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Dear Members,

 What a great time we had in Phoenix! From the business classes to technique classes to the 
fabulous auction benefiting Vera Bradley...it was all good! If you were unable to attend this year, be 
sure to start saving for next year’s convention in Kansas. It’s sure to be a winner, too. You’ll meet 
your friends or meet new ones, meet your suppliers and learn so much to help your business. 

 The holiday season is upon us and here’s wishing you all a profitable season! Families can 
gather in our studios for quality time together as they make personalized gifts for others. 
There is love added with every stroke of the brush. Who else can do that? 

 And as we approach the holiday season, I want to encourage everyone to support our 
CCSA supplier members. They are a huge part of making our conventions and our 
organization a success. Thank you suppliers!!!

 Sincerely,

 Sandi Kirkwood
 President
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Congratulations to 
our 2008 President’s 
Award winner, 
Margie Terrana!
Our organization is made 
up of many volunteers 
and Margie is one of those 
great members who we 
can always count on to help.  
She has been active in sev-
eral committees and is always 
there to answer our many 
technical computer questions 
on chat. Thanks Margie!
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Dear CCSA Members,

 We hope that you enjoy this Holiday edition of the CCSA Today Magazine.  As you can see, 
we’ve focused this issue on Holiday Techniques and ways to spruce up and improve your studio.  

 Now that we’re back from Convention, we have a long list of new benefits to release that 
will help you be more successful in the coming months.  Most of these benefits are available to
 you free as part of your member package! 

 The Glass Fusing DVD set is now for sale to members. We had great response at 
convention to our new glass DVD set! For those of you who weren’t at convention, 
you can still purchase the DVD. For those of you who have purchased it, let us know how 
you liked it. See the order form and more information on page 46.

CCSA MeMber WinDoW ClinGS:
 You probably noticed that your new window cling was damaged in the last magazine. 
We apologize for that and have included a new one in the envelope in this magazine.

MArketinG on A ShoeStrinG buDGet:
 305 Ideas for PYOP Studio Owners. Researched by a studio owner, professionally edited, 
and designed for YOU!  You’ll find new ideas that will help you to market your business and be 
more successful! 27 pages that each include a notes section so you can track your progress and con-
tinue to plan. This is a FREE Benefit for you as a CCSA Member.  You’ll find it under Marketing
 and Event Kits on the CCSA website.

neW ProFeSSionAlly DeSiGneD AnD PrinteD teChniCAl PoSterS:
 Check out this issue for our FIVE new posters and signs, designed and printed for you to 
use in your studio.  This is just another way the CCSA is providing useful benefits at 
no additional cost to you! 

 We hope that the above benefits and updates will be useful to you in your studio.  
Our goal is to help you become more successful in your business and to achieve your goals! 

 Speaking of goals, the CCSA Board of Directors has just met to work on 
Strategic Planning for our industry and for the CCSA.  More on the results of that 
meeting next issue.

 We hope you have a prosperous Holiday Season!

 Sincerely, 

 Angie Verburg 
 CCSA CEO 
 Your Partner in Success
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benefit update
By Angie Verburg, CCSA CEO

 From time to time we receive questions from our members 
about why the CCSA offers some programs for free while others 
such as Marketing Materials, Convention and Certification cost 
money to participate in.  The simple answer is that we cannot 
afford to offer as many programs as we do without the self sup-
porting programs.  Your dues do pay for some of your benefits and 
for our administrative costs, but many of the benefits are paid for 
by the other money making programs we offer.  
 As you know from our Annual Report, in 2007, the CCSA Studio 
Member Dues Income was $171,000.  In contrast the Member Benefits 
and Advertising Costs were $269,000 and the Administrative Costs like 
salaries, insurance, travel and equipment were $181,000.  CCSA admin-
istrative costs are well below other associations our size because we 
work with a small staff and out of a virtual office (no rent, etc.).
 If the CCSA were to rely only on our income from studio 
member dues, we would have lost $279,000 last year alone!  So, 
like other trade associations, we rely on other non dues programs 
such as Convention, Magazine advertising and Marketing Materials 
to help pay for your benefits.

 Free beneFitS thiS yeAr (no ADDitionAl 
CoSt to you:)
 3  The improvement and running of the CCSA website
 3  CCSA Ceramic Chatter

 3  Quarterly CCSA Today Magazine
 3  Clipart and Stock Photos, Print Ads and Flyer Templates
 3  Advertise our members and consumer site on Google 
   and other Search Engines to bring over 200,000 new 
   customers each year to our members, 
 3  Studio Technical Guide 
 3  Technical Posters and Signs for your studio
 3  CCSA Member Cling
 3  Marketing on a Shoestring Budget Event package
 3  Merchandising Contest and Exchanges
 3  Technique Ideas and thousands of Gallery Photos
 3  Coming Soon - Pricing and Promotions package and 
   Marketing for New Studios

SelF SuPPortinG beneFitS thiS yeAr:
 The CCSA programs that are self supporting (meaning your 
dues do not pay for these) include Convention, Certification, 
DVDs, Marketing Materials and the CCSA today Magazine. 
Since we are a non profit trade association, ALL additional income 
from these programs goes back into the Member Benefits pro-
grams like the FREE ones above.
 Please let me know if you have additional questions on which 
programs are FREE and which ones are Self Supporting.  1-888-
291-2272 extension 6 or angiev@ccsaonline.com. 

What’s for FREE?

Meet Our 
New CCSA 
Board 
2008/2009! 

From Left: Sandi Kirkwood, Chinook Graham, 
Denise Oliver, Richard Morse, Wendy Pettys, 
Julya Myers, Julia McNair.
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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.

 If you missed the Convention this year (or just missed my business 
class), you missed out on valuable trend directions coupled with applica-
tions for your studio.  Here is the 90-minute session in two pages...

trend•spot•ter / trend spotter/ n.
 A person, magazine, company, etc. that spots, creates, espous-
es, or popularizes a trend or trends, as in fashions or ideas.
 There are many ways to track trends.  This year, we started 
with the macro trends, those broad forces of change that strongly 
influence people, the environment, the economy, and society.  Macro 
trends shape our lifestyle, manifest differently in each demographic 
group, and influence trends in product, color, and design.  Based 

on the collective trend in-
formation, Duncan En-
terprises has focused 
on six macro trends 

in 2008 - demo-
graphics, econom-
ics, environment, 

government, society, 
and technology.  These macro trends 
sprouted hundreds of consumer 
trends...We’ve narrowed in on the 
following twelve:

GlobAl (“Green”) 
AWAreneSS
 Driven by the macro trends 
of government, environment and 
technology, this consumer trend 
is furthered by consumers who 
are open to expressing their 
opinions.  MySpace, Facebook, 
blogs, and personal websites have 
allowed consumers to have un-
limited social networking oppor-
tunities to discuss topics like fair 
trade, organics, peace, recycling, 

and politics.
 The use of “green” should 
be hesitantly used.  A counter-trend 

is the skepticism that “green” is being 
used as a marketing ploy.  There is a 

growing insistence that to be “green,” all aspects of a business 
must employ green practices and all vendors whom the business 
works with must also be green.  

Celebrity WAtChinG
 Society - lifestyles, values, religion, leisure, culture, education, 
public health, and relationships - has driven the celebrity-watch-
ing trend.  Influenced by the media, celebrity endorsements add 
value to a product and drive consumer spending.  Consumers feel 
a connection to celebrities, and many yearn to live their lifestyle.  
The pop star phenomenon of Hannah Montana, Jonas Brothers, 
and High School Musical reminds me of the days of New Kids on 
the Block (who are making a comeback!) with intensely-excited 
girls buying into everything with these stars’ names on it.
 The anti-trend includes those that are “sick of Paris Hilton” 
and other celebrities that are “famous for nothing.” These “lag-
gers” do not care about being trendy and bypass the gossip maga-
zines in the grocery aisle.

heAlth & WellneSS
 One of the most important trends for your studio to pay 
attention to is health and wellness.  The trend towards pamper-
ing oneself comes from the need to de-stress.  There are many 
research studies that have concluded that expressing creativity 
has many health benefits.  The spa industry is experiencing rapid 
growth, even in economic uncertainty.  The question is: will your 
consumer be willing to pay more for wellness?
 And yet there are those who don’t really care about making 
healthy lifestyle choices...they just want to eat a $6 burger and feel 
no guilt over the calories.  They don’t want to be told how to eat, 
how to live, or how to unwind.  The organic lifestyle is a joke to 
this consumer.

the AGinG bAby booMer
 Baby boomers are 44-62 years old now, and they still have a 
large disposable income.  They have no qualms spending money on 
their homes, vacations, and grandchildren.  They yearn for leisure 
time activities that integrate into their values, religion, culture, 
education, health, and relationships.
 Actress Goldie Hawn has proclaimed her non-allegiance to 
the baby boomer trend by calling herself “glamma” instead of 
“grandma.”  Those consumers like Goldie feel that they are too 
young to be old!

teChnoloGy
 Technology is both a macro trend and a micro trend, driven 
by innovation and the redefinition of human behavior and vari-

Instead of jumping on the “green” marketing band-
wagon, promote your studio to consumers as an 
opportunity to express their own social opinions.



ous industries.  Consumers are driven by the need to embrace 
constant change, improvement, and innovation.  The Internet feeds 
this need through sites like MySpace, Facebook, Blogger, and You-
Tube.  Technology has linked the past with the present, but there 
is a fear that the Internet will replace the written word.
 There is a counter-trend that is alive and well...and many con-
sumers embrace both technology and anti-technology.  The need 
to unplug, a fear of technology, and privacy concerns are on con-
sumers’ minds and conflict with their need for technology.  Many 
consumers are countering their technology-driven lives with a fo-
cus on handmade and hands-on activities.

SinGle FAMily inCoMe - by DeSiGn
 Work patterns, business processes, and a societal shift have 
caused some women to abandon the traditional family format.  
College-age women are staying home to have babies instead of 
entering the workforce.  The non-traditional single parent family 
is becoming the tradition.  Celebrity moms, like Nicole Richie, An-
gelina Jolie, and Halle Berry have certainly promoted the idea that 
a woman can have a baby at any age and under any relationship 
status.

“CAuSe” MArketinG
 Global and personal responsibility continues to drive con-
sumers’ need to support a cause.  Some of the most popular 
causes are breast cancer, Lance Armstrong’s “Live Strong,” Darfur 
activism, and the most general - saving the world.  Consumers are 
willing to express their personal affiliations to the masses - there 
is no longer a fear of being blackballed for expressing an opinion.  
The 2008 presidential election is proving that everyone has an 
opinion and wants to share it. 
 There is an anti-trend of apathy because some consumers 
have begun to feel overwhelmed by the pressure to contribute to 
the latest cause.  It will be interesting to see the effect that celeb-
rity endorsements of these causes has on consumers - they may 
start to feel it is overkill.

the eConoMiC FACtor
 You’re probably fully aware of the factors that have influenced 
the current economic status, but you may not be aware of all the 
ways that consumers are turning our state of affairs into trends.  
Recycling, simplicity, handmade, refashion - these are key words 
that your consumer has first-hand knowledge of.  Thrift stores 
have seen an increase in traffic - for some, it’s a means to afford 
clothing, but for others, it’s a way to inexpensively buy fabric and 
participate in the refashion movement (making old things new).  
Many consumers believe that making things is less expensive than 
buying things.  Refashioning and recycling are also good for the 
environment as well as the pocketbook.

tiMe PoVerty
 The world suffers from time poverty - there simply are not 
enough hours in the day to do everything.  As an example, here 
is a typical day for me...  My alarm startles me awake at 7am and 
at 7:01 the emails starting buzzing in.  I begin reading emails while 
brushing my teeth and giving my dog a bit of attention.  I rush out 
the door at 7:45 and talk to my fiancé on the phone during my 15-
minute drive to work.  I focus on work for the next eight hours, 
running from emails to meetings to project brainstorms.  At 5pm,

Continued page 11

 Today   Winter 2008 7



8  Winter 2008   Today

on ThE Road
By Angie Verburg, CCSA CEO

SAn luiS obiSPo At A GlAnCe
 Simply called “SLO” or “San Luis” by locals, this city is the cultural 
and commercial hub of California’s scenic Central Coast.  Though 
the census currently reports roughly 45,000 residents, this two-col-
lege town has a much larger, more substantive feel.  Rolling hillsides, 
breathtaking ocean views, and spectacular beaches are all part of the 
scenic landscape making up the most diverse region in the state. 
 A popular stop halfway between San Francisco and Los An-
geles, San Luis Obispo has endless acres of picturesque vineyards 
located only minutes from downtown that support a thriving wine 
industry.  Natives celebrate seasonal harvests with world-class 
wines and innovative, cosmopolitan-inspired cuisine.  
 Since Greg and I enjoy wine tasting, we try to visit the Central 
Coast at least twice a year.  During a recent visit, I had the op-
portunity to speak with Monica and Chris Detrick, owners of Red 
Hot Pottery.

hoW DiD you Get StArteD in A PyoP StuDio?
 Good question.  I was looking into starting my own kids’ taxi 
service.  While studying the business, I found that the local PYOP 
studio here was for sale.  I mentioned it to Monica, and her eyes 
lit up.  So I called the broker to learn more.  We had painted at 

these before in another city (Modesto) where we lived before, and 
Monica had been to Petroglyphs a few times years before with her 
friends, so we knew what they were all about.  After my meeting 
with the broker, we made a crazy offer.  The next thing we knew, 
we were PYOP owners.  Best thing we have ever done!
 
DurinG your PlAnninG StAGe, WhAt reSourC-
eS DiD you FinD MoSt VAluAble?
 Unfortunately, we didn’t really have any planning stages.  But 
it would have helped, and I do recommend it.  From the time we 
learned about the studio being for sale to the time we took over, it 
was under 6 weeks.  We purchased the studio on December 29th 
but took over the operations on November 14th.  At that time, 
we did not know anything about running a business or how to 
run a PYOP studio.  The previous owner had moved out of town 
several months earlier and was not willing to give us much help.  
The college students working here were our only resource, and 
they all wanted raises and time off throughout December.  
 However, once the craziness of Christmas was over, we made 
a lot of changes.  I did all the work myself over a two-week period, 
working 20 hours a day.  The changes were all my and Monica’s 
ideas, so the resources were minimal.  Our number one resource 

S a n  L u i S  O b i S p O ,  C a

Red 
Hot
PotteRy
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was our customers.  We asked every one of them what they would 
like to see different.  We took out the carpet, added a bathroom, 
and painted the walls from a dark wine color to bright yellow and 
red.  We added two sinks to wash hands in, including one little sink 
for small kids.  We also changed things around so there was more 
room, added a few chairs for the busy days, and added a few more 
lights.  Our biggest change was training the employees in what we 
do and how to treat the customers.
 
Do you uSe Any oF your CCSA beneFitS?  iF So, 
WhiCh oneS AnD hoW Do you uSe theM? 

 YES, I use the website all the time for ideas.  We have 
been to several of the Conventions and love them.  We 

have learned so much at the Conventions from the 
classes and new vendors and meeting the people 

we talk to all the time when ordering.  Meeting 
other studio owners has been a huge help 

and has given us a lot of good ideas 
like as our annual “paint with Santa” 

day.  I have modified the em-
ployee training manual to fit 

our studio; this saved me 
a lot of time and forced 

me to think of things 
I hadn’t thought of 
before.  You will find 
several of the clip 
art images from the 

CCSA website on 
our website and forms.  

I love the articles that are 
posted on your website as well.  

There is no doubt in my mind that the an-
nual CCSA fee pays for itself every year.  Monica uses the tech-

niques part of the website all the time for new ideas to use for 
samples and for customers who want to do something different.
 
WhAt Are you MoSt ProuD oF in your StuDio 
or About your StuDio?
 This is a tall order; I believe our growth is because Monica is 
just so much fun to be around that she attracts customers.  When 
we purchased the studio, it was literally one week from closing 
down.  The customers told us the studio was too unfriendly.  By 
making the studio open and bright, adding the bathroom and sinks, 
and stocking the refrigerator with drinks, we have made it much 
easier for people to enjoy themselves.  And again, “customer ser-
vice” is our number one goal.  We have empowered the employ-
ees to make decisions that benefit the customers, although once 
in awhile, we have to reel them back in.  Overall, by us doing ev-
erything, we can to keep our employees happy; they, in turn, keep 
our customers happy.  Three years later, we still have customers 
coming in and thanking us for buying the business.  They love our 
employees and the changes we have made.  Our growth has gone 
from almost bankrupt (prior to us buying it) to having an all-time 
record year in 2008.  This includes all previous years before we 
purchased the studio.
 
WhAt iS your biGGeSt ChAllenGe in runninG 
A StuDio DAy to DAy? 
 Learning about new products and ideas and making sure ev-
ery customer is treated as if they were the only ones in the studio.  
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We have great employees who take the initiative to do what needs 
to be done so the day-to-day stuff gets done.  Our biggest chal-
lenge has been keeping things as clean as possible and finding new 
products for people.
 
hoW Do you MArket your StuDio?  WhAt iS 
your MoSt SuCCeSSFul MArketinG tool? 
 We have tried it all--TV, radio, newspaper ads, etc.  We have 
spent thousands in marketing and found 
our best promotions have been very sim-
ple--a nice sign on the building and our car 
and our website (www.redhotpottery.com).  
We send out a monthly newsletter, and our 
website has done wonders for us (espe-
cially here in a college town).  The number 
one change we have made in our market-
ing is that we really don’t promote painting 
pottery.  Our product is fun and relaxation.  
We are in the entertainment industry.  We 
promote the fun in spending time with your 
friends and family.  We have trademarked 
our tag line of “The place where fun and 
relaxation collide” (r) and use it on every-
thing.  We also have a frequent guest pro-
gram much like the coffee shops.  You get a 
card and a punch for every $10 you spend.  
When you get 12 punches, your next item is 50% off. 
 
WhAt ADViCe CAn you GiVe About MAnAGinG 
eMPloyeeS? 
 Remember as an owner that your customer is your employ-
ees.  Treat them well and let them make tough decisions when you 
are not around without worrying about losing their jobs.  Mistakes 
will happen, but you can talk about these later.  If they saved a cus-
tomer, it was probably worth it.  Employees want to feel like they 
had something to do with the success of the studio.  Keep them 
involved and listen to what they say.  At the same time, make sure 

you have procedures in place so every day is a good day, even if 
they are having a bad day.  By treating your customers (your em-
ployees) well, they will enjoy their job and a bad day won’t show to 
their customers who are walking in to have fun with their friends 
and family.  Remember, it’s all about the service our customers 
receive that keeps them happy and coming back with a smile.  I like 
it when my employees keep coming back with a smile too.
 

WhAt DiD you leArn At the 
2008 ConVention thAt you’re 
PlAnninG on iMPleMentinG 
in the next 12 MonthS? 
 This is an endless question.  Talking 
with other studio owners from all over the 
country and Europe, we learned about many 
new ideas on parties and techniques.  One 
such idea is a book reading for small kids.  
We would read a short story and then the 
kids get to paint something that goes with 
the story they just read.  Monica learned 
several new painting techniques, such as 
adding talcum powder to make puffy paint, 
and some new shading and crackle paint.  I 
took the business classes and learned some 
marketing ideas, such as sending out per-
sonal thank you cards in the mail.  I learned 

about a new POS system I am very interested in now that will help 
us to expand into another studio in the near future.  On top of all 
this, we have a few more friends in the same industry we can call 
and talk with any time.
 
WhAt Are your thouGhtS For the Future oF 
the PyoP inDuStry?
 I would like to think the future is bright.  As long as people 
want to find something to do that is fun and relaxing, PYOP will 
be alive.  Entertainment is a huge industry, and we are a part of 
it.  Even when times are bad, people want something to do that 

allows them to get away from the craziness of the 
world and have fun.
 
iF you Were GrAnteD “one” buSi-
neSS WiSh, WhAt WoulD it be? 
 To expand into 6 studios so we can take the fun 
we provide our customers to more people.
 
iF you CoulD Do it All oVer AGAin, 
WoulD you?  AnD iF So, WhAt WoulD 
you Do DiFFerent? 
 YES, YES, YES!  The only thing I would do differ-
ent is to try and plan a little better up front.  Flying 
by the seat of your pants is fun but not always the 
best business sense.  I would set up an accountant 
and bookkeeper to help sooner in the process rath-
er than waiting a few years.

To learn more about Monica and Chris and Red Hot 
Pottery, visit their website at www.redhotpottery.com.   
Monice and Chris invite you to “Call or email us any 
time.  I love talking about our business and would be 
happy to answer any questions you have.” 

Monica Detrick of Red Hot Pottery.

The number one change 
we have made in our 
marketing is that we 
really don’t promote 

painting pottery.  
Our product is fun and 

relaxation.  We are in the 
entertainment industry.  
We promote the fun in 

spending time with your 
friends and family.



Trend Flash
From page 7 

I race home (I call my parents during this 15-minute drive) to grab 
a quick meal, feed and pet the dog, and collect my school books 
so that I can be in class by 6pm.  At 9pm, I make it home to read 
personal emails, do some homework, and possibly watch the end 
of a TV show.  I say this not to complain - I love my life and love 
to feel busy - but I am a victim of time poverty.  There is so much 
more that I want to do, and yet I have to say no.  
 This concept of time poverty may appear to be a negative 
trend, but it is actually an opportunity for businesses that are 
based on experiencing creativity.  Get to know the new word, 
“unplug.”  It’s about turning off the cell phone, television, com-
puter, and video game to take time for you.  It’s about being selfish 
for just a short period of time and taking the quiet time you so 
desperately need.  It’s about making your sanity a priority!  It’s 
about plugging into being creative!

“SMArt” textileS
 Even though this trend doesn’t really impact your business, it’s 
included so you have the full picture.  Smart textiles are those that 
interact with humans.  We will begin to see textiles that enhance 
the life experience, like mood fabrics and eco-friendly textiles. 

SPirituAlity
 First and foremost, this trend is not about being religious but 
is about having a personal faith and belief system.  Research has 
concluded that those who have faith, live longer.  This trend is 
about global and personal integrity and accountability...it’s about 
cultivating a relationship with yourself and with others.  An orga-
nized religion can certainly be a form of spirituality, but for others 
it may be a book club, tattoo art, or even anti-faith.

Pet PoWer
 62% of all households in America have at least one pet - and 
those pets are considered family.  The pet industry continues 
to grow stronger, and pet owners continue to spend money on 
designer beds, food, toys, clothing and services.  Cities like Car-
mel-by-the-Sea in California have marketed themselves as pet-
friendly and cater to tourists with pets (you can eat and shop 
with your pet).  It is important not to forget that there are still 
38% of households that don’t have a pet and may not understand 
this trend.
 
 Given all of these trends, how will you use the information 
to excite your consumers?  In which “status” sphere will YOUR 
CONSUMER find satisfaction, and what goods, services, and ex-
periences are involved?  I can only provide the trend direction to 
you...I can’t tell you how your consumer is going to react to it.  
You must get to know your consumer very personally to know 
which trends will apply - and how you may choose to apply them 
- in your studio.  I love this quote from Trend Central because it 
speaks volumes about your business: “Consumers are increasingly 
spending their play money on goods and services that net them 
the experience, the indulgence, the excitement, the satisfaction 
they’re looking for at a specific moment in time.”

 For questions and comments concerning this column, email Alyson 
Udell at audell@duncanmail.com or check out her blog at www.dun-
canfashiongirl.blogspot.com.
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By Denise Oliver and Wendy Pettys

 We can all use a little inspiration when coming up with new and fresh display ideas 
for our studios.  The winners of this year’s Great Displays Contest are truly inspired, and 
through their creativity, they remind us to think outside the box!  
 The great display champs used innovative ways to incorporate the AEIOU’s of visual 
merchandising.  When you are getting ready to create your next display, keep these AEIOU’s 
in mind:  Attract and Announce; Entice and Educate; Interest and Impress; Offer extras; Make 
it Useful and Use what you have.
 Stay tuned for more merchandising tips and tricks sure to give your customers that 
“Wowee” moment!! 
 Be sure to check out the Chatter Gallery to see more great display photos!

beSt WinDoW DiSPlAy Winner:  
Create !t - $100

Honorable Mention:  On the Pot

beSt in-Store DiSPlAy Winner:  
Colors in Clay $100

Honorable Mention:  Fired Up Seaside

Best special event/Holiday 
DiSPlAy Winner:  

your Plate or Mine $100
Honorable Mention:  Dish

beSt GlASS DiSPlAy Winner:  
Mad Potter $100

Honorable Mention:  ARTrageous

beSt PortAble DiSPlAy Winner:  
Dish $100

Honorable Mention:  Pigment of your Imagination

AnD A biG ConGrAtulAtionS to our 
beSt oVerAll DiSPlAy Winner:  

chocolate soup $400!

Great Displays
2008



Once a week, come in  
through the front door, 

look at the window 
displays, read the 

signage (I still had one 
with holiday hours and it 

was Spring!) and 
walk your store from a 

customer’s point of view.

a  L i g h t e r  M O M e n t

By Judy Salinas, Glazed & Amazed
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 A few months ago, I received a call from Angie Verburg 
saying she was going to be in our area filming the new glass vid-
eo for the CCSA and would like to come 
by and visit the store.  I was so excited to 
have a V.I.P. coming to my store!
 The next day it hit me...I opened 
the door to my studio and started look-
ing around with a different perspective.  
I thought, “What do my customers see 
when they walk in?”  I starting noticing 
bags and boxes on the floor in the party 
room and items piled and stacked up on 
the shelves above the sink area. 
 That’s when I started to investi-
gate...What was in all those mystery boxes 
and bags that we had been walking by each 
and every day?  What a surprise to find all 
kinds of old unclaimed pottery, school pick-ups, broken bisque, 
and other assorted items just “hanging around” cluttering up my 

store. My staff and I started what I like to call “The Big Clean.”  
We called customers to come pick up their items, we threw 

things out, we donated to charity, and we 
recycled.  Before we knew it, the floor 
was once again visible. 
 Then I started in the kiln room.  I had 
always talked about putting down some 
squares of flooring that would make clean 
up easier, but why had I not done it?  I 
made myself a honey-do list and got start-
ed.  We wiped down the walls, touched up 
the paint, and dusted and polished until 
the place sparkled!  We even got around 
to sponge-painting the bathroom.
  The day that Angie came, my store 
looked perfect!  We had worked hard, but 
it was so worth it.  I felt proud to show 

off my store.  We are striving to keep it at that level because 
after 4 years, I fell in love with my studio all over again.

  It is so easy to get 
caught up in routine and 
come in through the back 
door with your hands 
full and your mind going 
a hundred miles an hour 
with the things you need 
to do that day.  Once a 
week, come in  through 
the front door, look at 
the window displays, read 
the signage (I still had 
one with holiday hours 
and it was Spring!) and 
walk your store from a 
customer’s point of view.
 If you need mo-
tivation, find a V.I.P. to 
visit your store or just 
pretend that ten stu-
dio owners are coming 
to visit your store.  You 
never know when we 
might just drop by!  You’ll 
be happily surprised to 
discover how few little 
touches it will take for 
your shop to look per-
fect once again.

perfectthe day my 
Store Looked 
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Don’t stop advertising 
because the economy 

is sluggish.  It’s like 
insurance...you have it 
just in case but hate 

spending the dollar for it.  
The same goes with 
advertising.  Find out 
what works for you in 

your area and 
be consistent.
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TipS For $ucceSS
by Judi Novotny; It’s Yours Pottery, Omaha, NE

 In our last segment of Tips for Success, we offered you a few 
ideas for the ‘Fall Slump’ that each of us experiences yearly as PYOP 
studio owners.  Yes, all that summer revenue is wonderful, but it 
does come to a screeching halt the latter part of August, first of 
September!  September is definitely a month 
we all just want to get past!  Follow that Fall 
Slump with today’s turbulent economy, and 
it’s a double whammy!  What’s a studio own-
er to do? 
 If you’ve ever noticed, negative press 
can breed a negative attitude.  A perfect 
scenario ... a retail PYOP studio has been 
thriving but recently has noticed one, may-
be two retailers close in the same plaza.  A 
few years ago, one may have reasoned this 
due to poor management, but with today’s 
economy, one may feel a little panic... am I 
next?!  Is the cost of skyrocketing fuel prices, 
increased grocery bills, and families watch-
ing budgets going to affect my business?  In 
reality, it could.  Historically, though, in less 
than perfect economical times, our industry has fared better, and 
in some cases, shown growth. 
 This is a time to be diligent in how you operate your business.  
Don’t take anything for granted.  Step it up!

 FoCuS on FunDeMentAlS:  This is a time to take 
a good look at your studio basic operations.  It’s time to examine 
your bottom line.  We all get super busy, sometimes overlooking 
and making decisions that may cost us  in the long run just because 
we just don’t have the time to think them through right now.

 neGotiAte:  Advertising to leasing to purchasing...negoti-
ate whenever possible.  My own personal thought on negotiating 
is, at worst, you will hear the word...NO. 

 huDDle:  Make sure to hold those monthly staff meet-
ings.  Role-play situations and encourage sharing of new ideas in 
between discussing issues that need to be addressed.  Give your 
staff the support they need!  Most important...make it fun!  Young 
people just want to have fun!  Motivate and you will reap the re-
ward in increased business.  

 Prune the tree:  Do you have one or more negative, un-
motivated, unreliable employees that you are keeping just because you 
don’t want to go through the hiring and training process all over again?  
Prune them from the tree!  They are not only dragging you down, but 

they can also be affecting your studio image. 
 
 MAxiMiZe your buyinG PoW-
er:  Share an order with another studio to 
save on freight.  Buy when vendors are of-
fering discounts on items you stock, but not 
just because it’s a special offer!  Buy smart!  I 
was pretty impressed by an offer a particular 
vendor advertised to CCSA members this 
year--a 30% discount plus free freight, if your 
order was received by a certain date.  To top 
that off and as an added incentive, they also 
allowed you to delay the date of shipment 
and payment.  What a smart marketing move!  
As each of us is looking to save, vendors are 
also looking to gain or retain our business. 

 re-exAMine your PriCinG StruCture:  Blind-
ly cutting your price to increase your competitiveness isn’t the 
answer.  Carefully look where a change in pricing may be most 
beneficial.  You may consider keeping the pricing of your stan-
dard, everyday pieces (such as plates and mugs) and some of your 
standard children’s pieces at a lesser margin and adding additional 
margin to new and larger pieces or shapes where your buying 
power is greater.  The high cost of fuel has affected all of us.  If you 
can edge you’re pricing up to cover the needed increase, do it.

 adveRtisinG...BRandinG:  Don’t stop advertising 
because the economy is sluggish.  It’s like insurance...you have it 
just in case but hate spending the dollar for it.  The same goes 
with advertising.  Find out what works for you in your area and 
be consistent.  As you advertise, integrate in what is unique about 
your studio...add branding to your marketing.  Customers need to 
know how your studio is different from your competitor’s.  

 Turbulent ...sluggish...uncertain times may surround us, but 
they don’t and won’t affect your success if you keep focused in 
that success.

 THRIVING 
IN TURBULENT TIMES
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S c e n e S  f r o m

note that more photos and the entire gallery of Great shapes will be posted online soon. Photographs provided by Speedy Peacock, Peacock Photography.

Convention 2008
Jules, Charles 
and Roman of 

Bella Bisque win 
the Best Booth 

Award
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By Heidi Floyd, Vera Bradley Foundation

  Let me just start by saying that I have been to 
conventions before; many, in fact.  I used to be in 
the information technology world, and I actually 
remember the convention in which the biggest 

draw was that booth with the cool 
new product called “Window ‘95.”  
Until this September, I remember 
that vividly as the most excitement I 
had ever felt at such an event.  
 Then I went to the 2008 CCSA 
Convention in Phoenix, AZ.  A few 
hours before the big banquet din-
ner, I decided to check out the silent 
auction.  Right away, I knew I was in 
a whole new world.  These products 
were all hand crafted and unique.  
They were not off-the-shelf items that 

could be purchased at a chain department store 
- quite the contrary.  They were, without question, 

works of art, each and every one of them.  I was 
in awe as I walked through to see what had been 

created.  A fountain for a child’s room with ani-
mals in intricate detail, a 

huge blue and green plat-
ter with glass fused into 
it, amazing vases, and a 

black and white platter/
mug set that took my 
breath away when I 

got close enough to see 
the work.  There were 
fused glass necklaces with 
pink ribbons that made me 
cry when I realized what they were, and “dirty” 
brushes that were creations all on their own.  A 
teapot with a vicar on it, so cute!
  I actually walked by a clock of 
magnificent proportions at one point, thinking 

that it couldn’t be an auction item; it had to be 
some sort of pottery-painting mascot piece.  
As I learned during the live auction (hosted, 

might I add, by the most charming auction-
eer I have ever met), the clock was indeed 

something that was being auctioned, and 
it fetched a record-setting bid.  

  It was at this live auction 
and dinner that I realized who the 
people of the CCSA really are.  I’d 
already had many phone conver-
sations with Angie, so I knew she 
was just a delight to work with.  I 
rather expected, however, that she 
was probably the cream of the crop.  
They all can’t be that awesome, can 
they?  Yes, actually, you are!  When I 
told my story about my battle with 
cancer, and how the donations they 
were giving that evening were go-
ing to save lives, I received a stand-
ing ovation and many, many tearful 
hugs.  You were there from across 
the world and yet I felt we were all 
so closely connected!   
 The manufacturers at this event were involved to a staggering 

degree.  A huge kiln donated by Cress was 
the ‘golden raffle ticket’ draw, and it was ob-
vious that this particular charity has a strong 
place in their hearts.  Gare decided to have 
a wonderful promotion for the Vera Bradley 
Foundation with pink paints and created a 
darling pink pig ad.  What a wonderful idea; 
I can’t wait to see how that goes!  And of 
course our sweet birthday girl, Colleen from 
Mayco Colors, stepped in at the last minute 
to set up an entire painting party for Olympic 

figure skaters in Ohio so that you could get some additional fun auc-
tion items.  
 My experience at your convention has prompted me to tell 
everyone I know to get out and go to a CCSA studio.  I am trying 
to set up groups from my church, from work, and my family to go 
and have fun!  
 Just knowing that you are all so kind, so compassionate, and such 
a wonderful family inspires me.  You are all that rare piece of America, 
the artistic entrepreneur who has philanthropy as one of the roots 
of their business.  You are all, in my opinion, gems; as beautiful and 
varied as your creations at the auction.  Intricate and lovely, you have 
all touched my heart, and I can’t thank you enough.  It’s quite the un-
derstatement to say I am LOOKING FORWARD TO NEXT YEAR’S 
CONVENTION!!  Please keep in touch with me until then; I would 
love to hear how you all are doing.  hfloyd@verabradley.com

Convention

This clock by Julie Cates was sold 
at auction for $8000

My experience at 
your convention has 
prompted me to tell 

everyone I know to get 
out and go to a 

CCSA studio.

Heidi Floyd welcomes 
participants to the reception 

and live auction at the 
2008 CCSA Convention.

2008
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 In addition to lots of great prizes (including a Cress Kiln valued 
at $3400), raffle contributors had the opportunity to win the Golden 
Ticket Prize. They each purchased 10 regular raffle tickets at $10 each 
and got a Golden Ticket to enter for the following special prizes: 
	 •	 A	SANBORN	CORP.	-	$500	gift	certificate,	
  which includes website design
	 •	 AMACO	Mini	Slab	Roller	-	$445
	 •	 AMERICAN	CERAMIC	SUPPLY	CO.	-	$100	patterns,	
  $100 stilts, $100 glass
	 •	 BISQUE	IMPORTS	-	$750	BisqueBucks
	 •	 CCSA	-	Free	Studio	Member	Renewal,	2	Technique	DVDS,	
  and Participant fee to 2009 convention ($690 value)
	 •	 CERAMICSOURCE	-	$500	gift	certificate
	 •	 CERAMICS	UNLIMITED	-	$500	gift	certificate
	 •	 CHESAPEAKE	CERAMIC	SUPPLY	-	$250	gift	certificate	
  plus free shipping of items
	 •	 GARE,	INC.	-	$300	gift	certificate
	 •	 MAYCO	-	Pottery	To	Go	Kit	with	Shipping	($500	value)
	 •	 SHIMPO	CERAMICS	-	22L	Banding	Wheel
	 •	 SPEEDBALL	ART	PRODUCTS	CO.	-	Earthenware	
  Glaze Rack Asstmt ($521 value)
	 •	 SUCCESSFUL	STUDIO	CONSULTING	-	3	hours	
  consulting ($240 value)
	 •	 TOTAL	MOSAICS	-	Lilly	Ollo™	package	($1000	value);	
	 •	 TRI-CITY	RETAIL	SYSTEMS	-	HP	Pavilion	notebook	
  computer with a 15” screen ($799 value)
	 •	 totAl AMount oVer $7,000!  

By Heidi Floyd, Vera Bradley Foundation

 When I first got the call to see if we would a) be interested 
in becoming the charity recipient for the 2008 CCSA convention 
and b) could I attend and speak, the answers were both YES im-
mediately!  While I had quite a bit to learn about who the CCSA 
was and what you do, it is so rare that we here at the Vera Bradley 
Foundation for Breast Cancer find such fun and interesting partners 
who truly have compassion - not just cause marketing - as the pur-
pose for their auction.  What an honor it was to be among you that 
evening, what a special time I had sharing my story with you all. 
 Since the event, a few of you have contact me about doing 
events in your own stores to benefit the Foundation.  This is some-
thing you want to go beyond just one evening at your convention, 
you have told me, and really enjoy the idea of working with us.  I 
am delighted to say that there are a handful of you have already 
begun to work on your own in-store events!   The first store to 
do this type of activity is The Pottery Patch in Valcro, Florida.  They 
are creating an event to coincide with the timing of the Green 
Boutique’s (A Vera Bradley Retailer) event in late October.  I will 
be excited to share with you how these events create awareness 
while showing the attendees a fun time.

CCSa and the Vera bradley Foundation for breast Cancer

 Over 500 studio owners and suppliers gathered together in 
early September to raise $37,000 for the Vera Bradley Founda-
tion!
 This event was both emotional (who had a dry eye when 
Heidi Floyd told her story about breast cancer?) and exciting as 
the live auction and raffle took place after the reception.
 Top live auction items that were donated by studio mem-
bers included: On the Pot, Julie Cates contributed a Tower Clock 
that raised $8000. The clock was purchased by Mindy Beard, The 
Pottery, Texas. Playful Potter, Denise Oliver contributed a Glass 
Fountain that raised $2100. The fountain was purchased by Ginny 
Whitehead, Art Café, S. Carolina. To Your Art’s Content, Nancy 
contributed a Glass Game Set that raised $1500. The game set 
was purchased by Steve Prichett, Chesapeake Ceramic Supply.
 Thank you to all of our members who donated items and pur-
chased auction items. It is truly a generous event that our industry 
takes part in each year to benefit Breast Cancer Research.

WhaT a Fun paRTnERshIp!
 As you may recall from that night, the Vera Bradley Foundation for 
Breast Cancer was established in 1998.  Barbara Baekgaard and Patricia 
Miller, Vera Bradley Co-Founders, lost a very dear friend after her coura-
geous battle with breast cancer. They have three words that define our 
fight against breast cancer; Courage, Compassion and Commitment.  
The Vera Bradley Foundation for Breast Cancer is committed to eradi-
cating breast cancer as a life-threatening disease by providing financial 
support for research and research-related project. Please visit www.
verabradley.org to learn more about our remarkable Foundation.
 As we go forward and look to the 2009 CCSA convention, I 
am hopeful for all of you in the coming year.   Please don’t hesitate 
to contact me if you would like to partner with us on in-store 
events (hfloyd@verabradley.com or 260-207-5163).  There are a 
myriad of events across the country that I will be attending, and it 
would be wonderful to include your stores on those trips where 
possible.  I would love to hear your ideas about events and how 
we can help to enhance them, and provide you with some event 
thoughts that have been successful for us in the past.  Thank you 
again, dear friends, for inviting me to your party and into your 
wonderful world.  I am already looking forward to coming to visit 
you next year, and this time I will bring a great big picture of Noah 
so you can all see how healthy and happy he is!

CCSA EVENT RAiSES 
$37,000 foR ThE 

VERA BRAdlEy fouNdATioN

CCSA RAfflE: 
RAiSEd oVER $9,000!

 other rAFFle AnD AuCtion SuPPlier Do-
norS: CRESS MANUFACTURING - et28S Cress Kiln with vent 
($3400 value) raffle prize; ROYAL BRUSH - Ugliest Brush Con-
test -- $1050; MAYCO - Centerpieces sold for $750; GARE - Pig 
Lamp and Matching Donation ($1550 value); Duncan Clock Tower 
- Raffle prize - Priceless. 
 There were many more donations by our suppliers, and the 
CCSA is grateful for all!
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By Mary Margaret Dragoun, Color Clay Cafe

 My greatest fear as a single person was wondering how I 
would handle a serious illness on my own.  How would I take 
care of myself?  How would the studio get along if I were out for 
an extended period?  My brother and sister would help if they 
could, but they live some distance away and have busy lives already.  
Though my staff is quite capable with routine functions, there are 
always unusual situations to deal with.  My diagnosis of breast 
cancer on April 1 made me face those questions.  
 My diagnosis raised a mix of concerns that seemed almost 
overwhelming at first.  I didn’t talk much with anyone for a couple 
weeks until I could get my mind around it.  I tried to function nor-
mally, but distraction caused crazy reactions at times.
 Once my own acceptance started to develop, I wondered how 
much I should tell the staff and how soon.  It seemed like a good 
idea to bring them in on the situation early so they could help 
plan how to manage the summer months.  They responded beauti-
fully, stepping up to the challenge by asking what they could do to 
help.  We began ordering camp supplies and finished the summer 
ads and promotions.  We hired and trained another person, and 
made contingencies for preparing payroll, making out schedules, 
and placing an overdraft on the bank account.  
 Meanwhile, I was trying to educate myself on what I needed 
to know to make decisions about the surgery.  Lumpectomy or 
mastectomy?  Double or single?  Reconstruction or prosthesis?  
Only one breast was affected, but there is a family history:  both 
my Mother and Sister had breast cancer too.  Should I do a pro-
phylactic mastectomy on the other side at the same time?  I didn’t 
want to go through this again, but I was told a double is a lot of 
surgery to recover from at once.  
 Slowly, with the help of my excellent surgeon and Dr. Susan 
Love’s The Breast Book, the answers began to emerge.  I had been 
having mammograms faithfully for years, yet none had detected 
this lump.  I saw it in the mirror.  Women who have had breast can-
cer and who also have primary relatives (sisters, daughters) that 
have had breast cancer are now entitled to insurance coverage 
for an annual MRI, which is more sensitive to finding tumors than 
mammograms.  So, I had one.  It revealed nothing on the other 
side, so I decided to deal only with the problem side at this time.
 The issue of lumpectomy or mastectomy was resolved be-
cause the location of the tumor would have made breast-saving 
surgery difficult.  The issue of reconstruction was easy for me.  At 
age 63, it just didn’t seem as important to go through more sur-
gery when I was likely facing chemotherapy.  
 I did think it was important to incorporate some alterna-
tive health care practices along with conventional treatment, so 
I started acupuncture a month before surgery.  Five treatments 
helped shed some of the anxiety and helped me gain some mental 
and physical energy that left me feeling much stronger as surgery 
approached on May 14.  I also became more conscious about diet 
when I learned things like sugar, milk products, red meat, and re-

When breast Cancer 
Chose Me...
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fined flour tend to feed cancer.  
 Another book called Prepare for Surgery, Heal Faster by Peg-
gy Huddleston, describes the importance of meditation in calming 
the body.  I asked the anesthesiologist to read some affirmations 
I had prepared that would assist with pain management and heal-
ing well.  While you’re asleep, these affirmations act like hypnotic 
suggestions.  And they worked.  I sailed through the surgery with 
no complications andvery little pain.  I healed quickly and was out 
taking walks in only a week.  
 What took longer was regaining stamina.  It returned about 
the time we started getting busy with summer activity at the stu-
dio.  Camps were in full swing, and we were seeing a pickup in 
parties and walk-ins.  I went back to work 
part-time in mid-June, and it helped take my 
mind off the next stage of this odyssey.  As 
the surgeon turned me over to an oncolo-
gist for consultation about chemotherapy, 
I decided to follow the advice of several 
sources and seek a second opinion.  Thanks 
to Angie Verburg and the CCSA office, I 
received some messages from Heidi Floyd, 
Ambassador (and breast cancer survivor) 
from the Vera Bradley Foundation.  She rec-
ommended talking with Dr. George Sledge 
at the Indiana University Simon Cancer Center.  
 Fortunately, there’s a new test that’s helpful for certain kinds 
of cases that can predict the risk of recurrence over the next ten 
years.  By typing the genes on the tumor cells, a score is produced 
that suggests low, moderate, or high risk of recurrence.  With a 
low score, chemo doesn’t do any good; but with a high score, 
chemo is a must-do.  With a moderate score, as mine was, the 
choice is up to the patient.  Both oncologists said I would gain 
about a 3-4% reduction in risk (from my original 15-16% risk of 
recurrence) if I did chemo.  And the size of my tumor (more than 
an inch) was more likely to be associated with higher risk of recur-
rence.  So there it was.  With the right information, that decision 
was easy too.  
 Though I wanted someone to just tell me what to do in the 
initial weeks, I think it was helpful to participate in the decision-
making.  By taking an active role in my own care, I didn’t feel vic-
timized.  
 I began chemotherapy on August 11 as the studio started to 
wind down from summer.  My hair fell out on schedule between 
the second and third weeks.  Although I tried several wigs, I de-
cided a combination of hats and scarves with a fringe of fake hair 
suited me better.  
 I’ve had three treatments now and, while the first few days 
afterward are a little yucky with flu-like symptoms, it’s quite tol-
erable.  They give me several drugs for the side effects (primarily 
nausea and digestive problems), and I have to slow down for about 
three days.  I work from home as I feel like it and go into the stu-
dio a few hours at a time the latter part of the week.  The second 
week is when you have to be careful about not catching colds or 
infections because the blood counts are at their lowest.  The third 
week you begin to feel good again, before starting the next treat-
ment cycle.  
 I have one more treatment left and expect to be back to full 
function by the end of October, just in time for the holiday season!  
I continue to do acupuncture the day after chemo to promote 
faster recovery from the treatments.  I also take some hefty nu-
tritional supplements, prescribed by an M.D. Nutritionist.  They’ve 

helped reduce fatigue and strengthen my body to withstand the 
assault of all the drugs.  My oncologist says I’m tolerating the treat-
ments very well and my blood counts all look good.  I’ve been able 
to do most of what I want to do every day.  I’ve learned to take 
naps when I need to and go to bed earlier than I used to.   
 My friends have been wonderful about going with me to ap-
pointments when I thought I might need support, sitting with me 
at the hospital, and spending the night the first week after I came 
home.  I also met a wonderful man friend a few months ago who’s 
been right beside me through the chemo treatments.  The Ameri-
can Cancer Society and other local groups also have outstanding 
support programs.  So I discovered I didn’t have to go through this 

by myself after all.  
 I’d have to admit there is a silver lining 
to this kind of crisis.  I’ve come to value 
more the precious moments with loved 
ones and have begun thinking about all the 
things I want to do yet in life.  
 I know it’s time to reassess the pace 
I keep with the business.  I’m not sure ex-
actly what that means yet.
 Waking the Warrior Goddess, by Dr. 
Christine Horner, is about the research on 
nutrition and lifestyle changes we can make 

to prevent breast cancer.  It seems to be the most comprehensive 
book written so far on the subject. 
 I was struck by Dr. Horner’s description of the typical breast 
cancer patient:  “An overweight woman who loves to stay up late 
drinking alcohol and eating red meat, junk food and sugary des-
serts; a woman who loves to burn the candle at both ends, thrives 
on stress, isn’t into exercising and who puts everyone else’s needs 
before her own” (among other things).  Is there a PYOP studio 
owner anywhere who doesn’t relate to some of that description?  
My visit to Indiana University was fascinating.  Dr. Sledge is work-
ing at the cutting edge of breast cancer research in diagnosis and 
treatment, so I asked him where it’s all headed now.  He said 
breast cancer used to be thought of as a single disease and now 
is considered a family of diseases, leading to more individualized 
treatments for the different types.  He acknowledged the great 
generosity of the Vera Bradley Foundation in funding many pilot 
projects for new treatments.  The field is exploding with 280 drugs 
currently under study.  The Vera Bradley Foundation is also sup-
porting the development of a lab test at Indiana University, which 
will be able to detect certain changes in the blood during the early 
stages of breast cancer.   

A FeW FACtS eVery WoMAn neeDS to knoW:
 • Only 85% of breast cancers are found on mammograms.
 • Fibrocystic breasts are the hardest to diagnose by 
  mammogram because the breast tissue is so dense.
 • 90% of breast cancers are found by women themselves 
  or their partners.
 • Most breast cancers are five to eight years old before 
  they’re detected, though they often grow faster in 
  younger women.
 • The median age for breast cancer is 64.  

 Breast health is all about vigilance; nevertheless, breast cancer is 
not to be feared as it was even a few years ago.  Indications are that 
real progress is being made in discovering where it comes from and 
how to deal with it.  There’s never been more reason for hope.

Fortunately, there’s a 
new test that’s helpful 

for certain kinds of 
cases that can predict 
the risk of recurrence 

over the next ten years.
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by Helene Safford
Clay Café Studios and The Studio Resource

 Successful business owners in today’s market know that you 
need more than a website, you need a web strategy.  Your website 
is the single most important tool you can use to generate sales 
leads, increase traffic to your studio, and develop new business 
opportunities.  
 The upswing trend in online advertising has been consistently 
growing over the past ten years.  Consumer surveys show that not 
only are the young consumers “plugged in,” over 55% of senior citizens 
are online and using websites as a source of information and shopping.  
If you haven’t jumped on the bandwagon already, it’s not too late to 
make internet marketing an integral part of your media mix.

Why Do you neeD A WebSite?
 Having a website is just as essential to doing business today 
as having a phone number or fax number.  US advertising revenues 
for the four major online media companies (Google, Yahoo, AOL, 
and MSN) grew by over $3.3 billion last year.  During the same 
time period, other forms of advertising such as television, newspa-
pers, magazines, and radio shrank by 5 percentage points of mar-
ket share, equating to hundreds of millions of dollars.  Traditional 
“offline” advertising such as the yellow pages has “adapted to stay 
alive on the Internet.” 
 Consumers are beginning to expect a business to have a website 
and email address just as they felt more comfortable with a business 
that had a physical address and phone number 20 years ago.

SoMe beneFitS oF hAVinG A WebSite Are: 
 • A website provides the consumer with 24-7 access.  The 
upside for the business owner is that your website is marketing 
your business for you while you are asleep. 
 • The internet expands your geographic reach to a larger 
customer pool.
 • Potential customers can find you online and search for 
products or services using search engines and online yellow-pages.  
You are increasing your “convenience factor,” which goes a long 
way toward increasing customer satisfaction.

 • Internet advertising can fit easily into your budget as a low-
er cost alternative to traditional marketing.  Evaluate your market-
ing mix as a whole to determine where you might shift funds to 
increase your online presence without necessarily growing your 
advertising budget.
 • Tracking visitors is easy and provides you with meaningful 
data to shape your marketing campaigns. 
 • Website addresses are easier to remember than phone 
numbers.

helP PeoPle to FinD your WebSite
 Your website looks great, and you have a cutting edge design 
that promotes your company’s image and brand.  But how can you 
be found amongst the millions of other businesses online?  
 The two main ways your customers will find you online are 
through search engine results and links from other websites.  You 

GeneratinG 
SaleS leadS 
With Your 
WebSite
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already have the benefit of the CCSA consumer website link as a 
member of this association.  Cross-linking increases your rankings 
in the major search engines when your links are purposeful and 
appropriate.  Beware of the online scams to trade links that have 
nothing to do with your core business. 

here Are A FeW SiMPle thinGS thAt Will helP 
you Get your Web PAGeS inDexeD AnD iMProVe 
SeArCh enGine reSultS:
 1.  Submit your site to the major search engines.
 2.  Use Flash content sparingly.  Flash content is fun for 
   your visitors, but search engines don’t index flash pages.
 3.  Avoid putting your content in the form of images.  
   Search engines cannot extract text from images.  
   A simple check for this is to try to highlight text on 
   your site to copy and paste.  If you cannot highlight 
   the text, it is really an image of text.
 4.  Web copy is easy to update.  Keep it fresh and 
   compelling.

enGAGe your CuStoMerS
 The name of the game is customer in-
teraction and conversion.  You have worked 
hard to get your website seen and the 
content exciting.  How do you convert the 
website visitors into qualified sales leads 
and actual customers? 
 Use one of the free poll services such 
as www.polldaddy.com or www.easy-poll.com to add surveys or 
polls to your website and learn what your customers like and 
want.  Polls are an easy and effective way to add variety to your 
online service and make it more interactive. 
 Always include an E-News sign up button to collect your 
customer’s contact information for upcoming specials or events.  
Reward them for providing a working email address by emailing 
them a special coupon or offer enticing them into your studio. 
 Use an online e-mail marketing service like www.constant-
contact.com or www.cooleremail.com to keep in touch.  There is 
a fine balance between spamming customers and notifying them 
on a regular basis about your studio events.  Industry recommen-
dations are to send out e-mail newsletters every 21 days.  More 
often than that and you are becoming a nuisance - it’s very easy 
for customers to just hit the delete key.  Less often and it is not an 
effective means of communicating with your customers.  
 These services help you avoid going into the spam folders by 
including opt-out links for your customers.  They also provide rich 
tools to analyze your customer click-throughs to help determine 
which parts of your emails are getting responses and driving traffic 
to your website. 

leVerAGe SoCiAl netWorkinG SiteS to Gener-
Ate buSineSS
 Social networking sites are an important media channel for 
reaching a broad audience, including teens and young adults, wom-
en, moms, and affluent customers. Studies show that 96% of teens 
use social networking tools such as blogging or instant messag-
ing and visit online communities.  Advertising and interacting with 
potential customers in these communities increases your brand 
awareness and provides many insights into their behavior and 
trends.  You can use these interactive websites to promote your 
products and services to a potentially larger target customer seg-

ment.  The most popular right now are Linkedln, Facebook, and 
MySpace.

online StoreS
 The holidays are the perfect season to introduce an online 
store to sell gift certificates or customized gifts for customers that 
are too busy to come paint their own.  There are wide ranges of 
shopping cart alternatives to add to your website.  One of the easi-
est is to add “buy now” buttons using a service like www.paypal.
com.  PayPal will even generate the code you need to add a product 
or service and an easy payment mechanism.  The key is to make it 
simple and no more than one click away from your home page. 

broChureS AnD ContACt uS
 Even if you don’t want to start taking orders online for prod-
ucts or services, you can provide downloadable links for marketing 
materials such as brochures and flyers for your customers.  Don’t 
make your customers click around searching for information.  

Make it easy for them to contact you. The 
contact button should be accessible from 
all parts of your website and is a great way 
to collect your customer’s contact infor-
mation so that you can work on converting 
that lead into a sale. 

 This article only begins to touch the 
surface in addressing some of the ways you 
can optimize your web presence and in-

crease your profitability.  Don’t miss the opportunities to convert 
qualified sales leads into dollars in your register.  Make sure your 
website has a “call to action” and your visitors can take these ac-
tions within one click of your home page.  Minimize your custom-
er’s efforts to find what they want, and you will maximize your  
       conversion rates.  You have less than 
            10 seconds to engage them 
              and keep them on your site.  
                 Make the most of them!

Having a website is 
just as essential to 

doing business today 
as having a phone 

number or fax number.
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 steP1: Wipe Bisque with damp 
sponge to remove all dust.

 steP 2: Transfer pattern either 
with clay carbon or tissue paper.  Pattern 
is transferred to right side of bowl and 
then flipped over so it is the reverse on 
the left.  Refer to photo # 1.

 steP 3. Stamping - You will need 
to protect the pattern while stamping.  
You can use painters tape torn to fit pat-
tern.  Refer to photo # 2.  Tape is moved 
and applied to pattern as you progress 
around the piece.
 Squeeze Colors for Earth Color 
Stroke product onto your tile in a line, as 
shown in photo # 3.  Do not add water 
to color.  

 Using your soft fan brush that is DRY, work the color in the 
gel state back and forth on the tile until you have a thin, almost 
transparent smooth layer of color.  Desired Palette size of color 

bowl
holiday

By: Paula McCoy, Colors for Earth

Bisque by Waterford Bisque 
	 •	 WB-149-FBL	Football	Bowl)

color by colors for earth
	 •	 CS101	Detail	Black
	 •	 CS611	Red	Matters
	 •	 CS612	Red	Alert
	 •	 CS650	Light	Cerulean
	 •	 CS661	Leaf	Green
	 •	 CS662	Vine	Green
	 •	 CSP01	Non-Toxic	Gloss	Medium	Glaze

brushes
	 •	 CFE	Small	Sumi	Brush
	 •	 CFE	Fan	Glaze	Brush
	 •	 #6	or	#8	Square	Shader
	 •	 #1	Liner	Brush

stamp by colors for earth
	 •	 SS7	Holly	Grouping	Stamp

is a 6 x 4 area.  Preparing your original 
palette of color can take as long as 35 
seconds.  If your brush is wet when you 
begin, it can cause the color to bead up 
on the tile and make it harder to create 
an ink pad type surface.  Refer to photo 
# 4.
 Press your tool (stamp) into the col-
or.  You do not have to press hard; in fact, 
the harder you press, the more chance 
you have of sliding and causing a build-up 
of color in the stamp.  One firm press is 
all that is required.  Refer to photo # 5.
 NOTE: The condition of your color 
on the palette is correct if the stamp 
leaves a clear, crisp impression in the 
color.  If the color begins to fill back in 
on the palette, your color is probably too 
thin.  Go back to your fan brush and con-
tinue to spread the color out more on 
your palette.
 Starting at the pattern working out, 
press the tool (stamp) on the bisque.  
This piece is a curved surface, so you will 
need to rock the stamp, forward, back, 
right, and then left to insure that you get 
the full impression.  Then immediately 
make a press on to your felt-covered tile.  
The press off onto the felt will remove 
any excess color from the tool before 
reloading.  A build-up of color will oc-
cur on the face of the tool if you do not 
press off onto the cleaning felt after each 
impression.  Make these two steps as 
one.  If build-up occurs, use a sponge to 
clean surface of stamp.  Refer to photo # 
6.
 Your next impression into the color 
should be in a location next to your last 

1.

2.

3.

4.

5.

6.
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Holiday Bowl Pattern shown at 75%. Please enlarge 133% 
before beginning your project. ©2008 Paula McCoy

impression.  Do not overlap.  For 
this project, I used a Holly Group-
ing #SS7 stamp (or Dupli-cate, in-
cluded in Christmas Kit SSKIT2 by 
Colors for Earth).  
 As you use all the area on 
your ink pad palette, you will need 
to re-work the color or add more 
color as the product dries and 
then re-work as needed.
 Keep stamping until you have 
covered the entire background 
of the bowl as shown.  Refer to 
photo # 7.

 steP 4: Holly Leaves - Us-
ing CFE small sumi brush or small 
round brush, block in holly leaves 
with 3 coats of Color Stroke 
CS661 Leaf Green.  First work on 
the leaves that are behind and then 
the ones in front.  This will help 
keep the shape of the leaves and 
layer them.  Refer to photo # 8.
 Hightlight Leaves - Using a #6 
or #8 Square shader, fully load with 
water and side load with Color 
Stroke CS650 Light Cerulean.  Lay 
the brush flat with color along the 
top edge of each leaf and press 
down following the shape of the 
leaf to the tip.  Refer to photo # 9.
 Shade Leaves - Using a #6 or 
#8 Square shader, fully load with 
water and side load with Color 
Stroke CS662 Vine Green.  Lay 
the brush flat with color along 
the bottom edge of each leaf and 
press down following the shape of 
the leaf to the tip.  Refer to photo 
# 9. Repeat steps for top leaves.

 steP 5: Ribbon - Using CFE 
small sumi brush or small round 
brush, block in ribbon areas with 

4 coats of Color Stroke CS612 Red 
Alert.  As with any red, you need to 
let each coat dry before applying the 
next to ensure a rich red color.  Re-
fer to photo # 10.

 steP 6: Berries - Using a Q-
tip, load with Color Stroke CS611 
Red Matters.  Press Q-tip on berries 
and fill in using a circular motion.  
Refer to photo # 11.

 steP 7: Detail - Using #1 
Liner brush and Color Stroke CS101 
Detail Black, outline and detail pat-
tern as shown.  Refer to photo # 12.

 steP 8: Inside of Bowl - With 
CFE #8 Fan Brush, brush on 4 coats 
of Color Stroke CS612 Red Alert.  
Also use this color on the top edge 
of bowl.  Allow to dry between coats.  
Refer to photo # 13.

 steP 9: Dip with CSP01 Non-
Toxic Gloss Medium.  If brushing, ap-
ply 2 smooth coats.

 steP 10: Fire to witness cone 
06 with a 20 minute hold.

ProjeCt noteS:
	 •	 Color	choice	is	unlimited.
	 •	 Stay	away	from	really	
  intricate stamps; color 

7.

8.

9.

10.

11.

12.

13.

  gets caught in detail.

ProjeCt SuGGeStionS:  
	 •	 Flat	Christmas	Ornaments,	Edges	of	Plates,	Trays	or	
  Message Boards, Candlesticks, Marbles, or any plain 
  surface.
	 •	 Build	a	grouping	of	stamps	or	use	single	as	an	edge	
  or border.
	 •	 For	curved	surfaces,	you	need	to	rock	the	stamp	back	and	
  forth and up/down to insure that the full impression is on 
  the bisque.
	 •	 Bisque	surface	can	be	colored	first	and	then	stamped	on	
  top of the color.
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By Denise Oliver, The Playful Potter

 Dicro Slide is an amazing product that can be used on glass 
and pottery, since it is compatible with any COE glass and with 
our glazes too! Dicro is a coating developed by Nasa that is ap-
plied after glazing and firing.  It is definitely a way to add on to a 
sale!

MAteriAlS neeDeD:
	 •	 Glass	or	glazed	and	fired	pottery	piece
	 •	 Dicro	Slide	—	can	be	purchased	from	places	like	
  Delphi Glass
	 •	 Scissors,	paper	punches,	exacto	knife	or	hole	punches	
  to create shapes
	 •	 Clean	shallow	bowl
	 •	 Distilled	water
	 •	 Paper	towels	or	a	sponge
	 •	 Tooth	picks

 Dicro Slide can be cut into a variety of shapes.  Scrapbooking 
paper punches work really well, and a basic hole punch is perfect 
for making polka dots.  If you are feeling really adventurous, use an 
exacto knife to cut out a free-form shape.
 Once you have your shape, soak the Slide in 1/2” of distilled 
water for 1-2 minutes.  Large pieces may take longer than smaller 
ones.  If you don’t allow the Slide to soak long enough, it won’t 
release from the backing.
 Once your Slide has soaked, remove it gently from the water 
and slide into place on your piece, removing the backing.  You can 
use a damp toothpick to help you move the piece into position.  
 Blot excess water gently with a towel.  Wait, doesn’t this 
soundfamiliar?  Yes, this is just like working with a decal!
 Once the piece is dry, it is ready to be fired.  Since you can’t 
use the bottom of your kiln to fuse glass, this is the perfect place 
for pottery pieces with Dicro Slide.  Stilt like normal and fire with 
a fuse or slump load.
 Dicro Slide does have a few limitations to think about.  You 
want to make sure you don’t flip the Slide over or it will rub off 
after firing.  The Slide will also scratch easily before firing, so avoid 
excess handling, dirty water or sponges, or metal tweezers.
   The process is easy for staff and customers and has endless 
possibilities.  Now is the time to get some in and dazzle your cus-
tomers with Dicro!!

Dazzle Them wiTh

Dicro!
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By Gare 

biSque
	 •	 1111-
  Snowman Platter

ColorS
	 •	 BD2500-Snow	Bumpy	Doodle
	 •	 FS2300-Polar	Bear
	 •	 FS2301-Smiley	Face
	 •	 FS2303-Lime	Ricky
	 •	 FS2308-In	the	Pink
	 •	 FS2319-This	L’il	Piggy
	 •	 FS2320-Grape	Escape
	 •	 FS2323-Jumpin’	Juniper
	 •	 FS2325-Happy	Go	Lucky
	 •	 FS2335-Tickled	Pink
	 •	 FS2343-Peachy	Keen
	 •	 FS2381-BeBoppin’	Blue
	 •	 FS2382-Tahiti	Teal
	 •	 FS2384-Pinkie	Winkie
	 •	 FS2387-Pool	Party
	 •	 FS2392-Rockin’	Red
	 •	 9000	Clear	Glaze

SuPPlieS
	 •	 ColorStix-1/2	#6501
	 •	 ColorStix-6	#6505
	 •	 ColorStix-4	#6530
	 •		ColorStix-6	#6541-Soft	Fan	Brush
	 •	 Sponge
	 •	 Snowman	Sticker/Stamp
	 •	 Snowflake	Sticker/Stamp
	 •	 Fun	Writers

 Note: The snowman and snowflakes seen on this platter were 
made using a Cricut.
 step 1 -- Cover entire top of platter with one coat of Polar 
Bear using the Soft Fan Brush.  Let dry.
 step 2 -- Pour medium amount of Polar Bear and Pool Party 
onto a plate.  Squeeze some  water out of the sponge into the area 
between the two colors.  Wring out sponge completely.  Next, dab the 
sponge into one color, then into the water, and then into the other 
color.  Next, do a test dab of the colors onto a scrap piece to ensure 
you are getting the look you want.  Repeat and dab onto the piece.  
Try to keep color application even with lots of white showing thru the 
blue.  Use the corners of the sponge to sponge the area around the 
scarves of the snowman; do not stamp over the snowman.  Let dry.

 step 3 -- 
Apply 2 more coats 

of Polar Bear to the 
snowmen’s faces.  Let dry.

 step 4 -- Paint hats 
with 3 coats of Lime Ricky.  Paint brim 

and pompom of hat with 3 coats of This Li’l 
Piggy. Paint Scarves with 3 coats of Pinkie Winkie.  Paint 

the mittens with 3 coats of In the Pink.  Paint the carrot noses with 3 
coats of Peachy Keen.  Paint the eyes with Pool Party and BeBoppin’ 
Blue; use the liner brush to outline the eyes and place the dot in the 
middle.  Outline mouths using liner brush and In the Pink.  Let dry.
 step 5 -- Place random dots over scarves using Snow Bumpy 
Doodle.  Let dry.  Outline dots using Fun Writer filled with Tickled 
Pink.  Using same Fun Writer, make stripes on mittens.  Let dry.
 step 6 -- Create a stencil for snowflakes and snowman by 
removing these shapes from the Cricut output.  Peel off back and 
“stick” stencil to platter, placing the snowflakes and the snowman 
where desired.  Using a sponge, dab Polar Bear over exposed area 
inside the stencil.  Let dry and repeat 3 times.  Make sure sponged 
area is dry and covered with Polar Bear.  This design is subtle in 
appearance, but it does need to be visible.
 step 7 -- Write the message of your choice across the bottom of 
the platter.  Outline using the liner brush.  Apply 2 more coats.  Let dry.
 step 8 -- Using liner brush, side brush the snowflakes and the 
snow man with Pool Party.  Next, side brush along the edges of the 
scarves and the underside of the snowmen’s hat.  Using the same 
brush and This Li’l Piggy, side brush the wrinkles in the scarves.  
Use In the Pink to shadow the ridges in the hat brim.   
 step 9 -- Using Fun Writers and all the colors, create random 
polka dots on the hats and on the letters in the platter.  Let dry and 
reapply.  Let dry and randomly polka dot over previously placed dots.
 step 10 -- Using the flat brush, paint a stripe of Tahiti Teal around 
the inside top of the platter, skipping over snowman head area.  Apply 
2 more coats and let dry.  Using liner brush, place slight stripes evenly 
spaced over the Tahiti Teal again, all around the platter.
 step 11 -- Dot in eyes of stenciled snowman with Pool Party.  
Paint in nose with Peachy Keen and mouth with In the Pink.  Color 
arms with BeBoppin’ Blue.  Make snowman’s buttons using the 
linear brush and 3 different colors. 
 step 12 -- Using a sponge, cover the edge of the dish with 
Rockin’ Red.  Let dry and repeat. When dry, create a pattern around 
edge with Fun Writers.  Create long dashes with Lime Ricky and 
place a circle between every other one using Polar Bear.  Let dry.  
“Dot” the circles with Grape Escape and “stripe” the Lime Ricky 
with Happy Go Lucky.  Or, create your own edge patter.  Let dry.
 step 13 -- Dip in Gare 9000 Clear Glaze and let dry.  Fire to 
cone 06.



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

#91300 — Santa Plate; 12.5” x 8.75”
#91360 — Bowl with Santa; 6”D

#91330 — Snowman Mug; 5.75”T x 4.5”D

#91350 — Snowman S/P Shakers; (2) 3”T #91370 — Snowman Basket; 7”L x 5”W x 5.5”T

#91310 — Snowman Kookie Plate; 9.5”D
#91320 — Christmas Tree Plate; 13” x 10.25”

#11080 — Tree Plate; 10.5” x 9.5”
#91340 — Snowman Spoon Rest; 7.25” x 4.5”

#91390 — Star Plate; 8”D #12970 — Snowman Plate; 12”D

#12950 — Ornament Plate; 11.5”D
#91380 — Snowman Candy Dish; 6”T x 5” D

Now is the Time to 
Buy Holiday Bisque!



 Today   Winter 2008 35

By Denise Oliver, The Playful Potter
and Wendy Pettys, The Pottery Patch 

ConFetti ShAPeS PieCe 
 This project is quick and easy for kids and adults!
			•		Apply	background	color
			•		Using	stencil	or	cookie	cutter,	apply	paint	to	
  simple shape
		 •	 Sprinkle	with	dried	confetti	paint
	 •	Remove	stencil	or	cookie	cutter	to	reveal	
  your shape!

ContACt PAPer SnoWMAn
	 •	 Trace	simple	snowman	
  shapes on contact 
  paper and cut out
	 •	 Apply	contact	
  paper to bisque, 
  overlapping edges
	 •	 Paint	piece	-	This	
  design looks great 
  with blue, purple, 
  black, or even green 
  or red
	 •	 Remove	contact	
  paper
	 •	 Using	watered-down	
  light blue paint, add 
  a highlight to the 
  side of each snowman
	 •	 Blend	the	
  highlight edge 
  with water to soften
	 •	 Using	a	writer	bottle,	add	the	face	and	buttons
	 •	 Using	a	dimensional	paint,	create	stick	arms
	 •	 Using	a	dimensional	paint,	create	random	snowflakes

MArGAritA MAMA
	 •	 Using	a	banding	wheel,	band	the	bowl	of	the	glass	up	
  to 1/2” of the top inside and out with bright green
	 •	 Also	band	a	rim	on	the	base	of	the	glass
	 •	 Sketch	a	lime	on	the	inside	and	outside	of	the	glass	and	
  fill in sketch with three coats of light green
	 •	 Using	a	writer	bottle,	write	“Margarita	Mama”	on	the	base
	 •	 Using	a	writer	bottle,	outline	the	lime	wedge	to	create	
  the rind
	 •	 Using	a	dimensional	paint,	add	seeds	to	the	limes	and	
  salt dots to the white edge of the glass

hAnDPrint niGht beFore ChriStMAS
	 •	 Make	sure	you	are	using	a	piece	large	enough	to	
  accommodate all the prints!
	 •	 Using	a	medium	brown,	create	a	footprint	and	handprint	
  reindeer.  The footprint should have the heel toward the 
  bottom of the piece.
	 •	 Using	red,	create	Rudolph’s	nose	with	a	fingerprint	
  (this is cute with Mom or Dad’s finger)
	 •	 Using	a	bright	green,	create	a	footprint	sleigh,	with	the	arch	
  of the foot facing the top
	 •	 Using	red	from	the	thumb	across	the	bottom	of	the	
  palm, flesh tone in the center of the palm and light gray on 
  the fingers, create a Santa print above the sleigh
	 •	 Using	a	writer	bottle,	add:

Holiday SampleS 
tHat Sell!
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	 •	 Triangle	shapes	to	create	the	roofline	across	the	bottom	
  of the platter 
	 •	 A	chimney	and	smoke
	 •	 The	runner	for	the	sleigh	
	 •	 Santa	and	the	reindeer’s	body	
	 •	 Holly	or	bows	to	Rudolph’s	antlers
	 •	 Faces	for	Santa	and	Rudolph
	 •	 Using	a	dimensional	paint,	create	the	fur	on	Santa’s	hat,	
  his beard, and mustache.
	 •	 Using	a	bright	blue,	sponge	the	background
	 •	 Using	a	writer	bottle,	add	children’s	names

FAith FAMily FrienDS
 This bread platter is a great housewarming gift or accessory to holi-
day table scape!
	 •	 Background:		Any	light	color	for	the	background	will	work.		
  We chose light/golden beige paint sponged on the background, 
  using lots of water to give a “water color/muddled” 
  background.
	 •	 Diamonds:		Use	diamond	shaped	sponged	dipped	in	darker	
  gold paint.  Starting in the center, place first diamond stamp.  
  Continue to dip sponge in paint, placing the diamond in a row 
  on the platter.  For the next row, place painted sponge about 
  11/2 inches apart from other row, centering the diamond 
  between the other diamonds on the next row.  

	 •	 Using	“Fabulous	50’s”	font,	print	Faith	Family	Friends	to	scale.		
  Trace onto tissue paper.  Trace tissue paper design onto 
  platter with washable marker.
	 •	 Fill	in	letters	with	fun	writer	(only	one	coat!)	or	paint	
  2-3 coats in black.
	 •	 Add	dots	with	fun	writer	in	between	points	of	the	diamonds.

SWirly FrAMe
 So simple and copied so much!  Using any frame, place circle stickers 
on pottery.
	 •	 Paint	the	entire	frame	green.	
	 •	 Remove	stickers	before	paint	dries	and	the	stickers	get	too	wet.
	 •	 Using	Funwriter	or	dimensional	paint,	paint	red	swirls	in	the	
  circles and add white paint dots randomly on frame.
	 •	 Paint	any	add-ons	and	attach	before	firing.

FAll leAF PlAte
 Our family uses this each year at Thanksgiving... everyone writes in 
one thing that they are thankful for and it becomes part of the table 
setting!
	 •	 Sponge	paint	background	light	tan.
	 •	 Sponge	edges	with	coordinating	color...	pumpkin,	
  green, brown.
	 •	 Paint	add-ons.		Use	“wash”	technique,	painting	leaf	2	coats,	
  then washing off  the surface of the leaf lightly, avoiding the 
  cracks and crevices.  
	 •	 Use	Funwriter	to	paint	some	swirly	stems	in	the	upper	
  part of the plate.
	 •	 Attach	leaves	
  prior to 
  firing.
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    Ceramic
    Source

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
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By Kathy Tavano, Just Wright Designs
 
 “It was fun.  It was a fun, fun place...I can’t stop talking about 
how amazingly fun it was.”  That’s how Kate Gosselin described 
her visit to Marcie Natale’s The Pottery Works studio in Lancaster, 
Pennsylvania.  Kate spent a “Girls’ Day Out” at The Pottery Works 
with her five daughters.  Her husband, Jon, went to the gym to 
work out.  He took their three sons.  Put ‘em all together and 
you’ve got “Jon & Kate Plus Eight.”  The TV show.  
 Not familiar with Jon & Kate Plus Eight?  Airing on TLC, this re-
ality-TV show follows Jon & Kate Gosselin, their 8-year old twins, 
and their 4-year old sextuplets (yes, that’s 6 at once!) while they go 
about their day.  The viewer gets to experience the fun and challenges 
that are part and parcel of a family of 10!  The 
family has appeared on the Oprah, Dr. Phil, 
Ellen DeGeneres, Martha Stewart, and Today 
shows.  According to Wikipedia, it is “...one of 
the most-watched reality series on TV.”
 Marcie Natale was contacted in early 
May by the show’s production company to make arrangements for 
Kate and her daughters (and the filming crew!) to visit the studio 
and paint pottery for a “Girls’ Day Out” episode.  Though not cer-
tain how the production company discovered her studio, Marcie 
says they may have heard her advertisements on a morning radio 
show or read one of the articles written about her studio in the 
local newspaper.  But hear about her, they did.  Taking advantage of 
community resources paid off for her studio. 
 In preparation for their visit, Marcie watched several episodes 
of the show to make sure she was familiar with what the show and 
the family were like.  Marcie describes the show as one that “...isn’t 
looking for drama, just everyday life.  To them, life has its good and 
bad and its mistakes.”
 One thing Marcie learned was that Kate is very neat and tidy 
and doesn’t like messes.  So she scrubbed her already spotless 
studio to ready it for their visit.  The production company called 
just before their arrival asking if they could film in the party room.  
While Marcie’s party room is in a different part of the building 
from her studio and, as such, wasn’t part of the “spit ‘n shine” 
process, it was, of course, perfectly clean.
 Filming was a simple operation.  There was one sound person 

and one camera.  The studio’s lighting was sufficient.  Marcie was told 
not to do anything out of the ordinary, just what she normally does.  
 The girls each painted two items: one fun (puppy, horse, mon-
key, fairy, and bank) and one for the house (sugar bowl, creamer, 
platter, bowl, and teapot).  When Kate was helping the girls choose 
their pieces for the house, she remarked, “Mommy will get all sen-
timental about these pieces.”  Kate herself painted a utensil holder, 
and Marcie helped the girls create a handprint bowl.  Look for 
these works of art in future episodes!  
 In anticipation of the episode’s airing, Marcie revamped her 
website.  This proved to be a smart move.  Before the show, her 
website typically had 15-30 hits a day.  The day the show aired and 
the day following, that number jumped to 1200-1400 hits!  Since 

then, the fewest has been 40 hits in one day, 
but typically each day has hundreds.  Hits 
come from all across the nation-even Ha-
waii.  The concentration of hits is mainly 
from the northeast, with about half of them 
from Marcie’s home state of Pennsylvania.

 Marcie’s studio was twice as busy as usual over the summer.  
She attributes this mainly to the show.  Because she didn’t want 
to turn the filming into a circus, Marcie didn’t spread the word in 
advance.  After the show aired, her customers came into the stu-
dio saying “I saw you on TV!”  They enjoy being able to tell their 
friends, “That’s where I paint!”
 The Pottery Works is located in Lancaster, Pennsylvania.  Visi-
tors flock to “Pennsylvania Dutch Country” to experience the Amish 
heritage, local historical sites, and nearby Hershey.  Many visitors now 
also add Marcie’s studio to their itineraries.  Her studio has become 
something of a tourist attraction.  She says she is amazed when some-
one says they are there “because they saw her on TV.”  People in town 
from other states-New Jersey, Maryland, Connecticut, and New York-
have looked her up and stopped in to paint.  A family of 11 planned a 
weekend trip to the area specifically because one of the kids wanted 
to paint in the place where Jon & Kate’s kids had painted.
 Marcie had to sign a contract saying that she wouldn’t use the 
show in any way to advertise or profit from it.   So, there was no 
advance billing.  And there are no pictures in the studio and noth-
ing on her website bragging about their visit.  The extra attention 
her studio is receiving is a direct result of the show’s airing.

A VISIT FROM KATE AnD ThE gIRlS

I’m glad I have that 
portion of time frozen 

on pottery.

Girls’
Day Out



fun it is to paint pottery!  And if you add reruns, who knows how 
many more new pottery fans there are!
 “Girls’ Day Out” has reawakened people’s awareness of 
PYOPs.  It created a buzz on a variety of online chat boards and 
was a topic of conversation by 30-somethings, parents, sorority/
fraternity members, and teachers to name a few.   
 So...How can you take advantage of the spotlight?  To do its 
part and to help member studios along, CCSA has, according to 
CEO Angie Verburg, “...increased our budget again on Google so 
our ad will come up more too. We kept using up our daily budget 
because so many people were clicking on our ad early in the day.”
 On your part, why not make it your studio that comes to mind 
when people think of painting pottery?  Get your studio name out 
where the Kate & Jon crowd (and more!) will see it or hear it.  (Don’t 
forget, CCSA has many tools to assist you with these efforts.)
	 •	Splurge	for	a	TV	ad	during	an	airing	of	Jon	&	Kate	Plus	8	...	even	
better, while the “Girls’ Day Out” episode is airing! (See http://tlc.dis-
covery.com/tv/jon-and-kate/jon-and-kate.html for date/time listings.)
	 •	Host	a	special	“Girls’	Day	Out”	for	moms	and	their	daugh-
ters to paint their own handprint bowl and other fun pieces.
	 •	Offer	a	special	discount	to	“multiples”	...	twins,	triplets,	etc.
	 •	Create	a	display	of	the	same	items	that	Kate	and	the	girls	painted.
	 •	Run	a	radio	ad	during	the	morning	and	afternoon	car	pool	
and rush-hour commute hours.
	 •	Advertise	in	school	newsletters	and	newspapers.
	 •	Advertise	with	local	home-school	organizations.
	 •	Put	flyers	on	car	windshields	at	ballparks	(if	your	town	allows	it!).
	 •	Place	ads	in	local	parenting	and	kids-fun	magazines.	
	 •	Start	now	planning	ads	that	will	get	“smart	dads”	bringing	
their kids into your studio to paint Mother’s Day gifts.
	 •	Contact	local	morning	programs	about	airing	one	of	their	
shows from your studio so they, too, can take advantage of the Jon 
& Kate experience.
 Asked about the overall experience, Marcie remarked that “It 
was fantastic.  It was definitely worth it.”  She says Kate is even friend-
lier in person than on television.  “She is warm and pleasant.  The girls 
each have such wonderful personalities...energetic and funny.”
 Kate summarized her experience by saying, “I’m glad I have that 
portion of time frozen on pottery.  Without a doubt, all of us are go-
ing back there.  He’ll [Jon] enjoy it too; don’t let him tell you he won’t.”  
To which Jon replied, “I’m gonna make ashtrays and shot glasses...just 
kidding.”  See...there’s a little something to please everyone!
 “It was fun.  It was a fun, fun place...I can’t stop talking about how 
amazingly fun it was.”  Sounds like it was an awfully good “Girls’ Day 
Out!” for Kate, her five daughters, Marcie, and for CCSA.
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 For television viewers, this was just another fun Jon & Kate Plus 
8 episode.  For Marcie Natale, it was her 15 minutes of fame and an 
increase in business.  For the PYOP industry, it was, as Angie Verburg, 
CCSA’s CEO expressed, “Great...Free...National Advertising!”
 Visits to CCSA’s consumer site quadrupled the day after the 
show’s first airing!  In mid-July, Angie Verburg, wrote: “Our con-
sumer site on all of the organic search engines are up 40-70% 
from last month! You notice huge spikes on certain days which 
must be when the show is on.”  
 That “Great...Free...National Advertising!” spotlighted several 
different aspects of PYOP:
 Kate showed how easy it is to take kids to a pottery studio.  
She definitely was apprehensive before they went, “I just couldn’t 
picture turning my five girls loose in a room with paint.”  She pic-
tured them elbowing each other and slapping paint all over each 
other-a concern many parents share.  
 Marcie, the unofficial industry spokesperson for the day, 
showed that this wasn’t a concern.  As the girls donned their 
aprons, she explained that the paint would wash out of clothing.  
Messes were dealt with simply and with a minimum of fuss.  As 
Kate put it, “Marcie and Amanda would refresh and start them all 
over...even Alexis’ water bath, puppy nightmare thing.”  She said 
they probably could have stayed there and painted all day.
 Viewers were also shown how simple the painting process could 
be.  Marcie quickly put them at ease, “There is nothing that you can do 
wrong in painting your piece today.”  She offered a suggestion to Kate 
about using puffy paint and helped the girls create their handprint bowl.  
She also explained that they’d paint that day and then pick up their 
finished pieces in a few days, after they had been fired in the kiln.  
 “Smart dads do that.”  According to Kate, what “smart dads 
do” is bring their kids to a pottery studio to make Mother’s Day 
gifts.  She made a point of requesting that her girls ask their father 
to do just that.  Not willing to leave it to chance, face to face with 
Jon, she said, “I asked Marcie if dads bring their kids there to paint 
a piece of pottery for their moms for Mother’s Day, and she said 
yes, that it is very common.”  Pause.  Silence.  “Hint. Hint.”
 Kate put into words exactly what a PYOP experience with 
kids should bring: “I realized that someday I’d be fighting them to 
keep those pieces because it’s forever caught in time...like how 
awful Alexis did her dog or Hannah did her horse.  That’s today, 
and it’s saved for always, which is awesome.”
 The show has brought national spotlight to PYOPs.  Wikipe-
dia reports that the Jon & Kate show “...draws in an average of 2.5 
million viewers per episode...”  So just think, in the first viewing 
alone, it’s possible that 2.5 million viewers saw just how much 

“We were also slammed all day today, lots of families with Dad in tow. We were seating in the party room.” 
Bonnie Karet, Mud Monkey Pottery and Art Studio, Ormond Beach, Florida

“We have customers here today who are first timers who saw the show. Great exposure!!”  
Karen McNulty, Mud Pie, Cranberry Township, Pennsylvania

“I’ve had 2 customers come in and paint saying that they saw the show and didn’t know we existed in Roanoke!!!!! Thanks Jon and Kate!” 
Pam Berberich, Glazed Bisque-It, Roanoke, Virginia

“Even over here in Canada, Jon and Kate Plus 8 is bringing them in! And yes they are re-running them! I saw the episode for the first time 
on Monday night. The exposure is sure welcome! Thank you!!”  Tanya LeBlanc of Ceramics Canada in Oshawa, Canada

Here’s what some of you are saying on CCSA’s Chatter:
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By Michael Harbridge, Artist

Fired on ceramicS
Frit Glass
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MAteriAlS liSt:

clay: by continental clay
 • Low-Fire White Moist 

colors: by Mayco
 • SC-76 Cara-bein-Blue
 • SC-13 Grapel
 • S-2000 Natural Clear Dipping

Mold: by cardinal designs (Mayco)
 • CD-914 Round Slump 
  (A bisque bowl will also work)

Glass: by slumpy’s
 • 96 COE Neon Orchid Medium  Frit
 • 96 COE Cotton Candy Grape 
  Opal  Medium Frit
 • 96 COE Dark Blue Medium Frit
 • 96 COE Violet Medium Frit

Brushes and tools: by Royal & langnickel 
 • R825-12 Stiff Fan
 • RD67 Wipe Away Tool Set
 • 2005 Synthetic Sponge
 • RSet-Pot8 Wooden Pottery Ribs
 • RSet-Pot5 Large Ribbon Tools
 • RSet-Pot6 Complete Pottery Set

Miscellaneous:
 • Assorted Plastic Lids (Various sizes)
 • Slab Roller or Rolling Pin 
 • Canvas 
 • Pencil 

 steP 1: Use the wire clay cutter from 
the pottery tool set to cut off a slab of clay. 
Place the clay on a  sheet of canvas and roll 
a clay slab (large enough to cover the slump 
mold or bisque plate) with a slab roller or 
rolling pin. Cut to the shape of the bisque or 
slump. Since part of the clay will be carved 
away, it’s best to roll the slab to around 1/4-
inch thickness.  You can also puzzle the piece 
by pressing small chunks of clay over the sur-
face, overlapping each slightly.

 steP 2: Drape the clay slab inside the 
slump/bisque and use a sponge to press the clay 
down against the surface. Press out any folds in 
the clay. Use the sponge to press the chunks of 
clay if you puzzled the shape. You don’t want to 
see any areas where the clay overlapped. Do not 
allow the clay to go over the outer edge of the 
mold/shape. The clay will shrink as it dries and 
can crack if it can’t pull in from the outer edges. 

 steP 3: Gently press various shapes of 
plastic lids into the clay just enough to make 
an impression.  Start with the largest and 
work your way to the smallest in the cen-

ter of the shape. These lines will be used as a 
guide for carving areas away.

 steP 4: Use various ribbon tools to 
carve grooves about 1/8-inch deep where the 
glass frit will be placed.  Carve additional lines 
around the edges and between the carved 
areas where frit will not be added. Glass frit 
can only be placed on flat areas, not on the 
sides since it can slide or move in firing when 
placed on vertical surfaces. 

 steP 5: Use a wooden rib to make in-
dentations along the outer edge of the bowl. 

 steP 6: Hold a rib tool upright and 
press it gently into the clay rings in the center 
of the shape, working your way around so the 
indentations radiate from the middle.

 steP 7: Allow the clay piece to remain 
in the mold/bisque until it is firm enough to 
remove and keep its form. Place on several 
layers of newspaper or on a piece of drywall 
and allow to dry thoroughly. Once completely 
dry, fire to cone 04.

 steP 8: Use a Stiff Fan to apply one coat 
of Grapel to the entire surface of the shape. 
Use a damp sponge to wipe back the color, 
leaving color in the crevices and grooves. Let 
dry. Apply one coat of Cara-bein-Blue to the 
outer edge of the shape going in about one 
inch. Dip in Natural Clear coating the entire 
surface. 

 steP 9: Fire to cone 06. 

 steP 10: Use a spoon to scoop frit into 
the carved areas. Overlap each color slightly 
so it looks like one color flows into the next. 
Use the Wipe-Out Tool to push loose frit out-
side the groove into position. Heap the glass 
since it will compress slightly when fired and 
thin areas could expose ceramic surfaces.

 steP 11: Stilt the shape, place it in a 
kiln and fire at 500 degrees per hour up to 
between 1,400 and 1,450 degrees Fahrenheit. 
You don’t want to heat the glass to the point 
of completely melting.  It should be heated to 
the point of tack fusing where the glass soft-
ens enough to round edges and bond to the 
ceramic surface.  Every kiln fires differently, so 
start looking inside the kiln at around 1,400 
degrees and turn the kiln off when it reaches 
the proper fuse. 

 For additional information regarding this technique, 
contact the artist at: P.O. Box 108, Iola, WI 54945; 
715-281-2787; mike.harbridge@royalbrush.com
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By Teresa “Teddy” Wright
Mayco Studio Program Coordinator

 Promotions are essential for the success of a retail busi-
ness.  A promotion develops customer interest in what you are 
selling and then converts this interest into a sale.  A promotion 
is not a sale.  Also, don’t confuse advertising with marketing 
and promotions.  Advertising is paying for an ad in a newspaper, 
radio, magazine etc.  Read on for help in running a successful 
promotion.
 I’m not a fan of the continuous sale: Twofer Tuesday, Wacky 
Wednesday, Funky Friday, etc.  Discounting your product every day 
gives the message to the customer it is not worth paying full price.  
There are other techniques you can employ to get customers to 
pay full price for your product and services.

keeP in MinD A SuCCeSSFul ProMotion Will:
 3  Create curiosity
 3  Give information
 3  Entertain customers
 Remember, you want your customer to do your advertising 
for you - word of mouth.  To get them talking, you need an inter-
esting promotion.  The more interesting - the more they will talk.
 Constantly be on the lookout for clever ideas.  If you are 
like me, everywhere I go, I look for inspirations.  Every store dis-
play, promotion, radio spots, TV spots, and news paper--I’m always 
looking for a good idea.  That’s where I came up with Diva Night 
- Viva Las Divas in Las Vegas.

beFore you StArt A ProMotion keeP 
theSe queStionS in MinD:
 3  Will it increase sales?
 3  Will it increase awareness of your business?
 3  Will you add new customers, the type that is good 
   for the store?
 3  What kind of free publicity will it generate?  
   We love publicity - it is free!
 3  How much will it cost?  This is not about spending 
   money; it’s about how creative you are.  Your goal is 
   to spend nothing.
 3  Will it be fun for both the customers and the employees?
 3  Is it easy to understand?  Promotions that are too 
   complicated rarely work.  Keep it simple.
 3  Will the promotion create curiosity?
 3  What is the news angle?  Would a reporter write a 
   story about it?
 Asking yourself these questions will help you focus on the pro-
motion and get the most bang for your buck.  Some promotions will 

Position Yourself for 
Success by Promoting 

for Fun and Profit
PRomoTioN 
ChECk liST:

 r  What is the manpower commitment, and do you 
   employ people that can execute the promotion?
 
 r  What is the lead time required?  Make a timeline 
   of all of the steps required from start to finish.
 
 r What is the budget requirement? Hopefully, it 
   will cost you virtually nothing.
 
 r  Where will the promotion take place?
 
 r  How will you inform your customers, employees,  
   and new customers or prospects?  What form 
   of advertising and PR tools will you employ?
   3  Email blasts?
   3  Bag stuffers?
   3  Signs in the studio?
   3  Direct mail?

 r  What is the goal?  What are you trying to 
   accomplish?  
   3 Of course, making money is the main reason, 
       but what is your $ goal for this promotion?
   3  Increasing awareness?
   3  Community involvement?

 r  What kind of record keeping will you do to 
   record the event history?

be better than others, and that’s okay.  You just want your business 
to become a place where things are always happening.
 you don’t want to motivate customers only by price!
 After the event, don’t forget to sit down and determine how 
you could improve the event for the future.
 Are you looking for promotions that work? Mayco Creative 
Studio members can access the Business Development archive 
for ideas. The CCSA chat board and marketing section are full of 
promotional ideas other studios have run.
 Catch the fun with a good promotion!



46  Winter 2008   Today

Simple techniques that studio owners can use for 
training new employees and customers as well.  

You’ll f  ind the basics plus those beyond the 
“unusual” pottery painting techniques as well as 

a basic spiel for your employees.

TERRif iC 
TEChNiquES 

foR PAiNTiNg PoTTERy

GLASS FUSING
TerrIFIc TechNIqUeS For

Terrific Techniques for Glass Fusing 
offers 28 segments covering 
everything from the technical 
aspects of glass to setting up 

your studio and includes 
14 glass fusing techniques. 

Terrif ic Techniques for 
Painting Pottery offers 18 

pottery painting techniques, 
from the basic brush strokes 
to painting the eyes to the 
latest technique trends like 
bubble painting and more.  

Contact person: _________________________________________

Studio Name: ___________________________________________

Address : _____________________________________________

____________________________________________________

City, state, postal code: ____________________________________

Country: ______________________________________________

Telephone: ____________________________________________

Fax: _________________________________________________

Email: ________________________________________________

Website: ______________________________________________

By signing this application, I agree to use CCSA Glass or PYOP Techniques Video 
for my own business only and will not share information or images received from 
CCSA with any other person or business who are not members of  CCSA.

____________________________________________________
Name and Company       
                                     

____________________________________________________
Signature 

You maY PaY bY check (in uS FundS) and mail To:
ccSa, 1099 e. champlain, Ste a #143 Fresno, ca 93720

You maY PaY bY ViSa/maSTercard bY FaxinG To:
559-298-8943

MC or Visa #: __________________________________________

Expires: ______________________________________________

Security code: __________ The last 3 numbers on the back of  your credit card on the signature line.

Billing address for credit card: _______________________________

Postal code: ___________________________________________

Name on card: __________________________________________

Signature: _____________________________________________

Terrific Techniques for Glass Fusing  ...............Qty _____ @ $95 = _______ 

Terrific Techniques for Painting Pottery  .........Qty _____ @ $95 = _______ 

 ToTal:_______________ 

CCsa dVd 
order Form

For a limited time only 
buy both dvds for only 

$170: a $20 discount!

You’ll find the basics and advanced in the techniques 
demonstrated by Chinook Graham, studio owner 

and Glass Fusion Designer. Technical aspects such as 
cutting glass and programming the kiln are shown as 
well as a customer introduction spiel that really works!
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Happy Holidays from Bella!
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U n l o a d i n g 
the Kiln in My Mind

by Richard Morse, 
Petroglyph

 Close your eyes.  No, wait!  Keep them open for a moment longer.  
Read this; then I’ll have you close them again.  Picture in your mind the 
absolute worst customer that has ever darkened your door.  The pain 
in the burro, scrutinizing, most annoying and hard to deal with customer 
you have ever met in your life.  Okay, now close your eyes for a minute 
and really envision your last encounter with this behemoth of bad.  
 Are you back?  Great!  Good job.  Now, picture that same 
encounter, but this time be warm and cordial to them.  Treat them 
like they are your favorite movie star or a member of the royal 
court.  Dote on them.  Do extra things, maybe even things that 
might bend or break the rules.  (Yes, I do like to condone breaking 
your own rules sometimes.)  
 Why am I having you treat them kindly?  Because the worst 
that can happen is that your customer will stay just as they were 
and walk out as curmudgeonly as ever.  However, what if you exact 
a change?  What if this time, as they walk out, they smile and thank 
you for a wonderful time?  They feel better about things, and for a 
bit, you have had a real positive effect on their lives.
 Now the question may occur: Shouldn’t you be this way to 
your better customers and let the haggish ones slide away with-
out a care, hoping that maybe they will crawl back under the rock 
from which they came, never returning to torture you again?  
 Of course you should be this way to your “better” customers.  
Aren’t you already?  Come on, you’ll do anything for them because 
they make you feel good.  They are already wonderful to you, and 
you are already wonderful to them.  It’s a breeze to be nice to them, 
and they keep returning to grace your studio to brighten your day.  
They may even bring you a non-fat, two-pump mocha with an extra 
shot, whipped cream, and a cranberry walnut scone with brown sugar.  
Sigh... they are so great...mmmm.  Sorry, I got distracted for a moment. 
The point of this is that your “better” customers are easy to deal 
with, will forgive you your faults and mistakes, and will return without 
a second thought.  They are your bread and butter.  
 If you have a difficult customer, however, it is twice as 
hard to convince them that your studio is the place where 
they should unload gobs of cash.  They are more likely to 
try something, then decide that it wasn’t that great and try 
something else.  It is your job to make their experience 
so incredible that they have no choice but to return.  And 
return to spend oodles of cash on everything from a day 
of painting with the kids to a party for their 102-year-old 
grandmother.  Yes, they might be a bit demanding, but if 

they return with money 
that looks the same as 
the money that current-
ly resides in your till, you 
want them to return. 
 What if you have cast 
off a few of these dirty birds in 
the past and they haven’t returned?  
What if, just what if, each one of 
those that hasn’t returned made just 
one more visit to your studio?  What is 
the exponential factor of imaginary cus-
tomers to imaginary money?  Only you 
know, but I imagine it’s pretty high.
 The hidden bonus to this is that they 
will tell their friends and relations “...how 
fabulous their visit was to this wonderful 
little ceramic boutique...”  To hear such 
fantastic praise from someone that doesn’t 
easily hand out compliments is like music.  
Sorta like the sound the cash drawer 
makes as it opens.  Their friends and 
relations will be drawn to visit you.  
They will want to meet the person 
responsible for such a reaction 
from this normally reserved 
and admittedly Grinch-like 
individual.  A compliment 
from someone that is this 
difficult to please is twice 
as sweet and even more 
profitable.

Making the Cash Register Ring 
with DiffiCult CustoMeRs

It is your job 
to make their 
experience so 

incredible that they 
have no choice 
but to return. 





50  Winter 2008   Today

International 
News

By Moira Strickland, Garage Ceramics, UK

 Sitting in the lobby of the fabulous Arizona Biltmore early Mon-
day evening, it occurred to me that the atmosphere was different.   
There were still loads of people around, but they all seemed to be 
in small, self-contained groups, very little interaction, low level en-
ergy - the CCSA roadshow had left town.  There were no shrieks 
of delight as old friends were recognized and no exclamations of 
pleasure at meeting Chatter buddies face to face.

 International members came from far and wide--seven studios 
crossed the border from Canada, four came from England, one 
from Ireland, one from Scotland, two from Israel, one from New 
Zealand and one from Colombia, one from Austria, one from the 
Netherlands, and one from West Indies.  Pam from New Zealand 
travelled far, carrying her glass birds for the auction, and bring-
ing with her a novel 
way of describing 
slip pouring.  Cindy 

P H O E N I XAn International Experience
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and Segal travelled from Israel; Segal’s unique mixing of paint tech-
nique needs to be witnessed: shake hard and then let it fly.
 Many of us internationals shared the same very positive ex-
periences:~~ Water pistols in the pool as unsuspecting studios 
ambushed?  Rumours of Ghost moments in the Exhibition Hall?  
Ask Segal.  ~~ Seeing so many suppliers in one place - fantastic.  
~~ Having three of our UK suppliers present to walk the exhibi-
tion with - fabulous.  ~~ The classes, both technical and business 
- so useful (although some of the business classes were more ap-
propriate to US studios).  ~~ So much generous sharing of infor-
mation by other studios - priceless.  ~~ The auction, being part of 
that and helping to raise so much money - a privilege.
 On that note, I must single out Dish from Reigate in the UK.  
Did those girls have a great Convention or what?  Their two pieces 
fetched nearly $1,000, with Andy’s piece being bought as a birth-
day present for Colleen from Mayco.  They won the best portable 
display and got an honorable mention in another category.  And 
they got an upgrade on the flight home!  Another International 
member, Ivonne from Create Pottery in Holland, won the best 
window display award.
 We international members are not able to share in some of the 
privileges of membership, like the special show offers.  We also can’t 
take advantage of free shipping offers from suppliers, as these specials 
tend to apply only to US studios.  Legal and accountancy information 
does not work for us necessarily.  On the whole, however, the Inter-
national members who I have spoken to, both at the Convention and 
since, like being members and get a lot from the publications and the 
website and, of course, the fantastic Chatter Board.  
 Thank you CCSA for a great time - hope to join you at Con-
vention again soon.

 I think it will be very helpful for international members to 
know that in the Convention of the CCSA there is so much 
information for exploratory, new studios and open studios that 
is valuable to consider going to Convention and to go with 
someone of your own country.  There are so many classes and 
things to do, that is worthy to have all the information to bring 
with you home! 
 My first year, I tried to absorb everything, I met wonderful 
people--studio owners, vendors, and distributors--and confer-
ences.  They are all more than happy to help you, and they let 
you know that you are welcome to share or to give all the 
information you need.
 There are two problems that I experienced: 
 First, When you have the idea of opening a studio in your 
country, you will need to import all of the merchandise or maybe 
some things that you want in your studio that you can´t  find in 
your local distributors or in your local suppliers.  Well... in my 
case, the problem was that I didn´t know how to import orders 
to my country.  I was in charge of a huge operation for the first 
time and I didn’t know how to do it, or I didn’t have this informa-
tion onhand when I went to Convention and I felt lost.  I strongly 
suggest that if you are thinking on opening a studio and you are 
planning to go to the Convention next year, take with you all the 
information regarding this topic, and you will be safe, confident 
and knowing that if you want something, you are going to be able 
to order it with all the discounts  and have it sent home.
 The second problem that I had was that I´m not an accoun-
tant or a lawyer (as most of the studios owners) and taxes, regu-
lations, and paper work of your city or country are completely 
different in the United States.  If you have the information on 
how to open a studio with the law of your country, the paper 
work, taxes, etc, you will be in charge.  It took me several months 
to understand the procedures, getting the lawyers, the accoun-
tant, the specifications of the products and sending them to the 
office of inspection of my country.  There is a little bit more to 
know when opening a studio in a different country, so I encour-
age you to BE IN CHARGE of everything, and understand and 
know the procedures, the freight, fees, taxes, and all the informa-
tion regarding how to open a studio in your country!! 
 Maria Carulla, Magic Paint, Bogota, Columbia

A note 
from 

Bogota, 
Columbia

Scenes from the International Reception
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 Congratulations to Denise Oliver, Melanie Malsam and Laurie 
Kneisley! They are our first three members (as of mid October) 
to have passed the two Core Tests, obtained the required amount 
of points to complete the CCSA Continuing Education Program, 
and completed the enrollment form.

GrADuAteS:
•  Denise Oliver
 The Playful Potter, Reno, NV
•  Laurie Kneisley
 FireWorks Art Café, Damascus, MD
• Melanie Malsam
 Creative Clay Inc. Bismarck, ND

 Denise, Melanie and Laurie have now each received the Cer-
tificate of Completion for the Core Tests, Graduate Certificate, 
and Graduate Window Cling.  In addition, their listing on the 
CCSA Studio Locator has been updated with the CCSA Continu-
ing Education Program Graduate logo.
 As CCSA Continuing Education Program graduates, Denise 
and Laurie are now required to complete one or more of the fol-
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lowing to maintain their CEP credentials (they must also maintain 
a current CCSA membership):
 •		Attend Convention at least every other year  
 •		Attend a CCSA approved pre-Convention or Convention 
  class worth at least 2 CEC(s) every other year 
	 •	 Attend	and	pass	an	approved	class	at	a	local	community	
  college or technical school every other year

 We now have over 100 members who have earned their 10 
credits at Convention or Convention combined with a previous 
CCSA profitability class.  They can now become certified by com-
pleting the enrollment form and passing the two Core Tests. 
 If you do not yet have your 10 credits, you can still earn your 
Core Certificate by completing the enrollment form and passing 
the two tests.  Then, when you’ve earned the points through out-
side classes or next year’s Convention, you’ll be a Graduate.
 We will also be establishing online courses next year for 
members who want to earn more credits towards CCSA Certifi-
cation.
 Please feel free to email me at cep@ccsaonline.com if you have 
any questions about your status or how the program works.

CCSA CongrATUlATES oUr 
FirST ThrEE grADUATES!

CertifiCation Update
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TECH 
TALK

Preparing Your 
Kiln for the 

holiday Season
By Jim Skutt, Skutt Kilns

With the holiday season 
coming soon, studio owners 
need to ensure their 
equipment will give good 
service during this busy 
time.  Below are a few tips 
to make sure your kiln is 
ready for the Holiday season.

r 1.  Make sure the kiln is centered on the stand   
  and that the stand is stable. 
  Remove objects from around the kiln that are  
  trip hazards or inhibit loading.

r 2.  Vacuum the kiln with the brush nozzle of a 
  vacuum. Remember to vacuum the brick  
  grooves. If you have difficulty removing debris 
  inside the grooves, use a narrow wand-type 
  vacuum cleaner nozzle being careful not to 
  scrape the brick walls.

r 3.  Vacuum around and under the kiln: floor, 
  shelves, and walls. This keeps the kiln interior 
  cleaner and adds life to the vent motor.

r 4.  Check the kiln wash on shelves and kiln 
  bottom for cracks and bare spots in the 
  coating. Remove any glaze drips. Reapply 
  kiln wash if needed.

r 5.  Check the power cord and outlet for heat 
  damage. Has the cord touched the side of the 
  kiln during firing? This will damage the 
  cord insulation. Replace the cord set or wall 
  outlet that shows signs of heat damage.

r 6.  Make sure elements are not bulging out of 
  the grooves. Repair if  necessary.

r 7.  Kiln Downdraft Vent: Check the aluminum 
  vent duct for leaks.

r 8.  Digital kilns: Make sure the thermocouple 
  extends far enough into kiln.  For most models 
  the thermocouple should extend at least 1” 
  into the firing chamber. Run a test firing using 
  an Orton Self Supporting cone on a shelf 
  adjacent to the thermocouple. If the cone 
  is melted on the shelf the thermocouple 
  should be replaced before you fire any more 
  products.

r 9.  Check that all the lid hardware is tight 
  including screws and lid bands.

r 10.  If the firing time is significantly longer than 
  normal (e.g. 2-3 hours longer than normal) 
  it might be time for a new set of heating 
  elements. Discuss this with the manufacturer, 
  your kiln repair person or your local distributor.

 Beyond these basics there are some decisions that 
need to be made on how to handle parts like elements, 
thermocouples, and relays that have a certain life expec-
tancy.  Studio owners can opt to replace their elements, 
relays, and thermocouple every year to prevent these 
items from failing during the Holiday season.  This type of 
maintenance may cost more in the short run but it pre-
vents possible issues later.  Or studios can have some ba-
sic spare parts available in the studio including elements, 
relays, and thermocouples.  If the studio maintains the 
spare parts in the studio, they are able to repair the kilns 
much faster.  They can either repair the kiln themselves or 
have the parts on site for a repairman to come immedi-
ately so they do not wait for parts from the factory.
 A kiln is a piece of capital equipment and essential 
to the operation of a studio.  If it is maintained well it 
will offer years of reliable service.





ing, and I can use all the help that I can get! 
 Another perspective that the authors highlight is that “if you 
focus only on managing costs, your business will never grow.”  
We all need to understand and manage our costs.  More im-
portantly, we need to constantly keep our eyes on the ball to 
increase our income.  This requires unending efforts to come 

up with new sources of revenue and new 
customers to reach out to. 
 Did I learn lots of new ways to gener-
ate business reading this book?  Not really.  
However, I believe everyone can benefit 
from some motivational reading and in-
sights now and then to keep them focused 
on their goals.  
 It’s important to coach your staff and 
be the right kind of leader to steer your 
business in the right direction.  I was able 

to borrow a few “one-minute insights” to take back to my staff 
to redirect their efforts and get them charged up for the busy 
months ahead.
 Here’s to a busy and prosperous Winter season!
 Till next time....

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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 Running short on time and need some ideas to get your 
creative juices flowing?  Ken Blanchard, Don Hutson, and Ethan 
Willis share their secrets to creating and sustaining a successful 
business in their recent book,  “The One Minute Entrepreneur.”  
Blanchard is a motivational speaker, Hutson has an innovative 
training firm, and Willis specializes in entrepreneurial coaching.  
Together they have compiled an easy read 
(just a few hours) that highlights issues we 
all face and offers a wealth of “one minute 
insights” to help us focus on the big pic-
ture. 
 An “entrepreneur” is a person who 
organizes and manages any enterprise, es-
pecially a business, usually with a great deal 
of initiative and risk.  That description fits 
just about all of the contemporary studio 
owners that I’ve met over the past decade.  
The authors start out talking about the entrepreneurial bug, em-
phasizing that you need to “dream big” but at the same time 
stating “if no one will pay you to do what you love, you have a 
hobby, not a career.”  This is particularly “on point” advice in our 
current, struggling economy.  Personally, I’m in this to make a liv-

It’s important 
to coach your staff 

and be the right kind 
of leader to steer 
your business in 

the right direction. 
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