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Well, we did it again—not by choice but for precautions to protect our membership. We just wrapped up our second 
CCSA Virtual Convention and we are so grateful for everyone who attended and the suppliers that participated and con-
tinue to support this great industry. We had phenomenal classes, entertainment back by popular demand, and a day 
of supplier showcases and so much more packed into three days. As great as it was there is nothing like being there 
in person, and we can’t wait to see all of you in St. Charles, Missouri, next September. What a reunion that will be! It will 
also be the 25th anniversary of the CCSA Convention so we will be planning BIG things that you will not want to miss. 
	 On	September	20	we	hosted	our	Annual	Membership	Meeting	via	Zoom.	If 	you	missed	this	meeting,	you	can	find	the	recording	on	the	CCSA	
website. This meeting covers the state of  the industry, accomplishments for the previous year, and plans for the future. The CCSA president also 
bestows the President’s Award, and this year that honor went to Susan Bucci (see p. 8). The CCSA is thankful for Susan and all that she does for 
the organization. She is always willing to help fellow studio owners and the CCSA with various projects. Congratulations, Susan—well deserved! 
	 In	case	you	haven’t	heard,	the	CCSA	has	several	new	staff	members.	We	have	restructured	some	jobs	responsibilities	and	found	some	great	people	who	
excel	in	those	areas.	We	are	so	excited	about	the	current	staff	and	what	they	have	to	offer,	including	energy,	fresh	ideas,	and	eagerness	to	help	members.	
They	did	a	great	job	with	their	first	convention,	and	they	can’t	wait	to	meet	all	of	you	in	person	next	year.	Taylor	Barrow	joined	us	in	April	and	is	all	about	
CCSA operations and is currently working with me on a NEW CCSA website that will launch very soon, in November of this year. If you have any issue with your 
membership, website, purchases, or convention she is your person. Brittney Ackley joined us in July and her focus is on growing the membership, membership 
engagement, and keeping up with studio owners’ needs. Danielle Weinberg joined us in July and is focusing on all things marketing. She handles all the social 
media	accounts,	graphics,	and	new	ideas	to	drive	traffic	to	your	studio.	Brittney	and	Danielle	both	have	experience	working	in	the	PYOP	industry	and	are	very	
familiar with the day-to-day studio business. Taylor is new to the PYOP industry but is catching on so fast. You can learn more about these three great people 
on	the	CCSA	website	under	the	Staff	tab	in	the	About	Us	menu.	So	if	you	have	a	need,	give	them	a	call	or	send	them	an	email—they	are	here	to	help.
 CCSA also said goodbye to board members Bethany Pepper, Allie Nottingham, and Nell Wertz at the Annual Membership Meeting. These three have 
served	for	the	last	three	years	during	a	very	difficult	time	for	the	industry	and	for	their	studio	personally.	I	am	grateful	to	have	worked	with	them	and	for	the	
time	they	committed.	At	this	same	time,	we	welcome	Vicki	DeWerth	as	our	newest	board	member	and	are	excited	about	what	she	has	to	offer.	We	are	also	
grateful to Tracy Shultz for agreeing to extend her time on the board for one more year. We are still going to be short one position, but we have a strong 
board and they are up for the challenge. I encourage you to do some research, talk with current and previous board members or with me, and consider 
running for the board in May 2022. We will have three positions open, and I would love for the membership to have several candidates to select from.
 I wish you the best as you go into the fourth quarter, and remember that we are here to help any way that we can.
 See you soon though one of  our events.

 Dena Pearlman
 Executive Director

This is my last letter as your CCSA president. Serving the CCSA is very rewarding and I have grown personally and 
professionally from the experience and have thoroughly enjoyed serving over the last four years. I learned about 
benefits	I	never	knew	we	offered.	I	learned	the	inner	workings	and	politics	of 	our	organization.	I	learned	things	about	Google	Docs,	Dropbox,	and	
holding Board calls that will serve me in the future. I will be staying on the Board for an additional year to help with the transition.
	 My	years	as	president	have	been	challenging,	with	Chatter	rule	issues,	changes	in	staff,	and,	of 	course,	COVID.	I	have	watched	our	members	
become more empathetic toward others and be so willing to share the challenges and wins they have had as studio owners and suppliers this 
past	year.	Our	Board,	Dena	and	staff,	and	our	suppliers	have	worked	hard	to	provide	you	with	resources	that	can	only	help	you	grow	as	a	small	
business. I am leaving my role as president in good hands and I know that CCSA is in a great place to continue to move forward. 
 Our Board Pillars have been busy behind the scenes to bring value-added “Trending Tuesday” videos for us to post and working on a new 
website	that	will	make	finding	information	and	purchasing	on	our	website	easier	and	more	intuitive.	Let’s	not	forget	the	webinars	and	guides	that	
we	offer	our	members.	I	have	always	been	an	advocate	of 	CCSA	but	after	serving	on	the	Board,	I	value	and	use	the	guides,	videos,	and	graphics	
so much more. With the hectic life of  a studio owner, it can be hard to keep our CCSA tools top of  mind, so I have developed a system that allows 
me	to	do	this.	Using	the	CCSA	benefits	has	truly	grown	my	business	and	I	would	have	never	survived	without	CCSA’s	support.	The	great	informa-
tion	is	right	there	for	the	taking	–	all	you	need	is	a	conscious	effort	to	bring	it	front	and	foremost.	Use	it,	value	it,	share	it,	grow	with	it,	and	take	
ownership of  your membership – if  I leave you with anything from my time on the Board, that’s it!
 With that being said, I recommend that those who want to get involved and bring growth to the CCSA, please volunteer to help, attend webinars, share 
your knowledge, and run for the Board. Service to the CCSA – including Board service – is a gift you can give to yourself and to the CCSA!

Tracy Schultz
CCSA former Board President, now Vice President

WELCOME
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COVID-19:

MESSAGES OF Outside the Comfort Zone
THE SILVER LINING

It started with live kiln reveals, showing her online community the joy of  
opening a kiln and speaking about each piece. She does a fabulous job 
of  describing the pottery in a way that entices the viewer and makes 
them want to come in and paint immediately!
     From there, her online live presence has grown substantially. Wendy 
has gotten completely comfortable in front of  the camera and recently 
taught	her	first	online	instructional	stoneware	class	about	working	with	
flux.	With	76	people	registered	from	around	the	world,	she	got	great	
feedback and made some great money as well! 
 “I’m much more comfortable on video now than when I started. 
Stoneware is just something I have become completely passionate about.”
 Things have been undeniably tough. But this has forced many 
studio owners to think outside the box and try something they may not 

T
By Susan Bucci, The Painted Peacock, Greenville, North Carolina

Through all the darkness of  the past year and a half, Wendy Ives with Artful Designs in Blooming-
ton, Illinois, found her silver lining by putting herself  out there on Facebook live videos and teach-
ing online classes. Wendy, who has owned her studio since 1999, declared, “Never in a million 
years did I think I’d do that.”

be completely comfortable 
with, and sometimes this 
leads to surprising achieve-
ments. Congratulations to 
Wendy on pushing herself  
outside her comfort zone 
and succeeding! e

Want to share a story of  
your success or good 
vibes? Reach out to 
Susan@paintedpeacock.com

Thanks to Louise Blazucki at Kiln Creations in Noblesville, Indiana, and her man-
ager, Shelby Zurschmeide, who wrote this gem after a crazy day. If  you’ve got a 
funny anecdote or a bit of  satire about something that happened in your studio, 
send it to Dena@ccsaonline.com and it might be featured in an upcoming issue!

mailto:Susan@paintedpeacock.com
mailto:Dena@ccsaonline.com
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When your customers have that same decision 
to make, how do you position your business to 
easily land at the top of  their list?
      It is called the Sweet Spot. And it’s trans-
formative.
      You’ve hit the Sweet Spot when your busi-
ness consistently aligns its branding, market-
ing, and merchandising.
      The Sweet Spot is an operating system that 
allows each to function independently and then 
become	most	effective	and	powerful	when	they	
work seamlessly together. Understanding the 
three fundamental elements—branding, market-
ing, and merchandising—is just the beginning. 
How you implement them into your business so 
that they all play well together is critical.

PART ONE: BRANDING
Walter Landor, an acclaimed designer and a 
pioneer of  branding and consumer research 
techniques, once said, “Products are built in 
the factory, brands are created in the mind.” 
Simply put, your brand is your promise to your 
customer. It tells them what they can consis-
tently expect from your products and services, 
and	it	should	(greatly)	differentiate	you	from	
your competitors.
      As a creative retailer, you have the ability—
more so than many traditional retailers—to 
visually tell your business’s story and the 
benefits	of	being	a	part	of	your	community.	Be	
very purposeful with how you craft your brand, 
taking	into	account	your	creative	offerings,	your	
environment, your unique attributes (for start-
ers,	the	many	benefits	of	creating!),	and	even	
the joy after the sale. All of  these experiences 
and feelings shape how customers remember 
your business, engage, and buy.
      That puts you in the perfect position to stand 
out in an overwhelmingly noisy world.
 TASK: Branding is your 
store’s identity in your custom-
er’s mind. Ask your customers 
how they would describe your 
business to a friend. What would 

The Sweet Spot: Branding, Marketing, 
and Merchandising for Creative Retailers
By Hillary Moulliet, The Creative Retailer

You have a couple of hours all to yourself. Or maybe it’s a rainy afternoon and the kids are 
bored. Where can you go? What can you do? You quickly scroll through ideas in your head, 
picturing stores, shopping, entertainment. You take a moment to consider your options until 
you land on the perfect activity. “Ah-ha, I know what to do!”

BUSINESS SENSE

you love to hear, what would surprise (or 
disappoint) you? What words do YOU want 
your customers to use?

PART TWO: MARKETING
Marketing is a HUGE word. Do you feel like 
most of  your to-do list falls under marketing? 
Everything I do must be done to get people in 
my store and creating and buying!
      Some common marketing channels are 
your website, email updates, blog posts, so-
cial media posts, live videos, recorded videos, 
paid advertising, signage in, out and around 
your store, loyalty programs, cross promo-
tions, signage on your car, events, giveaways, 
fliers,	and	business	cards.
      In the broad sense, marketing is all of  
the above, done with the intent to educate, 
entertain, and entice your audience to reach 
the buying stage. In a narrower sense, 
your messages are crafted and deliberate, 
featuring the how, where, when, and why you 
do what you do. Keeping your customers 
consistently engaged and updated will lead to 
return visits, the cash register ringing, and a 
steadily growing fan base.
      For the small retail store owner, engage-
ment is critical. Engaging your audience 
means building strong, two-way communica-
tion. People visit your business and buy from 
you because, well, you’re you! You may be 
marketing similar products, classes, and 
experiences as a competitor (using the same 
channels) but your people are buying the 
“you” part. And when you’re at that level, 
your	customers	are	fiercely	loyal.
      Do you sell online classes? Create-at-
home kits? Supplies? Successful online sales 
require	a	slightly	different	set	of 	marketing	

skills, but don’t be intimidated. 
The opportunities are massive. 
All things being equal, the playing 
field	is	more	level	than	you	may	
think when it comes to competing 
online with the big retailers. e

What is the Ideal Version of your studio?
 Right now, we’re taking advantage of a 
bit of  extra time and working ON the store. 
Clearing out the clutter (where does all this 
come from!?), getting everything cleaned 
up. You know how if  left too long, that spot 
on the wall becomes part of the wall? We’re 
taking care of those spots.
 The goal is the ultimate version of the 
studio. The ideal. The “this is what I picture 
when I think of my store and what I hope 
my studio looks like for customers.” Do you 
know what that is for you?
 I was surprised how much I had to 
think about this. Do you know what your 
store looks like from the front door? I mean, 
how much do you think about what’s in the 
first	five	feet	of	a	store	when	you	walk	in	
with	your	arms	filled	with	whatever	you	are	
needing for that day. The immediate need 
for toilet paper and staples trumps me 
noticing whatever is happening on the front 
speedbump. Or that I had a speedbump. 
This	was	true	for	the	dead	fly	in	the	window	
and the layer of dust that was beginning to 
be	stratified.
 So I thought about my store. I stood at 
the front door without walking in and really 
tried to see what my customers see. Then 
I tried to see what I wanted them to see 
– how could I get from that point A to the 
Point B? I walked in and did the same thing. 
I sat in chairs at each table – I sat in every 
chair in the place – and looked at what the 
customers were seeing. I made lists. I took 
notes. I started seeing where I wanted to 
make changes, and what I could do. Some 
changes are big and ongoing. Others are 
quick	fixes	that	make	a	world	of	difference.
 After a day of looking at the store from 
customer’s	eyes,	I	asked	my	staff	to	do	the	
same. I’m sure we looked goofy standing 
out front just staring at the shop. But I need 
my	staff	to	be	an	active	part	of	my	ideal	
store. I also need to know what they see. I 
need them to see it like the customer would. 
And I need all of  us to see the best version 
that our store can be. e

See the See the 
digital edition digital edition 
for the full for the full 

article!article!
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experience that they can enjoy while helping them deepen the connec-
tions among those gathered. You can be a catalyst of  creativity and 
connection	by	helping	people	gather	to	paint	in	different	ways.	That’s	
one more layer in why your studio is so amazing.
						Here	are	a	few	ideas	to	level	up	your	next	in-studio	party,	off-site	
event, or to-go package.

PARTY ON THE PATIO
Build a Party on the Patio or Painting in the Park box or basket to 
encourage people to gather for an afternoon or evening of  decorating 

in	a	different	environment.	Include	tips	for	a	successful	
event. Hosts can build excitement among their guests 
by adding a theme such as starry night, garden party, 
or even a white elephant gift exchange. Remind them 
to select music, snacks, and decor (hooray for string 
lights!) to suit the theme. You can even provide a list of  
fun conversation starters to add to the party fun.

MINI RETREATS
Suggest weekend getaways or mini-retreats for your 
customers and make pottery painting part of  the experi-
ence. Curate a collection of  shapes to suit the gathering, 
such as stemless wine glasses. Partner with a local wine 
shop	and	send	the	group	off	for	a	wine	tasting,	pottery	
painting getaway!

As members of  this wonderful industry, we recognize the value of  con-
necting through art. Every day we see people expressing themselves 
and enjoying each other’s company while they paint and chat their way 
from stressed out to relaxed and happy. What a great feeling to know 
that you helped make that transition happen!
      But gatherings have changed. Before the pandemic, Priya Parker 
wrote a whole book (The Art of  Gathering: How We Meet and Why It 
Matters)	about	getting	together	in	ways	that	allow	us	to	find	more	
meaning in each one. Since then, she has shared ideas to help people 
create meaning in virtual gatherings. Her main point is this: It’s our 
human-to-
human links 
that make the 
most meaning-
ful moments of  
our lives. How 
can you amplify 
that message?
      Ella Peinov-
ich-Griffith	and	
Alison Phillips 
of  Powered 
by People 
observe, 
“Consumers 
are looking 
for beauti-
ful, authentic 
products and 
are increas-
ingly rewarding brands that align to their values.” They also note that 
“handmade	makers	and	small	batch	producers	offer	unique	products	
with compelling provenance stories.” This is where you come in! Your 
studio becomes part of  the story behind each customers’ artwork.
      As a studio owner, you’re well aware that creating hand-painted 
works of  art is rewarding and fun, and that giving a handmade creation 
warms the heart of  both the giver and the recipient. In addition, those 
people value the time and the experience of  decorating gifts for others, 
whether	that	happens	in	your	studio,	as	part	of 	an	off-site	event,	or	as	
a to-go program.
      What if  this year, we gave our customers even more creative ways 
to celebrate together? What if  we went beyond a party in the party 
room or the basic to-go kit? How about focusing on providing creative 
quality time with a twist? Wouldn’t it be fun to give the gift of  an event? 
The ultimate pottery experience. Creativity to go on steroids! Sell an 
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T
By Crista Toler, Mayco, Studio Market Coordinator

The	holiday	season	is	upon	us,	and	no	matter	what	that	ends	up	looking	like,	we	are	sure	to	see	people	gathering	differently	than	in	
2020. Many companies, community groups, and families will be seeking new ways to get together and celebrate the holiday season 
together. It is likely that 2021 will be a hybrid year. We’ll see people visiting studios for in-person gift creation and parties, as well as 
those who prefer to to-go options.

TREND FLASH

Creative Gatherings



7CCSAtoday  •  Fuel Your Creative Fire  •  Winter 2021

MYSTERY BOXES
Mystery boxes are pop-
ping up everywhere, from 
clothing stores to gift shops. 
Add an element of surprise 
to your holiday events by 
selling mystery boxes for 
in-store or to-go gatherings. 
An entire party could have a 
set theme, such as dinner-
ware, mugs, or home decor. 
You curate a collection of  
items to surprise the party-
goers. What a great way to 
showcase	some	different	
items to your customers! 
      A mystery box could 
also be an add-on option 
for an event. If  customers 
book a party during the 
week, you could give them 
a mystery box of  smaller 
items	such	as	ornaments,	mugs,	or	a	variety	of 	one-off	items.	

MOVIE NIGHT
Use a movie to establish an event theme. Movie nights could be held in 
the studio, in homes, or in partnership with a local theater. A theater that 
serves meals would be great since they have table space. Painters could 
decorate pottery with motifs that go with the movie. Think of candy canes, 
snowflakes,	elves,	and	funny	quotes	for	Elf, or angels, bells, and vintage 
trees for It’s a Wonderful Life.	There	are	loads	of	movies	for	different	

holidays and celebrations.

COZY NIGHTS AT HOME
Some of  us have really 
been embracing our inner 
homebody over the past 
year, with lots of  baking and 
enjoying time together. Cre-
ate a to-go kit that includes 
a recipe for easy hot cocoa, 
and your favorite cookies 
or comfort food. Customers 
could glaze mugs, stone-
ware casserole dishes, or 
serving trays to comple-
ment their food creation.
       When I asked my son 
what he considered a cre-
ative party, he thought back 
to the fun he had in elemen-
tary school celebrations, and 
said the parties always had 

these elements: food, activity, competition, craft/art, and a group presenta-
tion related to the holiday. Reminding your customers that they can add 
a little extra fun to their parties by throwing in a some whimsy and a few 
clever twists (along with pottery painting, of course) is a fun way to remind 
them that you are the authority on entertainment and connection.
      In promoting painting this holiday season, remind people of  the 
deeper meaning that comes from gathering together to create—per-
sonal connection, artistic expression, and memories that last a lifetime.
      Do what you love. Love what you do. e

www.ccsaonline.com
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and Rosie Hays had us making requests and singing right along with 
them.	The	open	tables	each	featured	a	different	discussion	topic	so	you	
could look for a table that pertained to something you were interested 
in learning more about. Every 15 minutes a bell sounded to remind you 
to switch it up—a bit like speed dating but the only thing we took away 
from the table was useful information, great conversations, laughs, and 
connections.
 From business to techniques to back-room advice, there were so 
many	great	classes	offered.	During	in-person	convention	it’s	always	dif-
ficult	to	choose	which	classes	to	take	because	it	means	missing	another	
one you also want to attend, but with the online version, we have a whole 
year	to	watch	all	the	classes,	which	is	amazing!	I	can	show	them	to	staff	
members	who	weren’t	able	to	attend	and	they	can	walk	away	confident	
in a new technique they learned, teaching a class, or even loading a kiln. 
This saves me so much time, and it’s delivered by the experts.
 The great thing about online convention is the atmosphere in 
which you can learn. Some people gathered at Airbnbs, or invited 
friends to their lake house; others got together in studios or homes, 
or even watched from a comfy bed. You can get your learning on from 
anywhere!
 The information provided during convention is planned and 
delivered with us in mind, to help us nurture our business. CCSA wants 
to see us all succeed and thrive, to grow in any and all areas we might 
struggle with and want to learn more about.
 I learned so much in three days and feel inspired to achieve so 

much more in my busi-
ness. The classes and 
the conversations with 
suppliers and other 
studio members give 
me	the	confidence,	sup-
port, and encourage-
ment to take back to 
my	studio	to	train	staff,	
create new systems, 
and teach new classes. 
If  you haven’t attended 
a convention before, 
it’s a MUST for you and 
your business. Thanks, 
CCSA, for yet another 
amazing convention. Be 
sure to register for the 
2022 convention, and I 
can’t wait to see you all 
there! e

I think we are all a little bummed that we couldn’t see each other in per-
son again this year, but the CCSA online convention didn’t disappoint! 
We have all been pivoting these past few years. The technology, time, 
resources, and learning curves that go into pulling of  an event like this 
are mindboggling. All I can say is, wow, you go, team CCSA!
 After nearly two years of  lockdowns we’re all eager to resume be-
ing sociable, and a lot of  you met up with other studio owners, or even 
got	staff	involved	who	maybe	you	wouldn’t	have	otherwise	been	able	to	
afford	to	bring	to	a	live	convention.	I	brought	my	manager.	Excited	to	
jump right in, we got cozy in the basement, loaded up with snacks and 
coffee	(the	adult	beverages	came	later!),	and	fired	up	the	computer.	
Who	better	to	kick	it	all	off	than	Bre	and	Ammie!	I	admit	that	I’m	little	
starstruck by these two pottery celebs. With their wit and wealth of  
knowledge, they kept us smiling as they emceed the event. And there 

were a ton of  
prizes given out, 
and even a photo 
contest!
 After each 
day of  session 
there was live 
entertainment 
followed by open 
roundtables. Per-
formers Dan Heidt 

Big Takeaways from Convention
By Jamie McCabe, Clay Cafe Avalon, Newfoundland, Canada

WWell, it’s post-COVID convention number two and I’m still high on all the amazing classes and information that was delivered over the 
span	of 	three	days.	The	excitement	always	begins	to	set	in	the	week	before,	and	the	swag	box	definitely	kicked	that	week	off	for	me!	Who	
doesn’t love a present in the mail!? I tore that open like a kid on Christmas morning.

STUDIO SPECIAL

Congratulations to Susan Bucci of  The Painted 
Peacock in Greenville, North Carolina, on 
winning	the	President’s	Award. “Thank you so 
much for the amazing honor of  the Presi-
dent’s Award. When I say I was surprised, I 
was actually freaking out behind the screen. I 
absolutely love CCSA and our mission. I hear 
of  so many people setting boundaries for 
themselves and saying NO more often. I have 
actually	taken	a	very	different	approach	the	
past couple years and have said YES to more 
things than ever before. It has really allowed 
me to explore some areas that I never would 
have previously. Being recognized for saying 
YES is truly an honor!”

See the digital See the digital 

edition for moreedition for more
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I had a wonderful conversation with Leigh Anne Filkins from Paint 
Your Hearts Out in Concord, North Carolina. Leigh Anne started her 
adventure	after	Jeff,	her	husband	of 	22	years,	had	a	stroke.	At	the	
time, Leigh Anne was working a full-time job as a licensing manager. 
Her husband was back to work but facing additional health issues and 
they needed extra income. She has always loved to paint since she was 
a little girl and would get together with friends several times a year to 
express her artistic side.
						During	one	of 	those	paint	nights,	she	confided	to	her	friends	about	
her need for more income. She also explained that she wanted some-
thing fun, something she enjoyed, because she already had enough 
stress in her life. They suggested she start doing painting parties in 
wineries, bars, and peoples’ home. This would allow her to de-stress 
from her everyday 
duties since paint-
ing is a passion 
for her. So in 
March 2017 she 
started a mobile 
business doing 
just that. 
      After two 
years, she decid-
ed that although 
this made her 
very happy, she 
was exhausted 
from working two 
jobs and stressful 
ones at that. So it 
was time to follow 
her heart and 
take a chance on 
herself. By now 
her husband had 
fully recovered 
and she felt it was 
time to dip her 
toes into a brick-
and-mortar studio. In July 2019 she found a very small space to rent 
for	six	months.	Things	took	off	much	more	than	she	expected.	By	the	
end of  that year she was moving again, into a larger space.
      This time the studio had better parking, better lighting and ameni-
ties, and space for a kiln. The previous space lacked room for a kiln 
so	she	had	to	take	the	pottery	home	at	night	for	firing.	She	quit	her	
job, opened the larger studio, and then COVID hit! But, as Leigh Anne 

explains, “I don’t know if  I would have survived if  it wasn’t for CCSA.” 
Her husband even questioned all the Zoom calls she was on because 
he thought she had given up the corporate life! She listened to Check in 
and Chats, watched webinars, and downloaded guides to help her get 
through the times she had to be closed.
      In late May 2020, she was having little luck with pottery-to-go, so 
she focused on reservations of  no more than nine people. She said 
she	filled	the	seats	and	people	were	happy	to	come.
      She recalled that one year, when she was helping her mom and dad 
decorate for Christmas, she pulled out their vintage Christmas tree and 
knew she wanted one, too! Because she had a mobile studio already, 
she contacted a supplier to purchase trees. That year she sold almost 
600	trees,	first	to	paint	with	acrylics	and	then	she	switched	over	to	

glazes.	She	was	off	and	running.
      This story highlights a studio’s growth and 
the perseverance of  one woman to start out of  
necessity and then realize something so great 
as she grew with her business. She learned 
what	worked	for	her	and	made	her	studio	fit	
her needs. She has recently added wheels to 
her studio. She is doing what she loves and 
loves what she is doing. Her next task will be to 
hire some employees! e
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Paint Your Hearts Out
By Tracy Schultz, Ceramics For You, Gurnee, Illinois

DDo you ever wonder how anyone ends up being a studio owner? There are owners who start out with a brand-new studio, designing 
from scratch. There are owners who “inherit” a studio from the previous owner they purchased it from. There are owners who start as 
a mobile studio and then “upgrade” to a brick-and-mortar. That is what we will explore here.

STUDIO SPOTLIGHT
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SUPPLIERS
First and foremost, communicate with your suppliers directly. The only 
way to get reliable information is to talk to the source. If  you have 
questions about stock levels or product availability, reach out and ask. 
Suppliers can update you on the status of  the item(s), and even help 
you choose alternatives if  that’s necessary. Remember that it’s always 
a risk to post a particular item for a class, workshop, or event if  you 
haven’t already purchased the inventory. Canceling classes, workshops, 
or events is not a customer-friendly practice, and should be avoided 
whenever possible. If  it happens too often, customers may stop sign-
ing up. Instead, secure inventory early enough to do the necessary 

marketing and 
advertising 
to	fill	those	
seats. Ideally, 
post classes, 
workshops, and 
events about 
45–60 days in 
advance.

 You’ve heard it a lot lately: 
try something new! Many studios 
tend to order the same things 
either because they sell well 
and/or because they use POS 
systems and rely on reorder 
reports.	If 	you	find	that	you’re	
having trouble keeping your typi-
cal items in stock, work with your 
suppliers	to	find	new	things	to	
try! Suppliers can suggest items 
that sell well and point you toward things that are readily available.

FELLOW STUDIOS
In the spirit of  banding together and thinking outside the box, talk with 
other studio owners who are close enough to get together to meet 
and swap inventory. If  you are having issues keeping things fresh 
and stocked, this is a no-cost/low-cost solution. In addition to bisque, 
consider swapping samples. Fresh new samples can also help inspire 
your customers to get creative.

YOUR OWN EXISTING INVENTORY
As mentioned, new samples can give your inventory and your 
studio a fresh, creativity-inspiring boost. All too often stu-
dios create a sample for a particular piece and call it a day. 
Suddenly	it’s	five	years	later	and	you	still	have	the	same	old	

sample on your shelf. Take care to ensure that the samples 
you’re creating for the studio appeal to walk-in customers. Look 

at colors that are trending in fashion and design, as well as design 
styles. Remember to appeal to what customers in your target market 

respond to; from local sports teams to cityscapes to irresistible gift 
ideas, samples in your studio sell your product.
 Oh the trickery—is that a cupcake stand or a candle holder? A 
pencil jar or a tumbler? A pilsner glass or a vase? Get creative with 
your inventory. Items can be displayed in more than one place in the 
studio	with	samples	or	uses	that	appeal	to	different	customers.	Mer-
chandising	inventory	in	different	ways	allows	you	to	cut	down	on	the	
number of  shapes you need.
 We’re fortunate that we are in the business of  getting creative. If  
supply chain issues cause you to leave your comfort zone, you’re likely 
to	gain	some	beneficial	new	marketing	and	merchandising	skills!	e

Stock It to Me!
Resources to keep your studio stocked up and ready to rumble!
By Lisa Feltz, Marketing & Sales Director, Bisque Imports

IIf 	you	haven’t	figured	it	out	yet,	the	magazine	committee	felt	it	was	important	to	address	supply	chain	issues	that	are	affecting	not	just	our	industry,	but	everyone.	It	was	inspiring	to	sit	in	the	planning	meeting	and	hear	all	of	the	different	ideas	on	how	to	help	understand	where	these	
challenges are coming from and brainstorm creative ways to overcome them. Let’s take a look at some of the resources available to you from 
your suppliers, your fellow studios, and even your own existing inventory.

RESOURCES

Showcasing the same item painted 
different	ways	and	placed	in	different	
areas of  the studio provides inspiration for 
customers and also helps reduce the number 
of  separate items you need to order.
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looked like a children’s picture 
book caught my eye. I picked one 
up and could not put it down. 
Principles for Success distills 
Ray Dalio’s 600-page bestseller, 
Principles: Life and Work, into an 
easy-to-read and entertaining format (he wrote it for his grandchil-
dren). It contains the key elements of  the unconventional principles 
that helped Dalio become one of  the world’s most successful people, 
including how to set goals, learn from mistakes, and collaborate with 
others to produce exceptional results.
      By doing what Ray calls “crashing,” or some level of  failing, repeat-
edly, he learned to love the process. He also discovered that if  he 
“learned to view problems like puzzles” they “would give me gems if  I 
could solve them”:

The puzzle was “what should I do in this situation next time?” 
and the gem I would get by solving it was a principle that would 
help me in the future. This is how I got my principles. I wrote 
them	down	and	modified	them	over	time.

II	recommend	the	affirmations	part	of 	Tim’s	podcast[TWA2]	(11:20–
31:00)	and	also	reading	it	in	the	book,	because	Scott	covers	different	
ground in each place. He’s very clear that there are no guarantees, no 
scientific	evidence	that	daily	affirmations	will	bring	you	whatever	you	
seek.	He	does	make	many	valid	points	explaining	why	affirmations	may	
have led to many people’s successes, including his own.
      By writing down or saying repeatedly every day what you want, you 
great increase the odds of  achieving it. The system doesn’t necessar-
ily matter (pen and paper versus computer, 10 times in the morning 
versus 20) but what does matter is that you make it a daily practice, 
visualizing	it	and	affirming	it	with	confidence.	Two	(of 	many)	explana-
tions	he	offers	for	its	high	success	rate	is	that	people	who	are	positive	
or feel lucky are more aware of  the small steps in their progress; they 
are	looking	for	and	therefore	finding	“it”	more	often.	Additionally,	by	
saying	the	affirmation	daily,	our	brain	sets	up	filters	that	make	us	more	
aware and help us pay attention to what’s in our environment (and our 
subconscious),	related	to	our	affirmation,	that	was	already	there.
						This	doesn’t	happen	in	a	week;	some	of 	his	affirmations	took	sev-
eral years. “I, Scott Adams, will be a famous cartoonist” was one of  his 
affirmations	long	before	Dilbert	was	even	a	sketch	on	paper.
      Don’t underestimate the value of  a few minutes of  reading from 
this collection. Sometimes that’s all you need to keep your systems in 
check. A quick scan of  the “Happiness,” “Humor,” and “Managing Your 
Odds	for	Success”	chapters	always	offer	a	helpful	check-in.	e

My Audible and the podcasts I follow lean heavily on personal and intro-
spective interviews, like my favorite, The Tim Ferriss Podcast. Tim’s friend 
Scott Adams joined him on his podcast in 2015, when Scott dove into 
some favorite topics, complementing what he wrote in his book How to 
Fail at Almost Everything and Still Win Big. After the podcast I listened to 
Scott’s book, which was published a few years earlier, in 2013.
      Scott has this to say about goals versus systems: 

For	our	purposes,	let’s	say	a	goal	is	a	specific	objective	that	
you either achieve or don’t sometime in the future. A system is 
something you do on a regular basis that increases your odds 
of  happiness in the long run. If  you do something every day, it’s 
a system. If  you’re waiting to achieve it someday in the future, 
it’s a goal.
      Goal-oriented people exist in a state of  continuous presuc-
cess failure at best, and permanent failure at worst if  things 
never work out. Systems people succeed every time they apply 
their systems, in the sense that they did what they intended to 
do.	The	goals	people	are	fighting	the	feeling	of 	discourage-
ment at each turn. The systems people are feeling good every 
time	they	apply	their	system.	That’s	a	big	difference	in	terms	of 	
maintaining your personal energy in the right direction.
      The system-versus-goals model can be applied to most 
human endeavors. In the world of  dieting, losing twenty pounds 
is a goal, but eating right is a system. Making a million dollars is 
a goal, but being a serial entrepreneur is a system.”

      This created a simple shift in my mindset. I know where I want to 
go and what I want to do, but I am now in the daily practice of  getting 
the work done, staying the course, and feeling energized by my output 
and progress. That, as opposed to plowing through, reaching the end, 
and	checking	it	off	my	list.	I	encourage	you	to	try	getting	out	of 	the	
“continuous presuccess failure” track (eek!) and into daily systems that 
support continuous growth and happiness.
      On the subject of  failure, Scott explains:

I have cultivated a unique relationship with failure. I invite it. I 
survive it. I appreciate it. And then I mug the sh*t out of  it.
      Failure always brings something valuable with it. I don’t 
leave	it	until	I	extract	that	value.	I	have	a	long	history	of 	profit-
ing from failure. My cartooning career, for example, is a direct 
result of  failing to succeed in the corporate world.

      Scott is not alone when pointing to failures that served as a launch-
pad for something amazing. It can also be seen as manifestation: steps 
that incrementally (and unknowingly) pave the way for success.
      During a recent visit to Barnes & Noble, a large stack of  what 

How to Fail at Almost Everything and Still Win Big, 
by Scott Adams, and Principles for Success, by Ray Dalio

By Hillary Moulliet, The Creative Retailer

HHillary’s love of people’s stories led her to create this new ongoing series for CCSA Today. She’ll explore 
inspiring motivational books by successful entrepreneurs, celebrities, and general kick-butt people. Join 
the discussion in Chatter and share how these authors and their stories have impacted you.

TOP SHELF BOOK RECOMMENDATIONS

https://tim.blog/2015/09/22/scott-adams-the-man-behind-dilbert/
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We all know there are some MAJOR supply chain issues and some of  
the bisque pieces that we love so much may not be available in the 
near future. Initially, I wanted to share some ideas and inspiration on 
bringing new products and twists into your studio 
so we could continue to purchase from our loyal 
suppliers. After reaching out and speaking with a 
few suppliers, it turns out that all they really want 
right now is patience and understanding.
 All of  us have been rocked to the core. Please 
take a moment to understand that every single 
one of  our suppliers is there to make you succeed. 
None of  them win if  WE don’t win, so here are a few 
ways we can help support our suppliers that cost absolutely no money.

	 e Be forward thinkers. Don’t sell an event out and then place 
your pottery order. Make sure you secure that bisque prior to advertis-
ing!
	 e Keep communication open with suppliers. If  you have any 
questions or need some advice, give ’em a call. Again, they WANT you 
to succeed!

Supporting Suppliers
BRANCHING OUT

I
By Susan Bucci, The Painted Peacock, Greenville, North Carolina

I’m just going to come out and say it: Our industry has the best suppliers. They truly care about us studio owners, and throughout the 
craziness	of 	this	pandemic,	they	have	pivoted	right	alongside	of 	us.	Some	suppliers	started	to	offer	drop-shipping	options,	while	others	
added more to-go supplies. Plus, they’ve created loads of  new instructional recipes so that studio owners can focus on other pressing 
issues, instead of  coming up with new projects.

	 e Keep communication open with suppliers. Yes, I did just 
repeat myself. If  you have issues with products or shipping, or are just 
unhappy about the current situation, blasting them on social media is 

probably not the way to go. Contact your supplier 
and speak directly to them. Before making that 
post, think about how you’d feel if  the roles were 
reversed. Would you want your customers posting 
that to your business page or would you rather 
them reach out to you directly?
	e Leave a great Google review.
	e Try out some new bisque shapes. Tons of  great 
options are still available. Have fun trying out some 

new designs!
	 e Check out Lisa Feltz’s article in this edition (page 10), where 
she	offers	some	great	ideas	about	resources	and	pivoting	during	these	
shortages.

 Be patient. Be kind. Be loyal. After all, our suppliers have been 
there for you all these years. Let’s show them some love when they 
need it most! e

PLEASE TAKE A MOMENT PLEASE TAKE A MOMENT 
TO UNDERSTAND TO UNDERSTAND 

THAT EVERY SINGLE THAT EVERY SINGLE 
ONE OF OUR SUPPLIERS ONE OF OUR SUPPLIERS 

IS THERE TO MAKE IS THERE TO MAKE 
YOU SUCCEED. YOU SUCCEED. 



a business 
owner) is the 
constant need 
to feel ON. 
You need to 
be energetic, enthusiastic, and encouraging toward your customers to 
give	them	the	best	experience	possible,	but	you’ll	inevitably	have	“off”	
days when you just don’t have the capacity for that. The same goes for 
when you are being active on social media. The “tone” of your branding 
can	mimic	your	mood	and	may	not	come	off	in	your	usual	brand	voice.	
Scheduling your content ahead of time ensures that your brand voice 
is consistent throughout your posts; it frees up time for you to focus on 
being in the studio and not worrying about having to post information for 
your audience. It creates a boundary for you to decide how many hours 
you put into creating and scheduling your content and ultimately how 
much time you spend on social media. 
 Delegate social media responsibilities to an employee. Perhaps you 
are not tech savvy, or you recognize that your time and energy is better 
used for other tasks, or you just don’t want to run the studio’s social 
media	accounts.	Pass	off	responsibilities	to	an	employee	here	and	
there, or establish a role for a social media coordinator or creator for 
your studio.
 Create and follow boundaries for consuming social media. One 
of  the hardest things about social media is learning how to establish 
and enforce boundaries. You are a PYOP owner who works in a studio 
setting to provide creative expertise and ideas to customers, but now 
you are also expected to contribute your success to your availability 
on social media. You can’t always dedicate your time and knowledge to 
your studio if  you feel the need to be constantly posting and engaging 
with your audience. Create boundaries for yourself, as well as your audi-
ence, that you “clock out” from social media before/after studio hours 
and/or	on	your	days	off.	Those	DMs	with	potential/existing	customers	
are important, but certainly not important enough that they absolutely 
must be answered at 11 pm. Instagram now has the great option of  
auto replies to let customers know when you are available.
 The one thing I neglected the most when I had my studio was 
myself. I pushed myself  beyond languishing and into a constant state 
of  anxiety and fragility. It makes me sad to look back at how poorly I 
treated	myself 	and	how	I	ALWAYS	put	my	studio	first.	Burnout	isn’t	a	
badge	of 	honor	and	will	not	aid	your	success.	I	hope	this	doesn’t	affect	
you personally. Take care of  your body and mind leading up to and 
through your busiest season. Your well-being is most important! e

According to a New York Times article called “There’s a Name for the 
Blah You’re Feeling: It’s Called Languishing,” by Adam Grant, “Lan-
guishing is a sense of  stagnation and emptiness. It feels as if  you’re 
mudding through your days, looking at your life through a foggy 
windshield. And it might be the dominant emotion of  2021. Languish-
ing is the neglected middle child of  mental health. It’s the void between 
depression	and	flourishing—the	absence	of 	well-being.	You	don’t	
have to have symptoms of  mental illness, but you’re not the picture of  
mental health either. You’re not functioning at full capacity. Languish-
ing dulls your motivation, disrupts your ability to focus, and triples the 
odds that you’ll cut back on work. It appears to be more common than 
major depression- and in some ways it may be a bigger risk factor for 
mental illness.” (https://www.nytimes.com/2021/04/19/well/mind/covid-
mental-health-languishing.html)
 Does this sound relatable to you? I was personally experiencing 
it without even realizing it and I was so grateful to come across that 
article and learn there was a very valid explanation for it. It was a relief  
to learn that, and if  you have been feeling the same, I hope this brings 
you comfort as well.
 Grant continues, “It wasn’t burnout—we still had energy. It wasn’t 
depression—we didn’t feel hopeless. We just felt somewhat joyless and 
aimless. Part of  the danger is that when you’re languishing, you might 
not notice the dulling of  delight or the dwindling of  drive. You don’t 
catch	yourself 	slipping	slowly	into	solitude;	you’re	indifferent	to	your	
indifference.	When	you	can’t	see	your	own	suffering,	you	don’t	seek	
help or even do much to help yourself.”
 What can you do when you start to notice you are languishing? 
Or better yet, what can you do for yourself  and your studio should you 
languish through your busiest season? What can you do to prepare for 
brand burnout? 
 You know the saying you are what you eat? Well, as a business 
owner, you are what you post. There is absolutely nothing wrong with 
letting some of  your emotions come through your posts. We’re all hu-
man and we experience emotion, and business owners are not exempt 
from this—it’s what helps create real and relatable connections with 
your audience. But what can you do when you’re languishing and feel-
ing	indifferent	to	your	emotions?	There	are	days	when	you	just	may	not	
have it in you to show up for your audience on social media, or you’re 
just so overwhelmed and overworked in the studio you just don’t have 
time for it.
 Schedule your content when you’re in the right headspace. One 
thing about customer service I’ve learned over the years (especially as 

Brand Burnout
By Lindsay Marr Studio, Studio Brand and Content Strategist

IIt goes without saying that the entire world has gone through so much over the last 
year and a half—not just business owners but human beings trying to navigate 
their way through a pandemic and keep themselves and their families healthy and 
safe. We’ve all experienced our fair share (if  not more) of  burnout. But I’ve learned 
that	there’s	an	even	better	definition	of 	burnout	that	perfectly	describes	how	and	
what so many of  us have been feeling.

STUDIO SPECIAL
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cross-promote the event, so you gain some of  their customers and vice 
versa. This provides social proof, and shows your customers online and 
in-studio that you are a valuable business member of  the community. It’s 
like	small	business	influencer	marketing,	if 	you	will.

 Another way to foster the relationship online is to 
share customer pieces. Some studios share cus-
tomer creations as they come out of  the kiln, which 
is exciting for your audience. If  they’ve shopped with 
you, they know the magic of  a kiln review. If  they 
haven’t shopped with you yet, they get to see what 
other customers are creating in the studio. When our 
samples look gorgeous, it sometimes intimidates new 
painters, but highlighting some “average” customer 

work will break down that barrier of  intimidation, prompting the viewer 
to think, “I could do that!” Always respond to and repost pictures and 
videos that customers tag you in! If  they tag you, they want you to see 
it. Furthermore, they probably want you to share it on your page (or 
stories) too. Everyone likes a little internet validation, so like, comment, 
and share!
 Because the product we sell is DIY, the results are what they make of  
it. Instead of gearing all of your marketing, messaging, and conversation 
in studios around the products, highlight the experience. In comparison to 
store-bought products, the experience you provide in your studio, or bun-
dled up into to-go kits, is unique, special, tangible, and impactful. No matter 

what “competition” emerges online or down the street from your 
studio, the experience will always set you apart. Focus on selling 
the	experience	and	the	benefit	 it	has	 to	your	customers’	 lives,	
deliver on the promise, and the sales will always keep coming.
 This biggest nugget of  info to remember when mar-
keting and selling is that people buy for the why. The why isn’t 
only YOUR why (why you own a studio, why in that area of  
town, what does PYOP mean to you). It’s also why your com-
munity needs you and your business. It may be that their littles 
will grow up so quickly, and they’ll want this clay handprint to 
cherish one day. Or that they’re so busy with the day-to-day, 
they forget to take a minute for some “me time.” Or maybe 
they	just	need	more	quality	time	with	their	significant	other	via	
a new date night activity. With this in mind, gear both your mes-
saging on your posts and your sales pitches around the why. 
Remember to pull on their heart strings! To do this, you could 
use a testimonial from a customer as the caption of  a post with 
them in the studio. Or mention to customers in the studio why 
this upcoming class is just what they need, based on what you 
have learned of  them. A personalized sale is almost always a 
guaranteed one. e

Naturally, people buy from others they like, know, and trust. Whether 
that’s the shop owner or the associate serving them, customers want 
to	feel	comfortable	and	confident	throughout	the	entire	experience.	The	
first	step	 is	building	a	connection.	Connections	aren’t	established	with	
a simple “Hey, how are you?” Connections are built 
on the foundation of  familiarity and commonalities, 
which are only discovered with more conversation. 
To start the conversation online, create content that 
highlights your core values, shows your team be-
hind the scenes, shares something about you (the 
owner), or poses some questions for your audience. 
Mirror that same experience for in-person, but with 
a twist! Instead, embody the core values, explain the 
behind-the-scenes (how it works), and ask probing questions to get to 
know the customer on a personal level. Make sure to keep the con-
versation going, ask follow-up questions, and get excited over common 
interests.
 Instant “fans” are great, but rare. It takes fostering the relationship 
to secure the sale. Continue to display your connection to the community 
and build conversation around it. For example, if  you always pick up a 
coffee	at	a	local	coffee	shop	on	your	way	into	work,	post	a	picture	of 	your	
coffee	cup	in	your	studio	to	your	stories	and	tag	the	coffee	shop.	To	take	
it a step further, collaborate on an event that shop. Host it in your studio 
or	the	coffee	shop,	paint	mugs,	and	sip	your	favorite	brew.	Don’t	forget	to	

Build Connections, Close Sales
By Michaela Jaskowiak, PYOP Marketing & Sales Analyst, The MJ Way, @themjwayallday

LLifetime customers are the ultimate goal for PYOP. They found you when their kids were babies, and now they’re grandparents who bring 
their family for quality time and their friends for casual outings. Throughout the years, they’ve attended classes, celebrated birthdays, 
captured handprints, and made tangible memories to hold on to forever. Do you have lifetime customers? The key to capturing custom-
ers for life is building connections, both in person and online.

STUDIO SPECIAL
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Checking It Twice
SERVICE WITH A SMILE

By Margaret Nevill, The Mad Platter, Columbia, South Carolina

I’ve put together a sample planning chart for the upcoming holidays 
that may help studio owners plan for the ups and downs of  the season. 
This chart can help circumvent those “uh-oh” moments during the busy 
weeks of  November and December. It’s not a strict set of  rules, but more 

MMany	years	ago,	I	was	fortunate	enough	to	serve	on	a	local	organization’s	annual	gala	committee.	When	I	was	first	asked	to	join,	I	was overwhelmed by the sheer size of  the event. There were so many moving parts to one evening. Luckily, I had the guidance of  two 
gentleman on the committee, Matt and Rupert, to show me how to organize each stage of  the big night and the followup for post-event 
success. I enjoyed my time with these two so much that I continued to volunteer, then co-chaired and eventually chaired the event. The 
knowledge I gained from Matt and Rupert has been a valuable tool to organizing my holiday seasons.

a helpful guideline that I can add to at a moment’s notice. I also review 
what worked and what didn’t, to plan for the next year.
 Let’s begin with how the season starts. Write down key dates that 
are important to your studio. We all know Thanksgiving is on a Thursday, 

but	does	your	staff	know	the	date?	Including	the	date	on	
your list helps to see how many days in advance some-
thing	needs	 to	be	planned	 (firing,	days	off,	etc.).	 I	 also	
include dates that local schools are out so that we can 
plan for events.
 Once you have your key dates, you’re ready to plan 
your	firing	schedule	and	deadlines.	We	know	how	our	kiln	
room	works	for	firing,	so	we	work	off	of 	our	tradional	firing	
times for deadlines. Let your customers know in advance 
what the last day is for custom work and start publicizing 
that date now, along with the last date for a guaranteed 
pickup before Christmas. We also post a last-minute date 
that we know we can work with when Dad forgets to paint 
his wife that Baby’s First Christmas ornament.
	 Once	dates	and	firing	schedules	are	in	line,	it’s	time	
to	work	on	your	staff.	This	is	the	spot	for	listing	your	sea-
sonal help hiring, guidelines, and tips for all employees, 
and	time-off	requests.	List	the	gifts	you	plan	to	give	staff	
for	those	hectic	moments	(coffee	gift	card,	free	lunch	day,	
holiday party). Do you have special shirts or aprons to 
wear?	Just	like	our	customers,	our	staff	likes	to	have	guid-
ance to assure for great success.
 The remainder of  my checklist is where I like to plan 
for what is needed to inform customers of  the holiday 
happenings. Is the website updated? Are holiday hours 
posted on all social media? Do I know how I want to pres-
ent	what	 is	happening	and	how	staff	can	relay	 it?	Look	
for trends in your studio and in your area. Look at your 
packaging and ask how you can step it up a notch. We 
considered candy cane tissue paper and added string for 
fired	ornaments.	Also,	don’t	forget	those	impulse	buys	at	
pickup. Do you need a plate stand for that awesome Cook-
ies for Santa plate? How about a bag of  hot cocoa for 
Mrs. Teacher’s Chrsitmas mug?
	 When	filling	out	 your	 checklist,	 be	 sure	 to	 ask	 last	
year’s	staff	if 	they	can	think	of 	anything	that	was	not	in	
place during the busy season that can be added to your 
list. If  you’re making your list and checking it twice, you’re 
bound to be on the nice list this year! e

HOLIDAY SEASON 
2021

MAKING A LIST AND CHECKING IT TWICE

FIRING DATES AND DEADLINES

STAFFING

CLASSES & CAMPSCUSTOM ORDERS/ CLAY ORDERS

MEDIA

TRENDS/PROMOTIONS THE EXTRAS...

KEY DATES THIS SEASON

1) Thanksgiving Nov 25
2) Black Friday Nov 26
3) Hanukkah  Monday, Nov 29
4) Schools out Dec 20 - Jan 2 
5) Christmas Eve - Friday
6) New Years Day Saturday

1)  For Thanksgiving paint by Nov 18
2)  For Hannukah  paint by Nov 23 
3)  Last Day for Custom orders Nov 27
4)  Last minute shopper date
5) Pottery to go by
6)

1)  Seasonal Staff hiring & training
2)  Seasonal Staff guidelines
3) Time off requests
4) Circe for working
5)  Special holiday attire
6)

1)  Check website for firing dates and holiday hours

2)  List posts for media
3)  Schedule newsletters
4)  Advertising - print or radio
5)  Voicemail schedule change -
closing/holiday hours
6)

1)  This year's designs
2)  Cut off dates for firing of items
3)  Copies made/reviewed of custom order sheet 

4)  Extra supplies needed for orders
5)
6)

1)  Clay impression date(s)
2)   Adult classes
3)  Children's holiday camp before
4)  Children's holiday camp after
5)  
6)

1)  Buy 3 get 1 free ornament dates
2)  Lights display for extra twists
3)  Gift certificate push date
4)  Extra card reader for gift cert. line
5)  Gifts for your VIPS - and who is one?
6)

1) bags, wrap, tissue paper
2) specialty boxes
3) string for ornaments
4) Impulse buys 
5)  
6)
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SOLUTIONS
What are some of  the solutions you can look at for your studio? These 
include repurposing what you have, looking at what the suppliers have 
and	ordering	accordingly,	and	being	flexible	to	have	what	you	need	for	
customers (even when other industries don’t have products, either). 

WHAT TO DO? INCREASE PRICES.
Are price hikes permanent? Possibly. As there is no foreseeable end 
of 	the	surcharges	from	the	shippers,	it	is	difficult	to	see	an	end	of 	
price increases. The expenses of  shipping are part of  our suppliers’ 
expenses, and this may not go down for them. Studio owners need to 
raise their prices to accommodate this. If  you look at an 8–10% price 
increase, you will likely cover the increase that you are seeing from your 
suppliers. 
 A typical situation could be the following: If  you have an item that 
you once bought for $3 and sold for $18 (a six-time multiplier), a 10% 
increase would bring that to $19.80. Round that up to $20 and your 
customer will not notice the increase, but you will cover the ship-
ping price adjustment. This may also help with any other increases in 
expenses you have seen in the last 18 months, including increases in 
minimum wage, utilities, and other day-to-day operational expenses. 

WHAT TO DO? DECREASE INVENTORY DIVERSITY.
Decreasing inventory is a way to increase your bottom line, because 
you have less capital invested in the products you have on your 
shelves. This means that you will be turning your inventory faster, and 
putting cash into your pockets faster. Do you reduce the number of  
SKUs you carry? You can look at the mix of  what you sell and have on 
your shelves and see ways to work with the mix you have. We will need 
to be creative in a creative industry. 
	 Consider	filling	your	shelves	with	displays	that	show	products	in	
different	ways—the	same	items	grouped	in	different	places	on	your	
shelves	will	help	show	customers	how	they	can	also	use	items	in	differ-
ent ways in their homes.

WHAT TO DO? CHANGE WHAT YOU OFFER.
If 	your	supplier	doesn’t	have	a	specific	product	you	have	always	car-
ried, what else is in that line? This might be a really good time to try 
items you’ve never carried before. We all get in a rut sometimes, and 
ordering the same thing each time can be easy, but look around at what 
else	you	can	sell.	Market	this	as	a	benefit	–	new	things	you’ve	never	
sold are now available. You may even discover some new bestsellers.
 Ultimately, we will have to adjust, but that’s exactly what we’ve 
been doing since March of  2020. We will likely have other challenges in 
the future, and we’ll be able to work with our suppliers and each other 
to withstand those as well. e

Right now, the supply chain is in an uproar. First, there is a shortage 
of 	empty	shipping	containers	for	suppliers	to	fill	up,	with	both	raw	
materials	and	finished	products.	This	is	because	there	is	a	shortage	of 	
drivers to move the empty containers back to the ports to go back to 
the countries that are manufacturing the goods, because the priority is 
on moving full containers, not empty ones.   
 While the demand for shipping goods is up, the supply to make this 
happen is down.
 This isn’t something that is happening just to us or our suppliers. 
This is literally happening to every single industry in some way or another. 
Things aren’t available, or if  they are we’re seeing price increases. If  
something is imported, getting it out of where it is manufactured is the 
first	challenge,	but	it	is	followed	by	so	many	more,	issues	like	these:	if 	it	
gets on a shipping container, does it make it across to a port, can it unload 
in a port, can it get on a train or truck, or is it sitting in a hub somewhere 
waiting on a driver? Every step of this is a logistics nightmare.
 Because suppliers are often unable to use their regular forecast 
models to project what they are receiving, we will also have to be 
flexible.	This	is	much	more	complicated	than	how	long	it	takes	for	UPS	
or FedEx to get the product from our suppliers to us (but the driver 
shortage is felt at every step).
 The process of  what is on that container is also a long-term proj-
ect. Items must be in production long before the container is loaded. 
The items coming now are the ones that were ordered six months ago 
(or more), and that was before this shipping shortage was a known 
factor.	This	is	a	domino	effect	that	is	ending	up	with	us	looking	at	sup-
pliers and wondering where some of  their products are.
 Additionally, suppliers are seeing increases in shipping costs, and 
those increases trickle-down. The increase shouldn’t stop with us—the 
end consumer bears part of  this burden.

Supply Chain and Your Studio
By Julia McNair, Do*It*Yourself  Crafts, Homewood, Alabama

TThere is lots of  talk about the supply chain, and how it is impacting business across the globe. It’s not a kiln part or a new way to deco-
rate pottery. The supply chain is the connected system that gets goods from the manufacturer to the end user. It is, of  course, much 
more complicated than a simple sentence and breaking it down involves multiple steps and logistical gymnastics.

STUDIO SPECIAL
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By The Pottery Patch, Valrico, Florida

SUPPLIES
 Bisque: Rimmed charger
 Pattern
 Tissue paper
 Pencil
 Sharpie
 Small and medium round brushes
 Liner brush
 Splatter brush

GLAZE COLORS
							Bright	Teal	Blue	 Red	 	 Coffee
	 Cream	 	 White	 	 Coffee	writer	bottle

To transfer the design to the pottery, place the tissue paper over 
the pattern and trace with a pencil. Position the tissue tracing on 
the bisque and retrace the design with a marker. (The marker 
will bleed through the tissue, transferring the design.)

Paint the vertical stripes on the mug, the mug handle, and 
the outside rim with 3 coats of  Bright Teal Blue. Paint the 
horizontal lines on the mug with 2 coats of  Bright Teal Blue.

Paint the marshmallows with 3 coats of  Cream.

Paint	the	hot	chocolate	with	3	coats	of 	Coffee.

Using a liner brush, paint “Hot Cocoa” with 2–3 coats of  
Red.

Using	a	Coffee	writer	bottle,	pain	“served	daily,”	the	“steam”	
lines, and add 2 rings along the outside rim, spaced slightly 
apart. Do not make these one solid circle; instead, break 
the lines and then use the back end of  a paintbrush to add 

Red dots.

Water	down	the	Coffee	color	slightly	and	outline	the	marsh-
mallow edges using a liner brush. With the same brush or a 
splatter	brush	dipped	 in	watered-down	Coffee,	splatter	 the	
background	by	tapping	brush	on	an	extended	finger.

Paint 1–2 coats of  White on the unpainted areas of  the mug 
between the painted stripes. Allow to dry.

Clear	glaze	and	fire	to	Cone	06.	e
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As a bonus we also provided a step-by-step tutorial showing how to 
build and glaze this tree votive, which you can view here: https://www.
youtube.com/watch?v=BLRAFK78mdY

MATERIALS
2	pounds	low-fire	clay	with	light	grog
Pin tool or toothpick
Pencil or plastic straw
Metal rib or plastic card 
Rolling pin

 Rulers
 Slip 

Slip brush
Glazes of  choice

Roll out 2 pounds of  clay to 1/4” thickness.

With a metal rib or plastic card , compress the clay lightly.

Use a blow dryer to dry the clay for it to be dry enough to 
easily shape. Alternatively, leave the clay out for 30–60 
minutes to achieve the same result.

Place both templates on the clay and trace using a pin tool 
or toothpick.
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AAs the holidays approach, introducing new and exciting projects can make the season that much more special for your studio and your 
customers.	At	The	Firestone,	we	modified	this	project	to	make	it	take-home	friendly	by	supplying	to-go	kits	with	clay,	slip,	brush,	toothpick,	
and templates for a large and small tree. Customers were informed that they would need a few of  their own supplies: rolling pin, pencil or 
plastic straw, drop cloth, and rulers that are roughly 1/4” in thick. A blow dryer is also recommended (but not essential) to dry the clay to 
a moisture level that is suitable for shaping.

Flip	the	clay	so	the	back	side	is	facing	up.	Use	your	fingers	
to smooth the edges of  the cutout.

Using a pin tool or toothpick, score along the straight sides 
of  the clay tree. Begin to fold the clay into a cone shape, 
until the two scored edges meet.

Apply slip with a brush to the scored areas. Beginning at 
the top, pinch the two edges together. Smooth the seam 
with	your	fingers.	

To make the holes, use either a pin tool or toothpick for 
small holes or a pencil or straw for large holes. Begin at the 
bottom and make the holes in any pattern. Get creative!

Repeat steps 5–8 for the second tree.

Glaze as desired.

When thoroughly dry, 
fire	to	cone	06.	e

By Gleidymar Rivera, 
The Firestone Art Studio + Café, 
Manchester, Connecticut

Clay 
Tree 
Votives
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https://www.youtube.com/watch?v=BLRAFK78mdY


When we write, three lines typically run through our letters. The base-
line is the line on which letters sit. The cap height line marks the tallest 
point of  each letter. The x-height line usually runs in the center of  the 
other two lines, indicating where things like the crossbars an E or F go, 
or where the loops of  a B meet. However, as artists, we can give our-
selves permission to raise that x-height line! By simply moving that line 
up close to the cap height, suddenly letters take on a whole new look. 
For free practice pages to help you master this whimsical style, head to 
https://www.amylattacreations.com/2018/02/hand-lettering-rae-dunn-
inspired-alphabet.html.

SUPPLIES
 Bisque: Round ornament
 Pencil
 Permanent markers in colors of  choice
 Mod Podge Glossy (or Glitter)
 Small paintbrush
 Ruler or other straight edge

Lightly pencil in guidelines and the words you plan to write.

To help center the words, begin with the center letter(s) 
first,	then	work	your	way	out	to	the	left	and	right.

Trace over the words with permanent markers.

Add embellishments. You can keep your ornament simple 
and sweet with just a written message, or add little doodles 
like holly or other seasonal details. If  you want to create a 
border, draw a few overlapping circles with some leaves or 

pine	branches	coming	off	of 	them	to	form	a	wreath.

When the marker is completely dry, erase any visible pencil 
lines.

Paint on a coat of  Mod Podge to seal the ornament. Add 
ribbon or twine and your ornament is ready to display! e
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Whimsical Print 
Take-Home Ornament

CCustomers will love creating personalized holiday ornaments with this fun take-home project that uses permanent markers and a whimsi-
cal lettering style that is an easy way to turn regular print into a playful font.

By Amy Latta, Amy Latta Creations

https://www.amylattacreations.com/2018/02/hand-lettering-rae-dunn-inspired-alphabet.html
https://www.amylattacreations.com/2018/02/hand-lettering-rae-dunn-inspired-alphabet.html
https://www.amylattacreations.com/2018/02/hand-lettering-rae-dunn-inspired-alphabet.html


With a small or medium round brush, paint the bird’s bodies 
and the large heart with 1–2 coats of  Bright Red. With a 
detail brush, paint the bird’s tails and legs Bright Red. 

Rinse the detail brush and paint the beaks, wings, belly 
lines, eyes, and head feathers with 1–2 coats of  Cinnamon. 
Also paint over the tails and legs with Cinnamon, and add a 

highlight to the heart.

Rinse the detail brush again and paint the ribbon holding 
the heart and the swirls around the border Dark Mocha. 
With a Q-tip, paint dots between the swirls, then add more 
dots with the back end of  a small brush.

Using a Black writer bottle, outline the ribbon and the bor-
der swirls and add smaller dots around the border.

With a Q-tip, make Black dots all around the outer rim. Allow 
to dry.

Clear	glaze	and	fire	to	Cone	06.	e

SUPPLIES
       Bisque: Rectangular Platter
 Pattern
 Tissue paper
 Pencil
 Sharpie or washable marker
 Ruler (optional)
 Assorted brushes
 Q-Tips

GLAZE COLORS
       Medium Cream Taupe  Light Bright Blue
 Dark Blue  Bright Red Cinnamon
 Dark Mocha  Black  Black writer bottle

To transfer the design to the pottery, place the tissue paper 
over the pattern and trace with a pencil. Position the tissue 
tracing on the bisque and retrace the design with a marker. 

(The marker will bleed through the tissue, transferring the design.)

With a pencil, lightly sketch a square around the birds, cre-
ating a border. For straighter line,s use a ruler or the edge 
of  a folded piece of  paper.

Using a medium round brush paint the border area just 
created with 1–2 coats of  Medium Cream and Taupe. For 
clean	edges,	paint	the	edge	first	with	the	Medium	Cream,	

then paint the rest of  the border, dipping the brush in the glazes after 
a few swishy strokes of  each color.

For the background around the birds, water down Light 
Bright Blue and Dark Blue by dipping the brush in water 
and mixing with the glaze until it reaches the consistency 

of  milk. Add the water slowly to ensure the color stays bright. With a 
large square or medium round brush, paint the area around the birds 
by tapping the surface with the tips of  the brush. Begin with the lighter 
blue,	filling	the	space	slowly	and	letting	the	paint	pool	naturally.	Allow	to	
dry for a few minutes before repeating with the darker blue.
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Winter 
Love 

Platter
By Lulu Villanueva, As You Wish
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When your customers have that same decision to make, how do you 
position your business to easily land at the top of  their list?
      It is called the Sweet Spot. And it’s transformative.
      You’ve hit the Sweet Spot when your business consistently aligns its 
branding, marketing, and merchandising.
      The Sweet Spot is an operating system that allows each to function in-
dependently	and	then	become	most	effective	and	powerful	when	they	work	
seamlessly together. Understanding the three fundamental elements—
branding, marketing, and merchandising—is just the beginning. How you 
implement them into your business so that they all play well together is 
critical.

PART ONE: BRANDING
Walter Landor, an acclaimed designer and a pioneer of  branding and 
consumer research techniques, once said, “Products are built in the 
factory, brands are created in the mind.” Simply put, your brand is your 
promise to your customer. It tells them what they can consistently ex-
pect	from	your	products	and	services,	and	it	should	(greatly)	differenti-
ate you from your competitors.
      As a creative retailer, you have the ability—more so than many tra-
ditional	retailers—to	visually	tell	your	business’s	story	and	the	benefits	
of being a part of your community. Be very purposeful with how you craft 
your	brand,	taking	into	account	your	creative	offerings,	your	environment,	
your	unique	attributes	(for	starters,	the	many	benefits	of	creating!),	and	
even the joy after the sale. All of  these experiences and feelings shape 
how customers remember your business, engage, and buy.
      That puts you in the perfect position to stand out in an overwhelmingly 
noisy world.
 TASK: Branding is your store’s identity in your customer’s mind. 
Ask your customers how they would describe your business to a friend. 
What would you love to hear, what would surprise (or disappoint) you? 
What words do YOU want your customers to use?

PART TWO: MARKETING
Marketing is a HUGE word. Do you feel like most of  your to-do list falls 
under marketing? Everything I do must be done to get people in my 
store and creating and buying!
      Some common marketing channels are your website, email up-
dates, blog posts, social media posts, live videos, recorded videos, paid 
advertising, signage in, out and around your store, loyalty programs, 
cross	promotions,	signage	on	your	car,	events,	giveaways,	fliers,	and	
business cards.

The Sweet Spot: Branding, Marketing, 
and Merchandising for Creative Retailers
By Hillary Moulliet, The Creative Retailer

You have a couple of hours all to yourself. Or maybe it’s a rainy afternoon and the kids are bored. Where can you go? What can you do? You 
quickly scroll through ideas in your head, picturing stores, shopping, entertainment. You take a moment to consider your options until you 
land on the perfect activity. “Ah-ha, I know what to do!”

BUSINESS SENSE

      In the broad sense, marketing is all of  the above, done with the 
intent to educate, entertain, and entice your audience to reach the 
buying stage. In a narrower sense, your messages are crafted and de-
liberate, featuring the how, where, when, and why you do what you do. 
Keeping your customers consistently engaged and updated will lead to 
return visits, the cash register ringing, and a steadily growing fan base.
      For the small retail store owner, engagement is critical. Engaging 
your audience means building strong, two-way communication. People 
visit your business and buy from you because, well, you’re you! You 
may be marketing similar products, classes, and experiences as a 
competitor (using the same channels) but your people are buying the 
“you”	part.	And	when	you’re	at	that	level,	your	customers	are	fiercely	
loyal.
      Do you sell online classes? Create-at-home kits? Supplies? Suc-
cessful	online	sales	require	a	slightly	different	set	of 	marketing	skills,	
but don’t be intimidated. The opportunities are massive. All things 
being	equal,	the	playing	field	is	more	level	than	you	may	think	when	it	
comes to competing online with the big retailers. 
 TASK: Which	marketing	effort	has	yielded	the	greatest	percentage	
of 	your	sales?	Which	marketing	efforts	have	very	little	return	on	invest-
ment (time and/or expense)? Do you plan posts and emails ahead of  
time or just put information out everywhere, with hopes of  catching 
someone’s attention? How do you evaluate new marketing channels?

PART THREE: MERCHANDISING
Merchandising is how you present and sell merchandise in your store. 
This	includes	store	layout,	traffic	patterns,	product	organization	and	
placement, lighting, color, sight lines, height, depth, and accessibility. 
Successful merchandising includes integrating all of  your customer’s 
senses. There are numerous studies and recommendations with best 
practices for moving people through a store, properly lighting mer-
chandise, highlighting buying triggers, and ideal product placement.
      Design your space not only to entice and encourage purchases 
but, more importantly, for comfort and inspiration. Our creative spaces 
are unique in that, unlike a traditional retailer, we often have tables and 
seating and areas where we gather and create and spread out. Use 
these	specialty	areas	to	your	benefit!	They	are	an	integral	part	of 	your	
business and an area where your customers are highly engaged. Do 
not underestimate the selling power of  a workspace.

TASK: Visit a favorite retailer in person. I enjoy wandering in Pottery 
Barn, Anthropologie, Bath & Body, Sur la Table, and a handful of  local 



gift stores. Step in and then stop. What do you see? How do you feel? 
Take note of  all of  your senses. Where do you want to go first? Jot 
down a few quick thoughts about that first impression. Keep in mind 
subtleties: cohesiveness (how are the sight lines? Does everything flow 
and fit together visually? Are there visual barriers?); ease of  movement 
(are you unknowingly led around the store by the way its laid out?). 
What do you notice about the merchandising? Do you see clutter, or 
well-organized shelves, walls, and floor space? Were you greeted? 
What can you do this week—without maxing out your credit card and 
redoing your entire space—to rethink your customer’s journey to buy-
ing. Also look at your creative table space. How can you better use the 
space to sell?

THE SWEET SPOT: BRINGING IT ALL TOGETHER
A recent post on Twitter by George Mack (@george_mack) shares 
what Steve Jobs and Mike Markkula wrote in 1977 about Apple’s 
Marketing Philosophy:
	 e Empathy: We will truly understand their needs better than any 
other company.
	 e Focus: In order to do a good job of  the things we decide to do, 
we must eliminate all the unimportant opportunities.
	 e Impute: People DO judge a book by its cover. We may have 
the best product, the highest quality, the most useful software, and so 
on, if  we present them in a slipshod manner, they will be perceived as 
slipshod; if  we present them in a creative, professional manner, we will 
impute the desired quality.
   A blog post by Gapingvoid Culture Design Group followed up that 
Tweet with three points on why they (and everybody else and their 
dog) like it so much. And the proof  of  the pudding is in the eating. This 
ethos is still going strong, four decades later.

 1. It’s short, simple, and clear. No marketing buzzwords; it’s 
all plain English.
 2. Its goals are easy to understand, and easy to relate to 
on an emotional level. They’re strong, human values, not values 
around metrics, shareholder value, and other impersonal bean-counter 
abstractions.
 3. It’s enduring. The interesting thing is, the document is nearly 
a half-century old, and yet we still see Apple strongly adhering to these 
values, with hardly any deviation whatsoever.

Though Apple is a behemoth, their alignment between marketing, 
product, and culture is an unbeatable operating strategy. And that 
alignment should be yours, too.

GET STARTED
Creating your own journey into the Sweet Spot will be time spent align-
ing and organizing—and sticking to!—your branding, marketing, and 
merchandising strategies.
      The powerful combination of  creating the Sweet Spot is not a set-
it-and-forget-it checklist. Nurture, fine-tune, and stay on course. By 
making it all about consistently reinforcing the Sweet Spot, it won’t be 
long before the work you do will be easier, effective, and powerful.
      Jot down your thoughts down from the three “task” prompts. Start 
to think more about the Sweet Spot in your business and how creating 
a consistent, well-thought-out, and purposeful operating system will 
benefit YOU.
      This will be transformative. e

https://twitter.com/george__mack/status/1419372734648360964
https://www.gapingvoid.com










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

We help you make great things!

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

Continuous Duty Motors

Large 1 Piece Splash Pan

Heavy Duty Construction

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

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

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

Smooth as Silk

...for you to try a Skutt Wheel

Built in Splash Pan

Removable Splash Pan

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

Visit us at skutt.com for more information

www.skutt.com


www.colorobbia.it
www.facebook.com/ColorobbiaArt
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www.colorobbiaart.it
www.facebook.com/ColorobbiaArt
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They’re cute!

#4226 Gnome Mug 4.25” h x 5.25” w 20 oz (right & left)
#5368 Snowman Head Light - Up 8.25” h x 6.25” w x 5” d (middle)

Where creativity comes to life.gare.com
888-289-4273

questions@gare.com

mailto:questions@gare.com
www.gare.com
https://www.facebook.com/GareInc/
https://www.instagram.com/gareinc/
https://www.youtube.com/user/GareInc


Our Not So BIGGY Line!
 
Just like Goldilocks And The Three Bears, when you 
need something that's "not too big" and "not too small", you 
need a Not So Biggy. Not So Biggys are the perfect size - sized 
between our standard size figures (approx. 5.5") and Biggys 
(approx.10"H) they are (approx.10"H) they are just right at around 7"H. This new line will 
not only add an additional price point for your studio, but it will also 
add a whole bunch-o-fun! These four Not So Biggys are available today!

Note: Our Not So Biggy line are not banks like our BIGGYS.

2”H 4.25”H 5”H 6.5”H 8”H 9.5”H

BIGGY
Not too big... not too small... just right.

gare.com
888-289-4273

questions@gare.com

mailto:questions@gare.com
https://www.facebook.com/GareInc/
www.gare.com
https://www.instagram.com/gareinc/
https://www.youtube.com/user/GareInc


A: 5374 Holiday Village Church Lantern 11"H x 6.25"L x 4.5"W • B: 5387 Laying Reindeer 6.25"L x 9"H
C: 5386 Sleigh With Tree Light Up 9"L x 7"H • D: 5372 Christmas Tree Gnome Lantern 8"H x 5"W

E: 5371 Classic Nativity Set Joseph 6.5"H x 2.75"W Mary 4"H x 2.75"W Jesus 2.25"L x 1.75"W
F: 5385 Snowman Light Up 8"H x 7.5"W  

A.

B.
C.

D. E.

F.

https://www.facebook.com/GareInc/
www.gare.com
https://www.instagram.com/gareinc/
https://www.youtube.com/user/GareInc


www.bisqueimports.com


MaycoColors.com

Trendy faceted shapes & terrific techniques - now in mini-size!

MB-1564
Koala Facet-ini

MB-1563
Owl Facet-ini

MB-1565
Bunny Facet-ini

MB-1566
Fawn Facet-ini

FACET-INIS!
NEW

Get inspired, and see all the ways 
we’ve decorated our Facet-inis! 

FACET-INI PROJECTS

https://maycocolors.com
https://www.facebook.com/maycopyop/
https://www.pinterest.com/maycocolors/_created/
https://www.youtube.com/user/maycocolors
https://www.instagram.com/maycopyop/
https://www.maycocolors.com/projects/?_search=facet-ini


MaycoColors.com

Looking to turn up the heat in your studio? With our 
Stoneware Camp on Demand, advanced technique 
videos, and a comprehensive website full of inspiring 
glaze combinations, techniques, and designs, we 
have everything you need to implement a Stoneware 
program in your studio. Visit MaycoColors.com for 
inspiration and to find your nearest Mayco distributor.

ENDLESS 
TECHNIQUES

Follow along with our video to 
learn how to make your very own! 

PROJECT VIDEO

https://maycocolors.com
https://www.facebook.com/maycopyop/
https://www.pinterest.com/maycocolors/_created/
https://www.youtube.com/user/maycocolors
https://www.instagram.com/maycopyop/
https://youtu.be/Mbqi0OTMvsQ


MaycoColors.comFind this project and more online at

SPECKTA-CLEAR & T WINE GNOME

INSTRUCTIONS 
• Begin with properly fired shelf cone 04 Bisque. 

Moisten a clean sponge and wipe bisque to remove 
any dust.

• Using the Soft Fan with SC-98 Slime Time, apply 
three coats to the outside and inside of the hat.

• Using the Soft Fan with SG-704 Peppermint, apply 
one coat to the outside of the hat.

• Cut the eyelash yarn into 4-5” pieces.

• Using the Script Liner and Soft Fan, apply two coats 
of  SC-73 Candy Apple Red to the jacket.

• While the second coat of Candy Apple Red is still 
wet, press the eyelash yarn into the glaze with your 
fingers, a sponge-on-a-stick, or the Soft Fan. Once 
the glaze is dry to the touch, apply one coat of SC-73 
Candy Apple Red over the yarn using the Soft Fan. 
This will keep the yarn from pulling up.

• Using the Soft Fan, apply two coats of SC-87 Ruby 
Slippers over the jacket. Before the final coat is 
completely dry, lift the eyelash yarn off the piece.

• Using the Script Liner, apply three coats of SC-16 
Cotton Tail to the beard.

• Squeeze around 1 TBS of SC-15 Tuxedo onto the 
palette. Thin with water. Using the Soft Fan, float over 
the beard.

• Using the Script Liner, apply three coats of SC-20 
Cashew Later to the nose. Highlight with SC-2 
Melon-Choly.

• Using the Script Liner, apply three coats of SC-98 
Slime Time to the gloves.

• Using the Soft Fan, apply three coats of SC-73 Candy 
Apple Red to the inside of the bottom of the jar.

• Fire to cone 06.

SUPPLIES
Form
• MB-1544 Gnome Jar

Color     

Decorating Accessories
• RB-144 #4 Soft Fan
• RB-110 #10/0 Liner
• RB-106 #6 Script Liner

Miscellaneous Accessories

• SC-2 Melon-Choly 
• SC-15 Tuxedo 
• SC-16 Cotton Tail 
• SC-20 Cashew Later 
• SC-73 Candy Apple 

Red 

• SC-87 Ruby Slippers 
• SC-98 Slime Time 
• SG-704 Peppermint 

Speckta-Clear

• Sponge
• Palette
• Water

• Eyelash Yarn
• Sponge-on-a-Stick
• Scissors

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


MaycoColors.comFind this project and more online at

SPECKLED MOUNTAIN MUG

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

• Draw wavy lines on the bottom of the mug with a pencil to represent a mountain range.

• Brush the top section with three coats of SP-237 Speckled Ivory Tower, including the inside of the 
mug, using the Soft Fan.

• Brush three coats of SP-209 Speckled Jaded to the next mountain range, and three coats of SP-211 
Speckled Teal Next Time to the last, using the Script Liner.

• Fire to cone 05/06.

Note: Speckled Stroke & Coat® glazes do not move or blend when used with other glazes. You can apply 
side-by-side or layer without losing the integrity of the design. Happy glazing! 

SUPPLIES
Form
• MB-113 12 oz. Mug

Color     
• SP-237 Speckled Ivory Tower
• SP-209 Speckled Jaded
• SP-210 Speckled Teal Next Time

Decorating Accessories
• RB-144 #4 Soft Fan
• RB-106 #6 Script Liner

Miscellaneous Accessories
• Sponge
• Pencil
• Water

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


www.chesapeakeceramics.com
https://www.facebook.com/chesapeakeceramics/
https://www.pinterest.com/chesceramics/
https://www.instagram.com/chesceramics/?hl=en


www.chesapeakeceramics.com
https://www.facebook.com/chesapeakeceramics/
https://www.pinterest.com/chesceramics/


www.chesapeakeceramics.com
https://www.facebook.com/chesapeakeceramics/
https://www.pinterest.com/chesceramics/


Social Artworking® is the perfect way to enjoy a night out (or in) with friends and family.

Paint, Designs, Canvas & Supplies
All Available Exclusively From Chesapeake Ceramics

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



