C98610 — Hand MP3 Holder; 4.75” x 3.5” x 3”
#C98600 — Cool MP3 Holder; 5.75” x 3.5” x 6”

#C98590 — Cheese Dome Top; 5.75” x 6” x 5.5”
#C98591 — Plate for Cheese Dome; 7.5” x 7.875” x .75”

Check Out Our
New Spring Releases!



By Julia McNair, D*I*Y Crafts

 Masking is the process of blocking off an area that you want 
to protect from getting painted.  Following are two easy ways to 
mask off to help your customers - young and old - create won-
derful projects.  One is for when you have not yet painted on the 
bisque, and the other is for when you have a base coat of paint 
already down.  We all know how to use masking tape, and we’ll use 
our tape and paper techniques to block off a background area for 
design purposes.

TAPE TECHNIQUE
Used on unpainted bisque

 While in Florida for the Mini Get-Together at Mud Monkey, 
the ever-affable Susan Rogers from Gare showed us a wonderful 
technique to create a simple mask that works well for any project.  
This was presented as a great camp technique, as kids will enjoy 
taking the time to make the mask as well as finish the project.  
This is also a great project for adults who want to make a more 
complicated design.  
 To complete the project, you will need wax paper, painters tape, 
and scissors that can be used to cut through tape.  The tape we
    used was “Duck” brand but is the painters 
        tape not “duct” tape. 
           First, cut squares of your wax paper.  

These should be a little larger than the 
final mask size.  Put one layer of the 

tape on the wax paper, complete-
ly covering the wax paper.  

Then put a second layer 
of tape going in the 
opposite direction.  
Draw your design on 

the wax paper, and then 
cut it out.  You can also use 

paper punches, like the ones 
used for scrapbooking, to create 

designs.
       Peel off the wax paper, revealing the 

sticky side of the tape.  Because you have
 two layers of tape in opposite directions, 
 your design will stay together.  
  Apply the design on the bisque. 
 Since you have masked off the design, you can paint across 
the tape.  After the paint has dried, peel it up and reveal your bare 
bisque.  Decorate any way you like!

Masking: 
TWO Ways
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PAPER TECHNIQUE
Used on bisque with a base coat of paint

 While searching the Mayco website for project ideas (all of the 
color companies have fantastic technique sections available), I noticed 
a project that used paper hearts to mask off an area.  This was devel-
oped by Marcia Roullard and Jon Dean.  It is a wonderful way to use 
a mask when a customer has already started painting and regular 
tape won’t stick. 
 For this technique, you will need scissors and “copier” 
paper. 
 You begin by painting a base coat on the project you are 
creating.  This can be one coat or more if you are using a 
product that can be food-safe with multiple coats.  After 
the final coat is dry, cut out your shapes drawn on the 
copier paper.  The shapes can be as simple or as de-
tailed as you like. 
 Applying the paper to the project to create the 
mask is so simple - you dip the shapes into water, 
shake off the excess, and apply it wherever you 
want on the sample.  It will stick like a “window 
cling.”  Be careful when you paint.  You must paint 
out of the mask, not into it, so that paint doesn’t creep 
under the paper. 
 Once you have finished painting, remove the paper masks from 
your project to either finish painting or to glaze and fire.
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 “The profitability seminar in Dallas today was such an informative 
class.  Elisa Waldman is a great teacher and because she had a studio 
and still works with studio owners, she has information to share that 
would not be available in a generic class about profit.  Thanks Elisa!”   
Kate Lillie, Your Plate or Mine

 “This class will be offered again at convention and everyone should 
have to take it.  Elisa explained it for us dumb folk (me) to understand.  I 
loved getting the “report card” on my own studio.  It makes me feel good 
to know that I am going in the right direction in so many areas, but in 
the areas I am not, how to move in that direction.  This was invaluable!” 
Michelle Booth, Glazed Over

 “This seminar really helped me look at the numbers differently and 
with an objective eye.  It is always helpful to meet other studio owners 
and share experiences, which also puts the percentages in perspective.”   
Tracy McCombs, Arts on Fire

 “Two Thumbs Way Up!  Thanks to all!  This was definitely worth 
both our time and money in just the first hour alone.  Fantastic class 
- easy to understand and very informative.”  Jessica & Shannan, Pot-
tery Schmottery

 “I highly recommend this class!!  I loved that it was a great tool for 
new studio owners or those who have been around awhile.  I’m jump-
ing into my changes this morning and can’t wait to see the impact they 
have.  It was so nice to see everyone!  I love how rejuvenated I feel after 
an event like this!”  Denise Oliver, The Playful Potter

 Studios from Canada to Michigan to Colorado and Texas 
came together in Dallas last March for the CCSA Profitability 
Class.  Whether  new  or more seasoned studios, they all agreed 
that the class is a great session to learn how to increase studio 
profits.  And, it helped those studio owners earn points towards 
the CCSA Certification program!
 The CCSA will once again offer this class taught by Elisa Wald-
man for studios who want to increase their profits and succeed in 
their business at the convention in Phoenix.  

DO YOU KNOW WHAT THE THREE WAYS 
TO INCREASE PROFITABILITY ARE:

 1. Increase sales
 2. _______________________________________ 
 3. _______________________________________ 

 It’s a new year and a new opportunity to make money! If 
you cannot fill in the blanks above, please consider attending the 
CCSA seminar on “Maximizing Your Profitability.” By attending 
this workshop, you will gain a comprehensive understanding of 
the financial health of your studio. By the end of the workshop, 
you will know what next steps to take to increase profitability and 
produce more dollars in your bank account!
 See the enclosed convention application for more informa-
tion on this informative class.

MaxiMizing Your 
Profitability in 2008

Elisa addresses the class in Dallas.

By Angie Verburg, 
CCSA CEO

Working on a special project.

Dallas EvEnt
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Unloading the 
Kiln in My Mind

By Richard Morse, Petroglyph

 You find yourself in a place of business where the proprietor 
seems to be the attraction.  Drawing customers in with apparent 
ease.  People walk in without quite knowing why. 
 The displays in the window?  Maybe. 
 
GOOD MUSIC OR SMELLS?  
COULD BE, BUT WHAT IF 
IT’S SOMETHING MORE?
 What if that one person just seems to 
pull them in?  Something about him/her at-
tracts people.  Like they are some sort of 
magnet for humans.  Something unexplain-
able, indefinable, but possibly teachable. 

ARE YOU THAT MAGNET?
 Let’s say you are the center of the 
universe.  Scary or empowering?  Either 
way let’s make it so.  With this much im-
portance, how will you use your newfound 
power?  Everything will be revolving around 
you.  One shift from you, in any direction, 
can cause a rift in the universe that will have lasting effects for 
eons.  (Please keep your sneezing to a minimum.)  
 Your studio is that universe and you are the center.  All things 
take their cues from you.  Whether impressed upon them or in 
demure fashion, you influence everything and everyone in your 
universe.  You get to decide how you want your influence to be 
perceived.  Situations and issues that arise are within your control.  
Rules that you have made can be bent or even broken.  You are the 

center of the universe after all, and with the flick of your wrist, all 
that is can be changed.  How will you change it?  Should it stay the 
same? 
 With this much power, the challenge you face is the ever 
present microscope.  Everything you do, good and bad, will be 
examined and emulated by those around you .  This means ap-

proaching situations with an open mind and 
a positive attitude.  Deep breath here... you 
are responsible for the actions of those that 
live within your universe.  So, being the role 
model is extremely important.  If you whine 
and moan, others will do the same.  If you 
react with anger and emotion, so will they.  
You are teaching those around you how 
you want them to behave in your universe. 
 The great thing is you also get be genu-
ine and enthusiastic.  You can be gentle and 
warm.  Fun and exciting!  All the choices are 
yours.  You get to be who you decide you 
want to be.  Those around you will follow 
suit.  No, really.  The changes in others may 
be gradual.  After all, they are the center 
of their own little universe, and the adjust-

ment to another universe can be difficult.  Continue being posi-
tive and enthusiastic.  The effect on others is contagious.  You will 
become a magnet for customers and employees alike.  They will 
want to be with you, talk to you, learn from you, and will ask for 
you by name. 
 Just the influence of you may be enough to start drawing peo-
ple in.  They may wander in not knowing why, but you’ll make sure 
they are really glad they made the trip. 

Your studio is that 
universe and you are 
the center. ..you will 
become a magnet 
for customers and 

employees alike.  They 
will want to be with you, 

talk to you, learn from you, 
and will ask for 
you by name. 

Magnetize 
Yourself
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By Angie Verburg, CCSA CEO

International 
News

 The Birmingham Craft and Stitch Show was well attended this 
year by many PYOP owners from the UK and throughout Europe.  
As part of the CCSA booth personnel, I had the opportunity to 
personally meet many of our members and get to know potential 
new members too!  Moira Strickland and Lisa Downham were 
great assistants in the booth as we chatted with members and 
worked at recruiting new members.
 With so many UK members in one place, the CCSA held a 
Member Meeting, a Dinner and a Roundtable Exercise on Sunday 
night.  All three were a big success and the Roundtables were fun 
and informative.  Those who attended have received a summary of 
the roundtable results.
 The Studio Member Meeting was an excellent opportunity for 
our UK members to discuss the recent new International stock 
photos released.  We also discussed the upcoming clip art and 
how the European committee should run.  Since the committee’s 
goals are to offer studio benefits and to increase CCSA studio 
membership, a decision was made to rename the committee UK/
Ireland Studio Committee and to only invite studios to attend 
it.  The new committee is meeting this month to determine new 
benefits for the UK/Ireland studio market.

Birmingham 
england show

scenes 
froM the

Moira, Angie and Lisa in the CCSA booth.

Potclays booth       Hobby Ceramicraft booth

Cromartie booth      Bisque Imports Europe booth



oVer 150 neW
InTernaTIonaL SToCK PhoToS!
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for all your studio needs!

8502 Old Salisbury Rd. • Linwood, NC  27299

Toll Free Order Line: (800) 422-1521

Direct Line: (336) 853-8108

Fax Orders(336) 853-8317

E-mail: orders@ceramicsource.com

Website: www.ceramicsource.com

 When members work together to get a job accomplished, 
great work can be done!  
 Case in point... the 150 new International Stock Photos on the 
CCSA Website.  When this project first began, the European Com-
mittee (now the UK/Ireland Committee) discussed a group of stock 
photos that any studios, but in particular European studios, could use 

for flyers, posters, and other marketing tools.  Andy and Dani of Dish 
Ceramics picked up the ball and pulled together an absolutely fabu-
lous photo shoot in their studio.  The resulting photos have met with 
wonderful response from studio members throughout the world.   
You can find this collection of photos under Marketing and Stock 
Photos in the members section of the CCSAonline website.



	 •	 Attend	the	CCSA	Convention	Members	Reception	Party	
	 •	 Buy	Raffle	Tickets	
	 •	 Buy	10	Raffle	Tickets	and	get	a	“Golden”	Raffle	Ticket		
  (last year’s prize was valued at over $10,000) 
	 •	 Bid	on	Silent	Auction	Items	
	 •	 Bid	on	Live	Auction	Items	
	 •	 Be	a	Volunteer	-	we	could	not	do	this	event	without	
  our great volunteers!

 This year the CCSA Auction Committee is proud to be working 
with The Vera Bradley Foundation for Breast Cancer, a nationally recog-
nized ten-year-old non-profit fundraising foundation.  After a close friend 
passed away from breast cancer, the owners of Vera Bradley Designs 
made a commitment to fight the disease.  Since the inception of the 
Foundation, nearly $7 million has been donated to the Indiana University 
Cancer Center.  This center boasts a team that is renowned as a national 
leader in advancements in the diagnosis and treatment of breast cancer.  
For more information about the Foundation, visit verabradley.org.
 For more information 
on the Auction and its 
activities, please contact: 
Rhonda Bennett, Mem-
ber Relations Director at 
1-888-291-2272 ext 5. or 
email: rhonda@ccsaonline.
com.
 Hope to see ALL of 
you in Phoenix!!
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By Rhonda Bennett, CCSA Member Relations Director

 Every year, CCSA members donate thousands of dollars for 
Breast Cancer Research through our annual CCSA Convention 
Auction.  Held during the Member Reception Party, it is the high-
light of the evening.  The party provides an opportunity for mem-
bers to enjoy food, meet new people, and peruse the Silent Auc-
tion, Live Auction, and Raffle selection tables.  Last year’s festivities 
resulted in over $50,000 raised for Breast Cancer Research. 
  Members and Member suppliers generously donate custom 
painted pottery, fused glass, mosaic art, celebrity signature pieces, and 
more.  Let’s not forget the kiln that is donated every year!!!!  Each year, 
it is amazing to see creativity at its finest.  The “Great Shapes” dona-
tions feature a variety of pottery (clay work and bisque), glass (fused, 
slumped, and mosaic) jewelry, wood (coffee tables, mirrors), fountains, 
sculptures, and so much more!  Anything creative and artistic goes - all 
in the name of charity.  Last year’s chandelier donation by Julie & Robin 
Cates (On the Pot) fetched a stunning $4500 Live Auction bid.
  And, of course, there are the celebrity signature pieces.  Mem-
bers are always on the lookout for a celebrity and/or their nannies 
visiting their studio.  We have had movie casts, bands, golf pros, 
NASCAR drivers, famous chefs, sitcom stars, and even presidential 
hopefuls grace our tables with their signatures.  A hand painted 
bisque dinner plate on your studio shelf sells for $50.00, but a 
plate displayed in your studio that is autographed by Kate Winse-
let and Leonardo DiCaprio - PRICELESS!  

HERE’S HOW YOU CAN HELP THIS GREAT CAUSE:
	 •	 Donate	a	piece	designed/decorated	by	your	studio	
  for “Great Shapes” 
	 •	 Donate	a	celebrity	autographed	item	(or	hand-painted	
  by them even better) 

CCSA KiCKS Off AnnuAl 
GreAt ShApeS AuCtiOn

Vera Bradley Is In Your Studio! 
 By Rhonda Bennett

 It’s just a regular kind of day for Stacy & Jim Radford, the “Directors of Fun” at Fired Up! Paint-Your-
Own Pottery in picturesque Seaside, Florida.  Imagine a day in the life of a studio where painters are paint-
ing, the cash register is humming, and waves are crashing on the nearby beach. A rising discussion among 
a group near the tiled front counter attracts your attention.  Their passionate debate is about color, style, 
and “the look” they want to achieve.  Realization hits you like one of those crashing waves that this isn’t 
a typical painting group...this is Barbara Bradley Baekgaard, co-founder of Vera Bradley, and her amazing 
design team in your studio!
 During 2007, the Vera Bradley designers created an intimate, relaxing getaway in Seaside reflective of 
the Vera Bradley colors and lifestyle.  Inn by The Sea-Vera Bradley spotlights 9 guestrooms with names like 
Key Lime, True Blue, and Checkerberry which feature trademark Vera Bradley style and colorful flair.  This quaint “Seaside-chic” bed-and-breakfast is 
fast becoming known for its fun Girlfriend Getaway packages.
 Stacy Radford and the team at Fired Up were chosen to create hand-painted plaques identifying each guestroom at the Inn, and working alongside 
that passionate Vera Bradley design team became a truly memorable experience.  The Fired Up crew have become big believers in the mission of the 
Vera Bradley Foundation - they even have a celebrity plate autographed by Barbara Bradley Baekgaard on display at their amazing studio by the beach, 
painted in that lively Vera Bradley style we know and love!
 Learn more about the positive work of the Vera Bradley Foundation for Breast Cancer at VeraBradley.org and visit Fired Up at FiredUpSeaside.com 
online.  Find information on the CCSA Auction which will benefit Vera Bradley at www.ccsaonline.com/convention.

Fired Up Seaside owner 
Stacy Radford in her studio with 

Barbara Bradley Baekgaard.
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TECH 
TALK

successfully 
switching to 

non-toxic 
clear glaze

By David Alaimo, Gare, Inc.

 With many studios either contemplating or in the beginning 
stages of switching over their clear glaze product from leaded 
to non-toxic, we wanted to reduce your fears about making the 
switch and give you a basic blueprint for successfully making the 
switch.
 We want studios to know that much has changed over the 
years regarding non-toxic glaze.  We personally have switched over 
100 studios to non-toxic clear glaze in the last year, and many stu-
dios tell us they wonder why they did not make the switch sooner.  
Their customers didn’t even know the difference once the switch 
had been made.

DO YOU HAVE LEADED OR NON-TOXIC 
CLEAR GLAZE IN YOUR STUDIO?
 Some studios we have switched over have told us they did 
not even know they were using a leaded glaze.  To find out if you 
use a leaded or non-toxic glaze, you simply need to read the 
label.
 If the glaze you are using is non-toxic, it will clearly be 
marked by a logo on the label that says, “Non Toxic Conforms 
to ASTM D4236.”  This means that you are using a glaze that has 
no toxic materials in it (including lead or other potentially harm-
ful materials) in amounts which could be potentially harmful to 
humans. 

 If the label has a logo with the word “warning” on it, you 
need to read the label very carefully as it will say whether lead  
and/or any other potentially harmful material(s) could be in the 
product.

REMOVING THE FEAR OF NON-TOXIC GLAZE
 Many studios have been afraid to switch to non-toxic glaze 
because they have either heard horror stories from other stu-
dios about the difficulties in switching or they may not have had 
a pleasant experience themselves in trying to make the switch in 
the past.
 Over time, many things have changed for the better.  Non-
toxic formulations have improved (just look at the photos on this 
page of brightly colored products photographed using all non-toxic 
clear glaze), our ability to troubleshoot and verbally guide studios 
on proper dipping procedures has improved and, perhaps most 
importantly, many studios’ commitment to making the switch to 
non toxic has improved.

COMMIT YOUR ENTIRE STUDIO TO CHANGE
 One of the most important things necessary in changing from 
leaded to non-toxic glaze is making sure everyone working in your 
studio is committed to changing and understands what has to be 
done to make the transition successful.
 The studio owner needs to sit down with the whole team 
and say emphatically, “This is what we’re doing and why” and get 
everyone on the same page from a procedure standpoint.  You will 
also need to set up a system to make sure procedures are be-
ing followed.  We have had some studios where the entire studio 
was not committed to the change and tried to “cut corners” and, 
therefore, was not successful. 

CLEANING HOUSE
 Once you have decided to make the switch, an important 
step is to clean your studio.  Since the guidelines for cleaning 
a studio would take up more space in this article than there is 
room for, I will refer you to an excellent post on CCSA’s “Ce-
ramic Chatter” that is a must-read on this subject.  To review, go 
to “Studio Member Benefits & Updates” under the post by Angie 
Verburg titled “CCSA Statement to Studios Regarding Non Toxic 
Glazes.”
 In the post, there is important information about how to 
clean up your studios, important websites for various U.S. Federal 
and State agencies, as well as key agencies for each state.  The 
latter is important because laws and regulations for clean up can 
vary between states and countries making it impossible to outline 
one program for all studios.
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KEYS TO MAKING THE SWITCH SUCCESSFULLY

1.  Please read your label on your clear glaze container 
 to understand whether you are using a leaded or 
 non-toxic clear glaze.
2.  Talk to a studio or two who has made the switch 
 successfully.  Your manufacturer would be happy to connect 
 you with some studios.  (The great thing about this industry 
 is the willingness of most to help 
 others in need.) 
3.  As mentioned above, you need to 
 get everyone in your 
 studio fully committed to the change. 
4.  No short cuts.  With leaded glaze, 
 studios could “get away” with not 
 following certain procedures because 
 a leaded glaze is more forgiving than 
 a non-toxic glaze.  With non-toxic 
 glazes, you need to get the list of 
 procedures from your manufacturer, 
 train your employees, and make sure 
 they follow them. 
5.  Some of the keys to getting good results involve viscosity, 
 dipping time/technique, and firing time and temperature of 
 your kiln.  Since all glaze formulas differ, please consult your 
 manufacturer for optimum results.
6.  Keep good records of cones, firing times, and procedures.  
 This is important, so contact your manufacturer to help you 
 diagnose any problems that may develop.  Depending on the  
 particular issue, your manufacturer can help isolate the 
 problem and offer a remedy.

7.  If problems do arise, it is always helpful to double check to  
 make sure employees are following procedures and that 
 your kiln is in proper working order prior to calling the 
 manufacturer. 
8.  Proper housekeeping is still required.  Remember that just 
 because you are using a non-toxic glaze does not mean you 
 can ignore proper housekeeping procedures - i.e. This 
 includes, but is not limited to, wet moping spillage and keeping 

a clean dipping area.

GET PEACE OF MIND AND A 
BRILLIANT SHINE
 We feel now is the perfect time to 
make the switch to non-toxic clear glaze.  
Hundreds of studios have made the switch 
over the last several years, and many things 
have changed to make the process easier-
-from the products themselves to our 
ability to troubleshoot and train a studio.  
With a commitment from your studio to 
make a change, you can have both peace 

of mind and a brilliant shine with non-toxic glaze. 

 Note: You should know that a “Non-Toxic Committee” has been 
formed through CCSA to address, more formally and comprehensively, 
the issues touched on in this article.  The committee has been com-
prised of both the leading glaze suppliers and studio board members 
working together in an effort to address the importance of this issue 
and to develop a comprehensive program for its members.   

Many studios tell us 
they wonder why they 

did not make the switch 
sooner.  Their customers 

didn’t even know the 
difference once the 

switch had been made.



By Helene Safford, Clay Cafe Studios and the Studio Resource

Biz Buz
A continuing series of business tips based on book reviews
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500 Ways

 This could be a banner 
year across the globe 

for families staying close 
to home due to the 

increased costs in fuel.

 Continued focus on inspirational sources seems fitting as we 
approach the summer months.  The 2008 Best Practices for Art 
Camp article should help studio owners get 
into gear ramping up for some busy summer 
months.  This could be a banner year across 
the globe for families staying close to home 
due to the increased costs in fuel.  They will 
be looking for some home-style fun to fill the 
lazy days of summer for their kids.
 Lark Books, a division of Sterling Pub-
lishing Co, Inc. in New York, has produced 
an entire series of their “500” books to in-
spire artists across the globe.  They queried artists from around 
the world to submit their best ceramic works from functional to 
frivolous.  Key topics include animals, cups, pitchers, figures, bowls, 
and beaded objects.  This list just scratches the surface. 
 All of the Lark “500” publications serve as a great resource 
for after-school or camp programs and samples that sell and are 
easily adapted for our industry programs.  Take a look at some of 
the series and start thinking outside the box.  Half the fun of build-
ing a robust curriculum is finding inspirational sources and then 
figuring out how you can adapt what you see to a teachable unit. 

Finding new inspira-
tion from a variety 
of sources is what 
keeps our programs fresh, exciting, and making money!  The con-
temporary ceramic industry continues to mature and prosper as 
we develop new programs from year to year.  Finding new ideas is 
a continuing process as our programs grow and evolve.  It is the 
continuing improvement that keeps our customers coming back 
for more.  Have a wonderful and busy summer season!
 Till next time....

to Help 
you Build 
your Camp 
Curriculum
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