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Dear Members,

 You can’t escape it. You hear about it everywhere. It’s in the news, it’s in the paper, and everyone 
is talking about it. “It” is the state of the economy.  Although some areas have been affected more 
than others, it is something that we as small business owners need to face.
 Here’s some good news. The CCSA Financial Survey shows that of the studios that replied, 
77.5% had sales equal to or greater than last year’s.  And many of you have told me that you had 
the best holiday season in your business’ history. 
 It’s indisputable that there are people who are suffering economically.  We’ve often said 
that “painting pottery is cheaper than therapy and a lot more fun!” In these turbulent times,
 it may ring more true than ever. Our studios can be a place for our customers to escape 
their everyday trouble and stress.  We can survive and thrive.
 I’ve been listening to some of you and sharing ideas. Here are some ideas 
that may help you through these turbulent economic times:
 •   Where can studio owners de-stress? Talk to fellow CCSA members, both studio and 
  supplier, for advice and ideas. Take advantage of the CCSA website and chat with 
  other studio members. Check out supplier websites for ideas.
 • Meet with other studio owners and share marketing ideas. Form a group where you 
  can freely share ideas. Desperate times call for innovative ways to conduct business and 
  you may find innovative ideas in brainstorming sessions with fellow studio owners. 
  You might also develop some co-op advertising.
 • Cut costs anywhere you can. Cut out non-necessities and run a lean, more efficient operation.  
  And chip away at any debt you might have.
 • Step up your marketing efforts. Revisit the 365 Marketing Ideas that the CCSA sent out in fall 2008. 
 • You may want to reduce your inventory levels, but be careful not to lose sales due to outs. 
  And have a sale on any slow moving pieces to free up those inventory dollars. 
 • Customers are looking for deals. Try a Frequent Buyer program. 
 • Visit the Small Business Administration for assistance. One of their partners, SCORE 
  (Service Corps of Retired Executives) will assist small businesses with business counseling 
  and training. Check out the SBA website http://www.sba.gov/services/counseling/index.html 
  for more information on these and other services.

 Your Board of Directors had our strategic planning meeting in January.  We are seeking 
ways that the CCSA can help members develop more profitable businesses.  We are also 
developing promotions to help members promote their studios.  One program which gives 
CCSA members a discounted rate with Constant Contact was unveiled in December. 
 Please let us hear from you. Share your innovative ideas with your Board of Directors. 
We are here to help and we appreciate your input.  We’re all in this together.

Sincerely, 

Sandi Kirkwood
President
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Dear CCSA Members,

 There is a need to acknowledge the elephant in the room... As small businesses in a shrinking, 
global economy, our success depends on how we can thrive in the face of the challenges and 
competition facing us today. 
 The CCSA recognizes the concerns and challenges you may have.  Please know we are 
dedicated to providing you with the services that will enable you to be successful, even in these 
troubling times.  The good news is that our industry can thrive in economic downturns.  
In fact, over the past 50 years, the ceramic industry has shown this time and time again.

We Have advantages tHat no otHer retaIl Industry Has:

 • Socialization - a fun and creative opportunity to socialize with friends and family
 • Personalization - gifts from the heart that are also functional
 • Relatively low prices

 By focusing on these advantages, we can remain successful or become even 
more successful.  Please see some strategies for this on page 30. 
 As your association, the CCSA is well positioned to help you navigate in today’s 
economic climate.  We will continue to offer you services that will keep you competitive.  
We will also continue to advertise your studios through the internet and other avenues.  
In fact, in 2008, an average of 300 new consumers per studio member visited our Find A Studio 
page as a result of our advertising and promotion.  This benefit alone more than pays for your 
membership in the CCSA.
 It may be time for you to regroup and reevaluate your strategic or marketing plan.  
Your current plan, assuming you have one, may be moot in light of the vast changes in the last 
several months.  Reevaluate the relevancy of your plan and begin to restructure your goals for 
the next one to three years.  Ensure that you are offering your customers the very best that 
you can deliver.  Creating new pricing and promotion strategies may be key to this.  
 The articles in this issue of the CCSA Today are especially important to review.  
By focusing on great customer service through great employees, by focusing on new pricing 
and promotion strategies, by keeping advised of consumer trends, and by focusing on new 
techniques and products, you will have the advantage you need to thrive 2009 and in the 
years to come.
 Finally, I offer my services to any of you who would like to chat.  Please call me at any 
time to talk about your market, your studio, benefits you’d like to see, or for any other 
reason.  My direct line is 888-291-CCSA, ext 6.  
 By working together as a team, we will all insure our success!

Sincerely,

Angie Verburg
CCSA CEO 
Your Partner in Success
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by Sylvia Palmer, At The Clayground

 We’ve all been told that we must give 110%, not just 100%, in 
order to succeed.  Why not try a different approach?  Why not try 
the 212o approach?
 In the book, 212o, The Extra Degree, How To Achieve Results 
Beyond Your Wildest Expectations, The Way To Think, The Way To 
Act, S.L. Parker describes the importance of striving for that one 
little extra effort.  By using the example of the temperature at 
which water boils, Parker brings to light what can be achieved 
with just one more degree.
 As Parker writes, “At 211o, water is hot.  At 212o, it boils.  And with 
boiling water, comes steam.  And with steam, you can power a train.”
 In this compact book, Parker combines examples of the most 
narrow of margins resulting in winners and inspirational sayings 
from well-known individuals.  The second half of the book gives 
ideas for living the 212o way; actions that can help you live up to 
your full potential.
 During times when tunnel vision can easily set in, 212o can 
provide the motivation to pull you through any rut, turn your hot 
water into steam, and use that steam to power your business!

the extra 
degree212O
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 by Alyson Dias, Duncan Ceramics

trend 
FLASH

A continuing 
series on design 
and style trends 

which affect you 
and your studio.

 Do you read Tiger Beat and Bop magazines???  If not, you should.  
Yes, the magazines still include tear-out wall posters of the hottest 
tween idols (The Jonas Brothers have been the main feature for the 
last three issues), but more importantly, a monthly subscription to 
these magazines will provide you with insight into the tween mindset.  
The celebrities featured in these magazines are those that your tween 
consumer is trying to emulate.  The trends that they set are either due 
to their personal style or the style of the characters that they play.

CelebrItIes and tHeIr trends:
 ashley tisdale: Actress and singer, most notable for her 
role in the Disney High School Musical trio of films, Ashley is a 
girly-girl passionate about pink stuff.  Her long blond hair is always 
perfectly curled, and her wardrobe is full of ruffles, crystals, and 
lots of color.  
 trends: the color Pink, small dogs, sequins, bows 
 
 Jonas brothers: Joe, Nick, and Kevin are the major tween 
heartthrobs of the moment, and they are enjoying the sweet suc-
cess of their third album.  The boys have maintained an impeccable 
fashion style, wearing everything from vests to madras button-down 
shirts to fitted blazers and even the occasional summer scarf.
 trends: traditional menswear with a young attitude, promise 
rings, stripes, plaid

 Miley Cyrus: Actress and singer, aka Hannah Montana from 
the same-named Disney television show, Miley is a legitimate pop 
star and rock star.  She has staked her claim on success since her 
television show debuted in 2006.  Since then, her name and image 
have been plastered on everything from clothing to makeup to 
room décor.  In 2008, Time magazine listed Miley as one of the 100 
most influential people in the world...she is a serious force.  Miley 
is a trendsetter, not a follower...she can get away with any fashion 
statement, and the fans will follow.
 trends: skulls, peace signs, neon colors, leather jackets, glit-
ter, smiling, best friends

 taylor swift: While country singers don’t typically double as 
pop stars, Taylor has been a regular feature in numerous teen gos-
sip websites and publications.  Her relationship (and subsequent 
breakup) with Joe Jonas certainly helped fuel the gossip magazines 
and kept her on the front pages.  Her personal style is natural and 
romantic.
 trends: cowboy boots, white eyelet dresses, black gloves, 
heart tattoo, romance

 vanessa Hudgens: As an actress and singer, Vanessa made 
a splash as Gabriella in Disney’s High School Musical.  She is cur-
rently a spokesperson for Neutrogena, Sears, and Ecko footwear.  

ashley tisdale
Jonas brothers Miley Cyrus



Her personal style ranges from sweet to sassy to edgy.
 trends: dresses, zebra print, headbands, bows, florals, fedora hat

 Zac efron: Actor and singer Zac 
Efron jumped into the spotlight with his 
role as Troy in Disney’s High School Musi-
cal.  His clean-cut look and image won him 
a spot in the coveted People magazine “100 
Most Beautiful People in 2007” list.  In Au-
gust 2007, Efron was the most searched-for 
celebrity at imdb.com.  Look for Efron to 
remain in the spotlight as he remakes Foot-
loose this spring.
 trends: skinny ties, fitted suits, clean-
cut look, dancing

tWeen MagaZInes:
 Bop
 Discovery Girls
 Girl’s Life
 J-14
 Six78th 
 Tiger Beat
 Twist

PraCtICal aPPlICatIon:
 So now you’re wondering how to apply this information to 
your studio, right?  Here are a few ideas...
 Choose the right bisque.  Look for cupcakes, cute skulls (Scary 
skulls are out for this consumer), stars, hearts, wall plaques, and 
small dog breeds.  Create a tween section of bisque with brightly-
colored finished pieces.  Pssst...we hear that tween girls love blue, 
pink, purple, and black!

 Pop star Parties - 10-13 year old girls don’t want princess 
parties...they want pop star parties where they can live the life of 
Hannah Montana for an afternoon.  What’s the difference between 
princess and pop star?  Less pink and more black!
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 disney tv nights - Tune into Hannah Montana, Suite Life 
of Zack and Cody, The Cheetah Girls, or any other Disney televi-
sion show and invite tweens into your studio for a paint night.  

End the night with karaoke, and you’ll be-
come a rock star studio owner!

 american Idol nights - The show 
has become a cultural phenomenon, bring-
ing friends together twice a week to watch 
people reach for their dreams.  Why not bring 
those friends together in your studio to paint 
while cheering on their favorite singers?

tXt Msg:
 I must admit that while I know many 
of the text messaging shortcuts, a new one 
threw me for a loop...”idk.”  I now know 
that it stands for “I don’t know.”  If you 
are trying to reach the tween market, you 
should try text messaging - and I don’t 
mean only through a cell phone.  Tweens 

are reading, writing, and speaking in text message, so your com-
munication will best be heard through text.  Check out www.
netlingo.com/emailsh.cfm for a list of test message codes.

last Word:
 I’ve concluded almost every trend article and presentation 
with the same advice - you must get in touch with YOUR consum-
er - and this time is absolutely no exception.  The tween market 
is confusing, and there is definitely no one-size-fits-all marketing 
approach.  You will be most successful when you understand the 
tweens in your market - who they are, what they like, what they 
don’t like.  And you’ll be most successful when you use them to 
spread your message.

For questions and comments concerning this column, email Alyson Dias 
at adias@duncanmail.com or check out her blog at www.duncanfash-
iongirl.blogspot.com.

If you are trying to 
reach the tween market, 

you should try text 
messaging - and I don’t 

mean only through 
a cell phone. Tweens are 

reading, writing, 
and speaking in text 

message, so your 
communication will best 
be heard through text.

taylor swift

vanessa Hudgens
Zac efron
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By Teresa “Teddy” Wright, Mayco Studio Program Coordinator

 One of the most frequent questions I receive from studios, 
seasoned and new, is “How do I price this?”  
 Because the business side is never quite as fun as the market-
ing and promotions side, we’re going to break down the answer to 
this question into bite-sized pieces.  It will make this dry subject 
easier to swallow.  Ok, there are a few business geeks out there 
that will love this topic, so read on my friends.
 Here’s the beauty of pricing - one size does not fit all.  An 
across-the-board 4-times markup or an 8-times markup on every-
thing will not meet the customers’ needs and possibly not reach 
the profit margin you desire.  All customers have different needs 
at different times.  So, for you to meet the customers’ needs and 
for you to make a profit, you will have different pricing strategies.  
Don’t stop reading!  It’s not going to be painful; remember, we’re 
going to break it down.

bIte one:
let’s look at Most CustoMers’ needs
	 •	In-Studio	-	full	meal	deal.		They	get	the	full	service,	experi-
ence, and selection at their fingertips.
	 •	Volume	-	This	would	 include	 fundraising	events,	corporate	
parties, and other large groups.  The per unit price decreases as 
the quantity increases. Your target customer may be schools, insti-
tutions, corporations, or finished ware customers.
	 •	Custom	Work	-	There	 is	a	huge	sector	of	the	public	that	
will never, ever paint pottery, but they love handmade, personal-
ized gifts. You hear this every day, 
“I can’t paint a stick figure, but I 
need a wedding plate.”  Custom 
work is the catering service of 
the industry.
	 •	Retail	-	Customers	want	to	
buy the bisque and supplies.  
	 •	 Pottery	 to	 Go	 -	The	 cus-
tomer cannot or does not want 
to come into the studio and paint; 
they want to paint at home.  This 
is my all time favorite.  How many 
times have you had a customer 
walk in and you think, “I have so 
much to do, I wish they’d come 
back later?”  A bit convoluted, but 
we all have those thoughts.  

bIte tWo:
let’s talk PrICIng 
for eaCH CustoMer
	 •	 In-Studio	 --	 This	 is	 the	
equivalent to dining in a restau-
rant.  Because you are servicing 
the customer, the price will be 
higher than if they buy the pot-

tery and do it at home.  When you price for this service, remem-
ber one markup does not fit all.  Don’t get locked into the always 
4- or 5- or 7-times markup; here’s why.
o Pottery cost $2 x 4 (markup) = $8 - $2 (cost) = $6 gross margin.  
But if the pottery costs more to purchase, you can make a higher 
profit even with a lower markup.  For example:  pottery cost $5 
x 3 (markup) = $15 - $5 (cost) = $10 gross margin.  By adjusting 
your markup, you can alleviate the perception that painting pot-
tery is an expensive activity.  As a retailer, it is important to con-
sider psychological pricing (which I talk about later).
	 •	Volume	-	Sell	the	bisque	in	case	 lots	or	 increased	volume.		
The per unit price decreases as the quantity increases.
o Case lots - Let’s say a school wants to purchase 200 mugs, only 
has $3.00 per mug to spend, and will do the firing at the school.  
The mug costs you $1.50.  Will you sell the mug for $3.00?  I hope 
you said “yes,” because that is $300 profit for just ordering and 
selling mugs.  That is true retail sales.  It is called keystone markup 
or 2x the cost.  
	 •	Custom	Work	-	Custom	work	is	the	catering	service	of	the	
industry, and customers will pay a premium for it.  Here are some 
examples of pricing strategies.
 3 Pottery + 20% mark up to cover labor
 3 Hourly service fee of typically $25 per hour
 3 Primary fee for your time or the artist you hire
 3 Cost + cost + time = fee
 3 Set up display with priced samples
 3 Include gifts to go for a cash and carry offering
	 •	Retail	--	This	is	keystone	pricing	or	2x	the	cost.		See	Volume	

pricing above.
	 •	Pottery	to	Go	-	With	Pottery	to	Go,	you	can	
actually make more profit by selling all the prod-
ucts individually (kind of like the chicken in the 
grocery store - whole, wings, legs, breasts).  The 
beauty of this is that you are not servicing the 
customer - no paper towels, water, clean up, or 
staffing.
 3 Sell the pottery - You can discount the bisque 
up to 50% and still make a larger profit than In-
Studio.  Remember, you are not servicing the cus-
tomer.
 3 Sell the 2 oz. bottles of glaze
 3 Sell brushes
 3 Sell decorating supplies such as sponges, rub-
ber stamps, writer bottles, etc.
 3 Charge a firing fee

 To make it easy for you to add Pottery to Go 
into your studio, Mayco has developed a retail dis-
play kit (PG-Kit/1).  It includes:
	 •	Paintable	slat	wall	to	fit	anywhere	in	your	studio
		 •	Slat	wall	hooks
	 •	Acrylic	bin	for	glaze
	 •	Ceramic	brush	starter	kits
	 •	Sponge	assortment	kits

Retail PRicing 
strategy & methods
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	 •	Writer	tip	packs
	 •	Rubber	stamps
	 •	60	-	2	oz.	bottles	of	Stroke	&	Coat	glaze
	 •	12	-	4	oz.	jars	of	Foundations.
Order it, hang it, paint it, price it and sell it!  
 The CCSA has developed a Pottery to Go box.  I’ve used the 
boxes to create a bright, colorful display on my shelves that an-
nounces “Pottery to Go” to my customers.  All you have to do is 
educate your staff on how to promote, recommend, and sell.  
 Still not sold on selling Pottery to Go?  How about this: There 
is a studio in Michigan that averages $300 per week in PTG sales.  
That is $15,600 annually for customers to paint at home.  PTG 
sounds better and better, doesn’t it?
 Are you still with me?  Are you ready for another taste of 
making money?

bIte 3:
let’s CalCulate your PrICIng
 Did you just choke?  There is no “one right way” or, again, 
“one size fits all” way to calculate your price.  Here are several 
ways to calculate prices:
	 •	 Cost-plus	 pricing	 --	 Calculate	 the	 fixed	 and	 variable	
costs associated with PYOP.  So, add up all your costs 
such as rent, utilities, labor, your salary, and so on.  That’s 
your “cost.”  The “plus” is the markup you are going to 
operate under that enables you to turn a profit and put 
money in your pocket.  Typically, a 30% margin is as low as 
you want to go.
	 •	Value-based	pricing	 -	Price	 the	pottery	and	servic-
es based on the value they create for the customer.  This 
would include In-Studio, Custom Work, and Pottery to Go.  
You charge on a variable scale according to the results you 
achieve.
	 •	 Psychological	 pricing	 -	 Ultimately,	 you	 must	 take	 into	
consideration the consumer’s perception of your price, figuring 
things like:
 3 Positioning - if you want to be the “low-cost leader,” you 
must be priced lower than your competition and do a large vol-
ume.  If you want to signal high quality, you should probably be 
priced higher than your competition.  Be careful, though, not to 
price yourself out of business.  Environmental factors may play a 
part of this pricing.  Right now the economy is tough, and people 
are looking for value for their dollar.
 3 Popular price points - There are certain specific prices at 
which people become more willing to buy items.  For example, un-
der $20 is a popular price point because it is one bill that people 
commonly carry.  Fast-food places use this method with meals un-
der $5, entrée or snack items under $1, and $1.00 “value meals.”  
Target has their $1 bin.  Dropping your price to a popular price 
point might mean a lower margin but could result in more than 
enough in increased sales to offset it.
 3 Fair pricing - Sometimes it simply doesn’t matter what the 
value of the product is, even if you don’t have any direct competition.  
There is simply a limit to what your customer perceives as “fair.”

WHen PrICIng, keeP In MInd:
	 •	Your	price	must	be	enough	higher	than	your	costs	to	cover	
reasonable variations in sales volumes.  September and January are 
incredibly slow, April and August are ok, and July and December 
are high sales months.  You have to weather the sales forecasts.
	 •	You	have	to	make	a	 living.		Have	you	included	a	salary	for	

yourself in your costs?  You have to pay yourself or you will get 
burned out.
	 •	Your	price	should	almost	never	be	lower	than	your	costs	or	
higher than what most consumers consider “fair.”  You can miss 
the target on this if you miscalculate costs or don’t do market 
research to determine fair pricing.
 Do you feel like you’ve bitten off more than you can chew?  
(Don’t you hate these stupid analogies?)  Remember to break it 
down, just like in this article.  Review your different offerings, cre-
ate different pricing strategies or price points, and sell.  You can 
always work with a consultant or accountant or look to your local 
Small Business Development Agency for free advice.  The key is 
to know your costs and the margin you need in order to make a 
profit.  Pretty tasty idea! (Sorry, I couldn’t resist.)
 Reference:  Scott Allen, About.com Pricing Methods

PoTTERy-To-Go BoXES 
hAVE BEEN A huGE 

SuccESS AND wE hAVE 
SolD oVER 75% of ThE 
INVENToRy. whEThER 

you NEED To RE-STock 
youR SuPPly oR TRy 

ThEm foR ThE fIRST TImE, 
oRDER ThEm ToDAy 

whIlE SuPPlIES lAST!

You can order securely in the marketing section of:

 www.ccsaonline.com 
or you can place a phone order with through 

DC Graphix by calling Derek Cavilla at 407-928-7257.



 new tiles for amer-
ica site: Our new site is 
now completed! http://
www.tilesforamerica.com/
index.php  
 If you know of any-
one who has been to the 
site or if you have seen it 
and want to post, please 
go to our guestbook. En-
joy the video and photos 
from people from all over 
the world who have visited 
the site.  It’s a good idea 
to put a link in your next 
customer email to the site 
so your customers can see 
the good that our industry 
does. 
 Pricing and Promotion kit:   Studio Members are now 
using a great new benefit now online on Pricing and Promotions! 
Kudos to Helene Safford for her excellent work on this program. 
You can find the kit itself under Marketing and Event kits and the 
excel tool to do the calculations is right below it. We’re eventually 
going to take that excel spreadsheet and place it right into php for 
an online tool.  Here’s a comment about the popular kit from a 
CCSA Member:
 “This stuff is fantastic. This is the stuff that gives my husband 
piece of mind since I am going it alone without a partner. But I re-
ally do have a partner in this great association. Keep up the great 
work partner!!!!”  Michele Bamford, Butterfly Bisque, Rothesay 
NB CANADA

 great shapes 2008 are Now Up on the 
Gallery. Time to update your Idea Books!

 the new studio 
Marketing event kit is 
available for download from 
the CCSA website.

 the CCsa technical site 
has been updated and now in-
cludes Safety Signs 

 new Paint your own Pottery 
group on facebook - Join us and promote your 
studio! 
http://www.facebook.com/pottery studios

 Look for even more benefits that help you to stay 
successful in the coming months and years.  The CCSA 
is committed to helping you reach your goals.
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benefit update
By Angie Verburg, CCSA CEO

 The CCSA Board met recently to discuss many new benefits 
that will help keep you successful and enable you to meet the 
challenges of the coming year.  We will be releasing our new FREE 
benefits soon but those that are already in the works and ready 
to release in the next few months include:
	 •	New	ClipArt	-	lots	of	brand	new	images	for	your	Marketing	
flyers, signs and Emails. 
	 •	New	Glass	Stock	Photos	-	photos	showing	people	having	
fun with glass projects 
	 •	Monthly	Calendar	and	Promotion	ideas	-	we	are	designing	a	
studio marketing calendar for every month of the year.  These will 
be available on the website and in our monthly email updates.

Most reCent benefIts released:
 new discount Program with Constant Contact:  The 

CCSA has now established a Partner 
feature with Constant Contact that 
enables you to receive a member 
benefit of a deeper pre-pay of 20% 
for 6 months and 25% for 12 months 

which is 10% higher than their standard pre-pay.  You can register 
for this program at http://ccsa.constantcontact.com/ 
 If you already have an account that is not prepay you can switch 
over to the CCSA program with the deeper discounts. If you are already 
in a prepay program with Constant Contact, you will need to wait until 
your prepay program is up and can then switch over.  If you are ready 
to renew your account, please email your account user name, contact 
name, email address, URL, phone to me and I will send it on to Constant 
Contact so you can begin to receive your extra member discounts.
 Email Marketing by Constant Contact® is the easy, effective, and 
highly affordable way to get your message out to your customers, 
clients, or members-and build strong, successful, and lasting relation-
ships with them. You’ll create high-impact email newsletters and pro-
motions in minutes, no technical expertise necessary. With more than 
300 easily-customized templates, a simple point-and-click tool, and 

award-winning free customer support, you 
can create professional, compelling messages 
your audience will act on. And we make it 
easy for you to manage your contact lists, 
sign up website visitors, track your clicks 
and open rates, and send automated com-
munications to new subscribers.
 find a studio using your Cell 
Phone: Consumers now have the abil-

ity to find a studio anywhere in the 
world using their cell phone. Most 
cell phones with internet capabili-
ties can go to www.paintyourown-
pottery.net and click on Click here 
for Cell Phones. We have had the 
site designed to show studios in a 
list rather than a map, which phones 

could not see. This is a great new way 
for consumers to find you!
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 Nestled in the heart of beautiful wine country is Napa Val-
ley Activities: A studio with a unique combination of options that 
takes PYOP where it has rarely gone before.
 Owner Vicki Clements worked in hotel human resources for 
years before deciding to make the jump to business owner.  While 
in the hotel business, Vicki saw a need for babysitting services and 
supervised activities for kids visiting Napa.  She started her first 
business, Take a Break, in 2000 and offers babysitting, nanny ser-
vices, and even pet care.  
 Among Take a Break’s activity options 
for kids is pottery painting.  Vicki worked 
with Ron and Laura Apgar of Paint Your 
World before they sold their Napa location 
to move to Washington.  After careful con-
sideration and encouragement from her 
pottery friends, Vicki decided to open her 
own studio, Napa Valley Activities, to serve 
the needs of Take a Break and others look-
ing for pottery painting fun.   
 Since Take a Break cares for children, 
pets, and the elderly,  they consider safety 
a big concern; therefore, Napa Valley Activi-
ties uses only non-toxic glaze.  “I believe that parents with young 
children appreciate knowing that we only use lead-free paints and 
glazes for everyone’s safety,” said Vicki.  
 When deciding on a location, Vicki took many factors into 
consideration.  “While I would love to be downtown, Napa has 
undergone some big changes in the last few years.  Redevelop-
ment has a lot to accomplish in revitalizing the downtown area.”  

Instead of a traditional store front in a strip center or mall area, 
Vicki is in an industrial area that affords her a large space for low 
rent.  To further economize, she has been able to combine Take a 
Break and Napa Valley Activities into one fun, versatile space.  
 Customers who visit Napa Valley Activities know, as soon as 
they walk through the door, that they aren’t in Grandma’s pottery 
studio!  The studio, which has been transformed from a former taxi 
garage, features fun colors, mirrors, high ceilings, and lots of space.  
There are shelves full of bisque, glass, and metal hippo options as well 

as a ping pong table, foosball, and a twelve-
foot movie wall projection system for gaming 
systems and Wii.  With platforms on wheels 
and moveable tables, the space can easily be 
transformed to host storytime, glass classes, 
and even teen dances!
 Through contacts with hotels and other 
small businesses like the Napa Arts Council, 
Vicki does many off-site events that ben-
efit both of her businesses.  “Kids can enjoy 
games, reading, and outdoor activities with 
Take a Break and paint cute pieces like ducky 
banks with Napa Valley Activities to remem-

ber their trip.  This can all be done while mom and dad relax and enjoy 
wine tastings, weddings, or other events.”  Vicki also does lots of scout 
troops and school projects.  In addition, she is works with a local dance 
studio to incorporate pottery painting and dance activities for the ul-
timate girls’ birthday bash.
 Another fun addition to Napa Valley Activities is the resident 
shop cat, Ophelia.  When Ophelia isn’t keeping the kiln fairies way, 
she stays busy lounging, purring, and watching customers play.  
 With its delightful space and fun options for kids and adults, it is 
easy to see why Napa Valley Activities is the “Best Secret in Town!”

Through contacts with 
hotels and other small 

businesses like the 
Napa Arts Council, 

Vicki does many off-site 
events that benefit both 

of her businesses.

ABOVE: Check out Vicki’s counter display case and chalk board!

LEFT:  Vicki, owner of Napa Valley Activities, and shop cat, Ophelia.

oN ThE RoAD
By Denise Oliver, The Playful Potter
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 Let’s face it, making a mess is easy.  Cleaning up, however, is 
much harder.  I’m reminded of this every day by my three-year-old.   
 There’s a never-ending list of things a studio owner has to 
do, most seemingly more important than cleaning and organiz-
ing.  However, a disorganized studio will cost you time, money, 
and customers.  Having a well-run, organized, and clean studio 
is the foundation for success--one of qual-
ity, consistency, and employee and customer 
confidence.   
 When my husband was working on a 
degree in Manufacturing Engineering several 
years ago, he told me about a system called 
5S.  5S is designed to organize a workplace 
and, most importantly, keep it organized.  
The primary focus of 5S is efficiency.  When everything has a des-
ignated place, time isn’t wasted looking for things, and it’s easily 
apparent when things are out of place. 
 Originating within Toyota, the elements of 5S are the Japa-
nese words:  Seiri, Seiton, Seiso, Seiketsu, and Shitsuke.  The English 
equivalents are roughly: Sort, Set in Order, Standardize, Sweep, and 
Sustain.
 sort - Go through everything in your studio.  Make a quick 
decision on whether each item is needed or contributes to the 

clutter.  Keep essential items out.  Store away all non-essential, but 
necessary items.  If you can’t find a place for it, you don’t need it.    
 set in order - Figure out the best place for everything.  
Items used frequently should be conveniently located.  Items used 
infrequently should be out of the way.  A good labeling system can 
make it easy to find and return items to their correct location.     

 sweep - Use a systematic approach 
for cleaning.  Make cleaning part of the 
routine, not just an activity that’s initiated 
when things are already messy.  At the end 
of each activity, always restore everything 
to its designated place.  
 standardize - Standardize work practic-
es.  Operate in a consistent manner in which 

everyone knows exactly what to do.  By standardizing procedures, you 
will further prevent the need to Sort, Set in Order, and Sweep. 
 sustain - Maintain focus on this way of operating.  Set the 
expectations, support the behavior, and put systems in place so 
things do not gradually decline.  
 The 5S system isn’t just a way to clean and organize your 
studio; it’s a way of operating.  I’ve spent the past few years imple-
menting the elements of 5S.  The result has been amazing.  Clean 
and organized has become the standard for my studio and for my 
employees.  My studio runs smoothly and is effortless to work in.  
Employees can easily tell where things go, what needs to be done, 
and take ownership in the process.         

a feW baCkrooM organIZIng Ideas:
 Utilize each storage area to the fullest potential, with items 
located to promote efficiency.  
 When adding glass to my studio, I put shelves next to the kiln 
that primarily fires glass.  The top shelves hold glass molds and 
pre-cut firing paper.  The bottom shelves hold finished projects.  
With everything at hand, loading the kiln to fuse or slump glass 
takes an average of ten minutes.     
 To the left of the glass shelves, there’s a small under-the-stairs 
storage closet.  One side holds back stock of pottery and glass.  
To utilize the entire space, I put narrow shelves on the other side.  
These shelves hold items that are needed on a regular basis.  Next 
to the shelves are two wall mounted tool organizers containing 
small accessories, such as cork feet, bank stoppers, and jewelry 
bails.  Everything is labeled and easily accessible.   
 I also put up high shelves around the perimeter of my small 
office.  These hold extra office supplies, balloons, back stock of 
party favors, and other items that are not used on a regular basis.  
Again, everything is labeled and accessible when needed.
 Put in the time and energy to clean and organize your studio 
now, and it will pay off in the future.  Post your own organiz-
ing ideas and pictures on the CCSA’s Chatter Board and Gallery.  
www.ccsaonline.com.

This Blooming Business: learn. grow. Achieve.
A PlAce for everything 
& everything in its PlAce

By Chinook Graham, CreativiTea

The 5S system isn’t 
just a way to clean 

and organize your studio; 
it’s a way of operating.



A  l i g h T e r  m o m e n T

By Judy Salinas, Glazed & Amazed
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 Good friends are hard to find, but they are such an important 
part of your daily life.  A good friend will listen when you are frus-
trated, encourage you when you are down, and give you a swift 
kick when you need it.  I have been blessed 
with good friends for all of my adult life. 
 A few years back I attended a pottery 
camp in the Seattle area.  During the lunch 
break, I began talking to a few other own-
ers.  Little did I know that the people I met 
that day would become some of my dearest 
friends and the best support system I would 
find for my business.  I recently decided to 
add glass to my studio and felt complete-
ly overwhelmed in writing the first order.  
Once again, my good friends were there.  
They encouraged me and sat with me to 
write the first order.  They offered advice, 
connections, and help in firing the first load 
and training my staff.  I hope that they understand how much I ap-
preciate them and hope that I say “Thank You” often enough. 
 Those special people have been a lifeline to me whenever 

I’ve been stuck or frustrated.  We get together whenever possible 
and talk frequently on the phone.  We go on “field trips” to other 
studios, we get together at convention, and attend classes at each 

others’ studios.  We have mentored others, 
encouraged new studios to join the CCSA, 
and strongly advised them to attend con-
vention for the first time.  We share mar-
keting ideas and email responses, we com-
pare increase percentages, and we laugh at 
customer service problems that come up.  
We have even been there to support each 
other during surgery, death of a parent, or 
the very hard decision to let a beloved pet 
go. 
 I encourage you to make the call to a 
studio in your area, maybe not your closest 
competition but in your state.  Look for a 
support system; find out what is working 

for them and put your own flair on it.  Share ideas that you have 
implemented. 
 Friendship is a two-way street and takes work but is so re-

warding.  Owning a small business can 
be very challenging both mentally and 
physically; sometimes you just need a 
friendly voice on the other end of the 
phone line.  If you do not have any 
studios you feel you can connect to, 
you can call me.  I always have room 
for more friends.  I love giving and 
getting new ideas. 

FROM LEFT: 
Judy Salinas, Ron Apgar, Hazel Roos, 
Laura Apgar and Chinook Graham.

I encourage you to 
make the call to a studio 
in your area, maybe not 
your closest competition 

but in your state.  
Look for a support system; 
find out what is working 

for them and put 
your own flair on it.
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TipS For $ucceSS
by Judi Novotny; It’s Yours Pottery, Omaha, NE

 sPrIng...For some, temperatures may not be such a big 
deal, but for those of us that have been dealing with below zero 
temperatures, blizzards, ice, and the residue of all that yucky stuff,  
just the word “SPRING” is uplifting!  As the weather starts to 
break, use this perfect time to start thinking about new marketing 
and advertising ideas.  For us as PYOP studio owners, the season 
brings more than better temperatures; it 
offers marketing opportunities for holidays, 
weddings, school spring breaks, proms, and 
graduations.  Take advantage ...and capitalize 
on another opportunity knocking!
Here are a few free and low-cost ideas to 
get your marketing mind going this season.

sPrIng CleanIng
 How did your winter holiday and 2008 
year end?  If good, maybe you could spend a 
few dollars on a mini studio face-lift.  Some-
times little changes bring big results!  Jazz 
up your studio by painting or splattering a 
wall or two with a new and fun color.  
 Clear out old, stagnant pottery shapes.  If it didn’t sell through 
the winter, now’s the time to discount it and move it out to make 
room for new and different shapes.  Try a buy-two-for-the-price-
of-one sale, or you get really creative by making up some funky 
surprise gift bags stuffed with old pottery, allowing the customer 
to pick one if they spend “x” dollar amount.  And let us not forget 
to clear out the cobwebs!  Your customer really does like a clean 
environment to paint and entertain in.

sPrIng Into aCtIon
 Make a plan to get out and participate in your community.  Get 
the word out about your studio, spreading information to anyone that 
will listen about what you have to offer!  Auction committees, schools, 
churches, local business... Collaborate and sell, sell, sell! 
 Don’t forget to take care of you!  As with many small business 
owners, we are susceptible to burnout.  Take action to keep that 
from happening.  Have a backup plan in place, a little safety net 
just in case you need one.  Learn to say no...Don’t sacrifice your 
personal life.  Set boundaries, scheduling regular free time for you.  
Your staff and customers will understand.  Lastly...know when it’s 
time to ask for help.  Our partners, significant others, relatives, and 
most everyone else have become pretty accustomed to the fact 

that we simply do everything all the time... .  So, stop... it’s ok to ask 
for support.

sPrIng reneWal
 INSPIRE!  Paint!  Find a class, search the web, read a book!  
There’s nothing better to renew than to stretch your mind.  Bring 

an outside teacher in to do a weekend 
seminar.  I can personally say that hosting 
a seminar isn’t going to gain you huge rev-
enue, but there’s so much more to be said 
about education.  The personal benefit is 
HUGE.  Our industry is fortunate to have 
many talented artists more than willing to 
teach.  
 This is also a good time to freshen up 
your business cards and spruce up your 
website with some spring-inspired de-
signs.  Make sure to post all your spring 
promotions.  Your customer wants to see 
new, not dated, material.  Keep your on-

line and paper marketing pieces current.  Doing this will keep 
your customer watching and anticipating what you will come up 
with next! 

sPrIng savIngs
 We’re all looking for savings these days!  Advertising is one 
of those dreaded but necessary budget items, so being successful 
with a few ads that don’t break the bank can be the best!  If you 
haven’t tried this one yet, it’s worth a try.  Give some ‘Friend and 
Family’ coupons to a customer(s) you feel will support your studio 
to pass onto to a friend, mother, sister, etc.  The coupon can be an 
offer of a free studio fee, percentage off a pottery shape, whatever 
works well for you.  Be sure to give your customer something free, 
too, for referring your studio.  This could be an ongoing practice to 
keep a positive word-of-mouth advertising out there.
 How do you track your advertising?  If you don’t, start by 
simply adding a coupon to any paper advertisement you run.  It’s 
the best way to tell whether a particular campaign is working or 
not.  Knowledge is a great tool...and it will show on your bottom 
line.  
 Warmer temperatures...sun shining...birds signing...flowers 
blooming.  Spring...What a happy time of year.  Take the time to 
refresh and renew your business... and yourself!

‘Spring’ Into It!
Clear out old, 

stagnant pottery shapes.  
If it didn’t sell through 
the winter, now’s the 
time to discount it 
and move it out to 
make room for new 
and different shapes. 
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by Wendy Pettys, The Pottery Patch

 The Pottery Patch, October 2008...My studio was decorated 
in the beautiful colors of the fall season with painted platters, fall 
foliage, and piles of pumpkins from “the patch.”  But smack in the 
middle of all my decorated designs and display was the color pink!  
Pink painted on plates, mugs, bowls, pigs, and the like, all in an ef-
fort to create awareness of and raise funds for my annual Create 
for a Cure event!  Each year, my studio hosts an event to help raise 
funds and awareness for cancer research.  
 This year, I chose to team up with the Vera Bradley Founda-
tion for Breast Cancer at the local level.  This was a 3-day event 
for the studio, beginning with our “Paint ‘til Ya Faint Friday” and 
customers spinning the “Pottery Prize Wheel” (thanks to Denise 
from Playful Potter for the great idea and sample!) and ending on 
Sunday with a lot of happy hearts knowing that a portion of the 
proceeds were being donated to help find a cure for breast cancer.  
Even in these tough economic times, the event was one of the 
most successful that we have had in our six years of operation.  
 Adequate planning for our “party with a purpose” was key as 

Create For a Cure
I developed our advertising campaign, created displays to promote 
our event, gathered give-aways that Vera Bradley so graciously do-
nated, and even arranged the little stuff like the delivery of yummy 
pink cupcakes for the event.  
 Our advertising campaign began with a cross-promotion with 
a local Vera Bradley retailer who was hosting a 5K Walk on behalf 
of the Foundation the same day as my event.  We shared our cus-
tomer contacts, donated items for a silent auction, and offered gift 
certificates in goody bags for the participants.   
 So not only did I promote this event to my customer base, I 
also exposed the concept of PYOP to a bunch of women all there 
with the same goal in mind...raising funds to find a cure for breast 
cancer.  In the end, the event was a lot of work!  The “reward,” 
of course, was knowing the friends and followers of The Pottery 
Patch helped make a difference by raising money to find a cure...
painting one pottery piece at a time! 
 Note - The CCSA will release an Breast Cancer Fundraiser Event 
Kit for you to use in your studio later this year.  Wendy is working with 
the Vera Bradley Foundation to come up with a package and kit that will 
help you to have your own fundraiser this October!

Breast CanCer Fundraiser
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lilly ollo™ Pure silver jewelry is a wonderful idea for mother’s Day gifts!

Pure 
Silver
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By Hattie Sanderson

 Imagine this.  A man comes into your studio with his three 
children looking for a Mother’s Day gift for his wife.  For under 
$40,* the family can create up to four pieces of heirloom-quality 
pure silver jewelry that Mom will cherish for years to come!  
Dad is happy because it’s very affordable.  Mom is happy because 
she loves the gifts.  The kids are proud because they made the 
jewelry themselves.  The studio owner is happy because the 
profits are great.  The environment is happy because the jew-
elry is made from 100% recycled silver.  The bonus is that Mom 
will be a walking advertisement for your studio as she proudly 
wears her new Lilly Ollo™ jewelry and tells everyone where 
she got it!

 Lilly Ollo™ jewelry is made from 100% recycled pure sliver 
in a clay form.  Once the silver clay is formed and dried, it is 
fired to burn off the organic binders and fuse the pure silver 
particles together.  The jewelry is then polished and antiqued. 

 The Mother’s Day project featured here uses one package 
of 7 gram silver clay with a suggested retail price of $39.95.*  
The family will make four silver pieces with their package of clay.  
Dad chooses to make a ring for Mom with his silver piece and 
purchases a fine silver Lilly Ollo™ ring shank.  The kids will each 
make a fingerprint charm to hang on a pendant. 

1.  Choose from a variety of BaseMold™ shapes and textures.  
 With one package of silver clay, you can choose to make one 
 large piece, two medium pieces, four small pieces or one 
 medium and two small pieces.  This project creates four 
 small pieces.

2.  Dad presses 1/4 of the silver clay into a small square 
 BaseMold™ shape.  He then embellishes the piece using 
 a heart TopStamp™ from the Flower Power design set. 

3.  Press 1/4 of the silver clay into a small heart BaseMold™ 
 shape.  Assist one of the children in making a fingerprint 
 impression in the soft clay.  Next, press a BuildAWord™ 
 stamp with the child’s initial into the clay.  Repeat this step 
 with each child using a different BaseMold™ shape each time.  
 (Optionally, you could stamp the child’s entire name, 
 birth date, etc. using smaller BuildAWord™ letters.)

4.  Dry the silver clay.  Drill hanging holes in the fingerprint pieces 
 using the pre-molded pilot holes.  File the edges of all four 
 pieces as needed.

5.  Use silver clay overlay paste to join the square silver clay 
 piece to a fine silver ring shank in Mom’s size.

6.  When all silver clay is bone dry, fire the pieces at full ramp 
 to 1472 for at least 15 minutes.

7.  Scratch brush and polish the silver.  Finish with Black Max®

 in the recessed areas.  Add the finger print silver pieces to a 
 Lilly Ollo™ chain using jump rings.

 *The fine silver ring shank and sterling chain are upgrades that are 
sold to the client at an additional cost.
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Working with children 
with special needs can 

be challenging but 
rewarding at the 

same time.

by Judi Novotny; It’s Yours Pottery, Omaha, Nebraska

 The Special Olympics Oath:  “Let me win.  But if I cannot win, 
let me be brave in the attempt.”
 I came to truly understand this oath through my own person-
al involvement with Special Olympics, carrying the words over, in a 
sense, to what I do today.  My oath to children of different abilities 
is “Let them be creative, but if they cannot follow my direction...
let them enjoy every minute of the creative experience!”  
 Working with children with special needs can be challeng-
ing but rewarding at the same time.  First experiences for any-
one working with this particular population can be uncomfort-
able, which mostly stems from an uncertainty of what to expect 
or, possibly, an understanding of what they can expect.  What is 
important to understand ... a child is a child, no matter what la-
bel of disability may be placed on them.  What they need more 
than anything else is a safe, supportive, and 
non-judgmental environment.  You and your 
PYOP studio can offer that opportunity. 
 To be successful in working with special 
needs children, you do need to know a little 
about who and what you will be working 
with.  If you get a request to do a field trip, 
ask questions.  You want to be able to serve 
the children and staff in the best way pos-
sible.  You won’t want or have the need to know in-depth details, but 
generalities will assist you in making it a positive experience for all.  

examples:
	 •	Do	they	have	physical	fine	motor	issues?		If	so,	simply	adding	
a tennis ball to the end of a paint brush would help them grip the 
brush better.  
	 •	 Do	 they	 have	 visual	 impairment?	 Offering	 a	 larger	 piece	
would be a better choice.  
	 •	Do	any	of	the	children	have	behaviors	that	impact	daily	func-
tioning?  Working hands-on with clay is tactile and can be very 
therapeutic.  
 
If you decide this is an activity you would like to offer, the 
following suggestions may be helpful:
	 •	Keep	your	offering	simple	and	structured.		Make	sure	you	
have a plan ahead of time.
	 •	Ask	how	many	staff	will	be	attending	the	field	trip.		More	is	better.
	 •	When	children	are	arriving	at	your	studio,	give	them	short	
and direct instruction as to where they are to sit. 
	 •	Ask	if	there	will	there	be	wheelchairs.		If	so,	make	sure	your	
table arrangement will accommodate accessibility in the studio 

and to restrooms. 
	 •	Begin	with	a	short	introduction	explaining	what	they	will	be	
creating or painting, showing them project samples.
	 •	Do	a	demonstration.		It	will	most	likely	not	mean	much	to	the	
children, but will help the volunteer staff attending and assisting them.
	 •	Make	the	pottery	choice	ahead	of	time,	if	painting	pottery,	
and keep color choice to a minimum.
	 •	ENJOY	THE	EXPERIENCE!

as for projects:
 I have done many, with hands-on clay being the most success-
ful.  One project that works well for younger and more physically 
challenged children is a simple clay handprint.  We slab out clay 
ahead of class, keeping it really moist.  Keeping it moist is the key, 
as many do not have hand strength.  
 A simple clay puzzle dish is great for all.  What’s more fun than roll-

ing a bunch of clay marblesand placing them in 
a form to make a dish?  We use both red terra 
cotta and white earthenware clay to create fun 
marble patterns.  With assistance, this project 
turns out great!
 If painting pottery, accessing or asking 
if the children you’re servicing experience 
fine motor issues will assist in the success 
of your project.  Using a flat surface and 

adapting paint brushes, or just having some fun by finger painting, 
works well and will bring many a smile to all!

the following are a few web links that offer a wealth of 
information to assist you:
 Council for Exceptional Children
 http://www.cec.sped.org//AM/Template.cfm?Section=Home
 
 LD OnLine                                                                   
 http://www.ldonline.org 

 Zot Artz, ARTS FOR ALL, Wayne Zot                               
 http://www.zotartz.com 

 Working with a special needs population may not be for ev-
eryone, and honestly, doesn’t produce huge revenues.  Some re-
wards, though, come in different forms... and aren’t always about 
the bottom line.
 “A hundred years from now, it will not matter what kind of car 
I drove, what kind of house I lived in, how much money I had in the 
bank...but the world may be a better place because I made a difference 
in the life of a child.” -- Forest Witchcraft

  IS IT FOR YOU?  

A SPECIAL 
POPULATION...
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By Kathy Tavano

 Baseball’s Opening Day is right around the corner.  Pitches 
will be thrown and hit, balls will be caught, runners will steal bases, 
and fans will cheer.  However...batters may be hit, balls swung at 
and missed, errors made, and fans will moan, grown, and some-
times boo.  The good and the bad...it’s all part of the game.  
 Your studio is open for business.  Customers will be cordially 
greeted, assigned tasks will be competently performed, studio 
policies will be followed, and everyone will be happy.  However...
kilns may be incorrectly loaded, floors go unswept, cell phones 
answered, and not everyone will be smiling.  
The good and the bad...it’s all part of run-
ning your own business.
 Ideally, you’d like to prevent problems 
from occurring in the first place.  After all, 
the only firing you really want done in your 
studio is in your kiln.  
 List studio policies in an employee 
handbook and discuss them during train-
ing.  Lorrie Veasey, a former member who 
owned 5 studios in New York City, suggests, 
“If an employee knows right from the start 
that if he/she is late more than three times 
they are automatically terminated, they will understand that you 
have zero tolerance for tardiness.”
 During training, make it clear that this is something you rou-
tinely observe every employee’s performance and intercede when 
necessary - not to try to catch them doing something wrong but 
to help them do things right and to be successful in their job.  
* Karen Purves, of Innovative Impact, stresses the need for posi-
tive reinforcement: “Find people doing things right - it’s so easy to 
look for what’s wrong, missing, or out of place. How about making 
it a point to find someone doing something RIGHT, once a day, and 
let them know! Make sure it is sincere and people will really blos-
som with confidence and pride!”  In other words, be their fans!
 It’s the bottom of the 9th, with one out and the tying runs are 
on first and second.  The manager trots out to the mound to hold 
an “in-game staff meeting” with the pitcher, catcher, and infielders.  
As a group, they determine how to pitch to the next batter.  Lorrie 
Veasey holds monthly staff meetings “so that small issues do not 
grow to be bigger issues.  Allowing staffers to ‘vent’ reinforces that 
you are all working together for a common goal.  Role playing at 
these meetings on various situations -- such as rude customers, 
or inattentive staffers -- allows people to see behaviors objectively 

and to collectively understand why rules and policies exist.”
 Mistakes are part of life, though.  They’re part of a ball game, 
and they’re certainly part of a studio business.  Denis Waitley, an 
author and productivity consultant, says, “The only person who 
never makes mistakes is the person who never does anything.”  
 Stepping in to deal with small problems to keep them from 
blooming large is a concept a good baseball manager employs.  He’s 
likely to send a struggling hitter to work with a batting coach to ward 
off a full-fledged batting slump.  If you, as the manager of your studio, 
ignore small problems, you could give the impression that you ap-
prove of what is or isn’t being done.  The problem won’t stop and, in 

fact, other employees might follow suit.  It’s 
not fair to anyone - you or your employees, 
not to nip that problem in the bud!
 As business owners, it’s how you react to 
your employees’ mistakes that wins or loses 
the game.  Have you ever seen the baseball 
manager who rushes out onto the field and 
gets in the umpires face to contest a call?  
Does that ever really change anything?  Nah...  
Nor will it change anything if you react that 
way with your employees.  If you establish a 
procedure for dealing with employee prob-
lems and stick to it, you’ll be able to keep 

your emotions in check and get the results you really want.

Play Ball!

If you establish a 
procedure for dealing 

with employee problems 
and stick to it, you’ll 
be able to keep your 

emotions in check and get 
the results you really want.

3  Proclaim your position as b
oss

3  identify the problem and WHY 

 it is a problem

3  Listen to what the emplyee has 

 to say

3  determine the steps for 

 resolution

3  Put it in writing!

3  Close the book on the problem
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ProClaIM your PosItIon as boss 
 No matter what your relationship, when it’s time to discipline 
an employee, it helps to remind them that you are their boss.   Lisa 
Downham from Get Fired! in the U.K., when dealing with her step-
son employee, simply tells him, “I’m putting on my ‘boss hat.’”  Hav-
ing a great relationship with your employees is ideal, but there are 
times when they need to know you’re wearing your boss’s hat.

IdentIfy tHe ProbleM and WHy It Is a 
ProbleM
 Don’t beat around the bush; clearly identify what the problem 
is.  Describe why it’s a studio policy or why it’s important that 
the task be performed.  Which of the following will help get the 
results you want?
 “You’re not doing your job.  It’s not fair to the other employ-
ees.” or “One of your responsibilities each day is to wipe off the 
customer painting tables before leaving; there have been 3 occa-
sions in the last week when you haven’t done that.  When you 
don’t perform your responsibilities, it must be done by someone 
else in the morning.  That means that not only does another em-
ployee have to perform your responsibilities, but it also means 
that they may not be able to get started on their own responsibili-
ties before customers start arriving.”   
 Lorrie Veasey has a policy of first issuing a written warning 
and then allowing the employee to respond in writing with their 
side of the story.  “If an employee understands that they will re-
ceive a written warning if they violate one of the store’s policies, 
issuing that warning becomes less of a personal thing and more of 
a procedural thing.” 

lIsten to WHat tHe eMPloyee Has to say
 Whether in writing or face to face, really listen to what the 
employee has to say.  Why?  First, giving the employee a chance to 
get their thoughts out of their head and into the discussion can 
allow them to then focus on what you are saying rather than what 
they want to say.  Second, their feedback might pave the path to-
ward solving the problem.  By listening closely to your employees, 
you might discover that the employee:
	 •	Doesn’t	clearly	understand	what	is	expected	from	them
	 •	Doesn’t	have	the	skills	necessary	to	perform	their	responsibilities
	 •	Hasn’t	been	adequately	trained
	 •	Doesn’t	have	the	time	to	perform	all	of	their	responsibilities
	 •	 Encounters	 a	 recurring	 problem	 that	 is	 prohibiting	 them	
from doing the job
	 •	 Has	 personal	 issues	 that	 are	 understandably	 prohibiting	
them from performing their duties
 On the other hand, you may find that the response you get 
is an “excuse” rather than a valid reason.   George Fuller in The 
First-Time Supervisor’s Survival Guide recommends dealing with 
excuses by sending the message that you aren’t interested in hear-
ing excuses.  
 Fuller uses an example of an employee whose excuse was, “I 
would have finished this job today except people kept interrupt-
ing me.”  His suggested methods for dealing with this excuse:
 Ignore the excuse and attack the problem: “What is the status 
of the project right now? ... When will you be finished?”  Fuller’s 
reasoning is that “it would be easy to get drawn into a discussion 
of who interrupted and why.  This does nothing to solve the prob-
lem, which is to get the job finished.”
 Put the excuse to bed: “You’re responsible for getting the job 
finished, which means you shouldn’t have let people interfere with 

doing that.”  Because your employees may be interrupted often by 
customers, this particular example may not directly apply to your 
studio, but you get the idea...take the air out of the excuse’s sail 
and move on.

deterMIne tHe stePs for resolutIon
 An employee is more likely to be receptive to solving the 
problem and improving their performance if they are allowed the 
opportunity to have input into the solution.  Veasey recommends, 
“Discuss the situation until you both agree how things will change 
going forward.”   The steps set out to resolve the problem should 
include:
 1. agreement of what problem is.
 2. action to be taken.
 3. timeframe for resolution.
 4. follow-up to ensure resolution.
 5. Consequences if not resolved

 In a past CCSA Today article by Philip Mekelburg, former 
CCSA President,l entitled Setting Your Standards - part 1- Getting 
Performance Agreements (found in the Articles section of Manag-
ing on CCSA’s website), Mekelburg recommends, “Ask them to 
paraphrase in their own words what they understand to be the 
thing	you	are	asking	of	them	and	what	the	NEXT	STEP	is	for	them	
to get underway.”  This echoing action ensures that you and the 
employee are working the same game plan.
 The Chatter board on the CCSA website is the perfect place 
to turn to when you are looking for answers to employee prob-
lems.  After all, the other members are studio owners just like you 
and most likely have faced the same or similar issues.  You’ll find 
your fellow members willing and able to help you out!

Put It In WrItIng!
 The steps to solve the problem should 
be put in writing so that there 
is a clear understanding on 
both sides of what has 
occurred and what is 
expected to happen.  
In addition, documenting your 
action could avoid problems if there 
is an eventual dismissal.

Close tHe book on tHe ProbleM
 Hopefully, closure will only involve confirming with the em-
ployee that the issue has, indeed, been resolved, praising them for 
their positive efforts, and thanking them for their cooperation in 
solving the problem.  Lorrie Veasey presents the employee “with 
another written message that points out their progress.”
 Sometimes, unfortunately, an issue can’t be resolved or you 
may find you can’t trust an employee because they’re stealing or 
acting in a sexual or vulgar manner around customers or other 
employees.  If you can’t trust them, don’t keep them.  
 It’s helpful and wise to put any dismissal in writing.  Docu-
menting your actions could protect you in the event of unemploy-
ment or discrimination charges.  At the end of your discussion, 
present the document to the employee, have them sign it to indi-
cate a clear understanding of the reason for the dismissal, and give 
them a copy.  
 Manage well and be a good fan, and you’ll find yourself with an 
all-star studio team!
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By Teresa “Teddy” Wright
Mayco Studio Program Coordinator

 Wow the customer!  I’m not a proponent of consistent or con-
tinuous discounting to attract customers; I’ve found the best way to 
get repeat customer is to wow them with their experience.  When 
the customer is wowed or inspired, they become your best word-of-
mouth advertiser.  This is the best form of advertising and cost you 
nothing.  But a customer that is not wowed can cost you a lot.

HoW do you WoW tHeM?
	 •	Go	the	extra	mile.		For	example,	offer	
curb side pick up for Moms.  Offer to write 
names on birthday plates or projects for 
free.
	 •	Make	it	convenient.		Are	your	hours	
convenient for your customer base?  Do 
you offer pottery-to-go for people that can’t come into the stu-
dio?  What is your pick-up policy?
	 •	Keep	the	customer	updated	on	changes;	there	should	be	no	
surprises, good or bad.  If the pottery will not be ready when you 
said it would, call the customer before they show up and let then 
know the new pick-up time.
	 •	Ask	the	customer	for	their	opinion.		Many	times,	the	cus-
tomer will provide some really good insight that will make your 
studio shine.
	 •	Provide	special	pieces	or	techniques.	 	Try	to	keep	 it	 fresh	
and fun.  If you and your staff are excited, it will translate to the 
customer.
	 •	Deliver	great	customer	service.	 	Smile	when	you	dial	 the	
phone.  You can hear a smile a mile away.  Answer customers’ ques-
tions and give more information than a basic yes or no.
	 •	Do	what	every	one	is	doing,	but	do	it	better.

tHe fIrst IMPressIon Is tHe greetIng
 Never ignore the customer.  Ask open-ended questions that re-
quire a response rather than a yes or no answer.  For example, “How 
can I help you today?  I know you are just browsing, but let me show 
you my new favorite piece.  Is this the cutest plate you’ve ever seen?”

lIsten to tHe CustoMers
 Customers will give you all the clues you need to improve or 
make changes to your studio.  If you hear it over and over - pay at-
tention.  What they say - such as that’s different, I love this, I want this, 
I want to make this.  Turn their comments into “I can do this.”  Listen 
to what they say, such as,  “That’s different,” “I love this,” “I want this,” 
and “I want to make this.”  Turn their comments into “I can do this.”

askIng ProbIng questIons WHen tHey enter 
tHe studIo also HelPs  
 “Are you making a gift, or is it for you?  What colors do you have in 
the kitchen?  What is your favorite color?”  For mobile studios, under-

standing the customer’s goals, needs, and mind set will help you develop 
projects or programs that they will want to do again and again.

get tHe CustoMer to lIke you 
 This sounds surprising simple, doesn’t it?  But if someone 
doesn’t like you, they won’t do business with you.  If they like you, 
you can build their trust in you and the studio.  This builds loyalty, 
and customers will forgo convenience if you are their favorite.
	 •	Remember	their	name	and	especially	the	child’s	name	-	es-

tablish a rolodex or file with personal info.
	 •	Remember	details	like	their	birthday,	
or who the pottery was for, which school 
auction etc. 
	 •	Extend	sincere	compliments.
	 •	Laugh	and	have	fun	with	the	
customer.

Make It fun
 Seattle’s Fish Market offers a prime example.  The fish monger 
tosses the fish across the shop for some poor guy to catch.  What 
about the fudge shop that breaks into song?  You can put kids to 
work by letting them help clean up, letting them ring up their own 
order.  Give mom a break when the kids are being little monsters 
by pushing the stroller around the room or holding the baby.  Help 
with hand prints.
	 •	This	creates	an	awareness	of	your	business.
	 •	It	gets	people	talking	about	you.
	 •	It	cost	little.

alWays Have great dIsPlays and saMPles
 Show off items that are visually appealing and make the cus-
tomer say “I can do that.”  Change your displays every 3-4 weeks.  
Leaving the same sample and display up month after month cre-
ates boredom and will not help sell your projects.

Market your busIness
	 •	Marketing	 is	not	the	same	as	advertising.	 	Advertising	 is	a	
paid ad in newspapers, radio, TV, magazines, direct mail, telemar-
keting, and billboards.
	 •	Cross	market	with	complimentary	vendors.
	 •	Establish	pick-up	points	for	mobile	studios.

servICe tHe dIfferent needs of your 
CustoMers
	 •	Custom
	 •	Pottery	to	go
	 •	Schools
	 •	Fundraising
	 •	Gifts	to	go

 Wow, wow, woweee!  Now the customers are talking about 
you, and I mean in a good way!

Let’s Give them Something 
to taLk about

When the customer 
is wowed or inspired, 

they become your best 
word-of-mouth advertiser.
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Christine Terranova; The Ceramic Garden 

 I’m going back three and an half years ago to when my dream 
finally came true - to own my business, a PYOP art studio.  I was a 
single parent (and still am, with a now 12-year-old boy), who had 
just been laid off for the fourth time in seven years!  It was then I 
decided I did not belong in the corporate world; I wanted to take 
my destiny into my own hands.  I was made to be an entrepre-
neur. The happiness and excitement of this new venture was over-
whelming.  To this day, I say it was well worth taking the risks. 
 Would I do it all over again though?  
At this point, honestly.... I’m not sure.  See, 
writing this article is actually helping me 
sort out my feelings and maybe even help-
ing me take a major decision -- whether to 
keep my PYOP open or to close down.  No 
doubt this tough economic situation is to blame for pushing me to 
the limit, or maybe it’s just that I still have so much more to learn.  
Writing is also art, and like all art, it is therapy.  So, by the time I 
finish writing this article, both you and I will know what decision I 
have reached.
 Because I still stumble over road blocks on a daily basis, I 
often wonder how I lasted this long.  This thought is often con-
firmed by the many people, most of them clients, who admire my 
dedication and tenacity and congratulate me for still being in busi-
ness.  How do I overcome the physical, emotional, and financial 
challenges when I have every reason to quit?
 I believe that everything happens for a reason in life and that 
things will work out well in the end.  One word of advice - Don’t 
lose hope.   

Physical Challenges.  How do you get help when you can’t 
afford even one employee?
 In my insane moments, I think I can be superwoman and do it 
all by myself.  I’ll be juggling the studio and two part-time jobs, the 
house, and a tween.  Not easy.  It’s when I started having volunteer 
help that I realized how invaluable they are and how much more 
gets accomplished in the studio when I have help.  

seek help from volunteers. 
 I discovered that many people would love to help in exchange 
for doing art.  Let them paint bisque or plaster or take an art class 
you offer.  Most volunteers are fascinated by the pottery on the 
wheel, so I set a convenient day where some can attend a class and 
teach them.  The younger volunteers impress their friends with 
their good deed, and they ask me if they can also volunteer, just 
‘cause it’s cool!
 I now have a total of 13 wonderful people who help me with 
birthday parties, special events, and cleaning.  They are all custom-
ers who came in one day, came back another, and ended up of-

fering their help.  I call them my angels. When Lisa came into the 
studio to paint with her husband and three-year old son, she men-
tioned a couple of times that she used to pour for the scouts as 
a young girl, and consequently, offered to help pour once a week.  
We pour on Tuesdays, the day that works best for her. 

stay flexible, a key element for success. 
 Some volunteers can help only on certain days and hours.  Be-
ing flexible will give you the chance to look at yourself and analyze 
how you can enhance the relationships with your volunteers.  At 

first, I had to be careful not to overdo in my 
expectations.  Just because I work 85 hour 
weeks doesn’t mean that I have to expect 
the same from others.  Keeping an open 
mind is a great opportunity to review your 
perfectionism and think more creatively.

Change your hours.  
 You are allowed to have different hours at various time of 
the year.  I open longer hours in the summer and in December 
to satisfy my children’s clientele, and my hours are shorter in the 
down times.  For the last two years, I have been working part 
time for an attorney who is flexible with my schedule.  We have 
an arrangement where I do not work for her during summers and 
Decembers.  And since there is no school in the summer and on 
school holidays, I do not have to substitute teach (another of my 
part-time jobs).

emotional Challenges.  How do you keep your sanity?
 With the worsening economic situation in the last couple of 
years, together with a sharp rise in real estate taxes, home insur-
ance, gas, andinflation, I found the income from my two part-time 
jobs was no longer sufficient.  I fell behind on my mortgage pay-
ments, and my home was in foreclosure for six months.  I cannot 
describe the stress -- the emotional roller coaster -- I endured for 
six months, as I tried to save my home.  Fortunately, I was able to 
pull through that huge personal challenge. 

think positive.  
 As a small business owner, I have to keep thinking positively 
even though, after talking to my former accountant, I had to add a 
three-year extension to the myth that it takes two years to build a 
business.  Ironically, this accountant skipped town and disappeared 
off the face of the earth.  Did I mention it was during the 2008 tax 
season?  Oh well, just another challenge!

Count your blessings.  
 Being in good health makes me count my blessings.  Since I 
opened my business, three and a half years ago, I’ve never been 
able to afford medical coverage, and I don’t have a husband who 

What Would We do 
Without ChalleNGeS?

One word of advice - 
Don’t lose hope. 
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can claim me on his insurance.  I believe that stress turns into 
physical ailments.  I often use art as an emotional therapy.  And if 
I’m stressed out, throwing on the wheel will calm me down.  

Make time to paint something for yourself. 
 What ties in with physical and emotional well-being is making 
time for you.  If you don’t, you’ll end up burned out and will have 
moments when you won’t want to go to “work.”  When I feel 
that my hobby is becoming a “job,” I paint a piece, even if it’s just a 
plaster for display.  This creative exercise relaxes me and soothes 
my soul in a positive way.  

Make time to exercise.  
 Physical and emotional challenges can trigger a bit of depres-
sion.  I try to take time to exercise, even if it’s only 20 minutes to a 
half hour each day.  Every day, when I come back from work, right 
before I open the studio, I take my dog out for a walk.  I also try 
to work out 2 to 3 times a week, even though finding the time is 
challenging.  The endorphins that exercise kicks in lift depression 
and revitalize me.  I go to the studio with a feeling that everything 
will work just right.  That is, until the next challenge needs to be 
dealt with.

financial Challenges.  How do you keep going when your 
financial well is dry? 
 Even if you carefully planned out your finances in order to buy 
your dream business, challenges will present themselves, especially 
with the current economy.  My funds came from home equity line 
of credits (two of them).  I’m talking 2005, when banks were still 
lending money.  With the current credit crunch, money is a rare 
asset; this represents a big challenge and requires you to be re-
sourceful.  You might be able to rely on your husband’s salary to 
fulfill your business’s financial obligations for a while.  It becomes 
obviously more stressful and more challenging if you are single or 
a single parent.

get a part time job.  
 While business was “booming,” I accepted a part-time job at 
the home office of an attorney I met through a regular client.  By 
being a substitute teacher, I have improved my teaching credibility 
and created contacts in schools.  The down side to having a job is 
that the focus on growing your PYOP shifts to a focus on getting 
the bills paid.  You must try to juggle both.

try something different.  be creative.  
 The biggest challenge I have been facing is adjusting to the 
seasonal valleys that come with owning a PYOP studio.  So I added 
programs, like hand-building, sculpture, pottery on the wheel, wa-
ter color painting, mosaic, parents’ night out, and recently, an after 
school program.

Cut your budget to the minimum.  
 I wrap my ceramics in newspapers and use plastic shopping 
bags.  I graciously tell my customers, “Don’t mind the wrapping, 
we recycle.”  I have never had one customer not agree; all support 
our recycling process.

fell behind on rent?  
 If you are behind on your studio’s rent, try to work out a solu-
tion with your property manager or owner.  You’d be amazed at 
how understanding people can be.  It’s worth a shot.  If you don’t 

ask, you won’t know.  You might be able to sign an agreement that 
will help you catch up on the rent you owe.  I still haven’t caught 
up, but I’m optimistic I will.

seek a partner.  
 A silent partner can help straighten out your financial situa-
tion.  An active partner will help with the daily operations of the 
studio.  You need to make the decision whether or not you will be 
able to share profits.  I am still looking for an exceptional person 
to be my partner.

Marketing challenges.  How do you market your business 
with no marketing budget?
 Financial challenges tie in with marketing challenges since you 
need funds to be able to market your business.  But if you have a 
big zero for your marketing budget, you have to be creative.  Try 
to kill two birds with one stone.

Provide good customer service.  
 If you have provided good customer service since the day you 
opened you PYOP, your customers are coming back.  They create 
an important flow of regulars that keep the wheel turning. These 
happy customers promote your business by word of mouth -- the 
best advertisement in town.

send press releases.  
 If you can’t afford advertising, send press releases to local 
newspapers and television stations.  These are free.  You can send 
a press release about a new product you have developed or any 
change occurring in your studio.  If you don’t have the time to 
write one, fax or mail flyers you’re using in your daily business.

get involved in your community.  
 I was recently invited at a Family Fun Day in a local commu-
nity.  The board gave me two tables free of charge.  I offered small 
Halloween pieces that the kids painted with acrylics, and we made 
them into pins.  My son and two young volunteers helped me with 
the event, distributing flyers and collecting e-mail addresses.  It was 
fun and a great way to promote the business.  

 After three and an half years, I admit that challenges continue 
to defy me, and I know they will continue to make my life inter-
esting for a while ... or maybe forever.  When I think I’m sinking, I 
look at the positive and wind up determining that I am not doing 
so badly at all.  As I understand that challenges are part of life, that 
I am not alone, and that they are disguised opportunities to learn 
lessons on my path to success, I’m able to knock them down one 
at a time.
 Am I crazy to continue believing that my studio, my business 
for which I’ve worked so hard, will succeed, especially with the 
current economic crisis?  I believe I am not crazy, and I refuse to 
believe that I have been working these 85 hour weeks for nothing.  
I know my hard work will reap rewards.  All I need is a little more 
patience.
 Taking risks is part of being an entrepreneur, and I still say it’s 
worth every bit of it.  Writing this article has helped me to sort 
out my feelings, and the light I see at the end of the tunnel tells me 
not ready to give up yet.  I still believe that everything happens for 
a reason and that things will work out well in the end.  So, in case 
you’re wondering what my decision is ... I’ll keep my business open.  
Look, if I can do it, so can you!
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By Angie Verburg, CEO

 What makes us different and what will cause consumers to 
flock to our studios, even in uncertain economic times?
 As PYOP studio owners, we have three things going for us that 
regular retail and entertainment do not (at least not all three). 
 3 Socialization - a fun and creative opportunity to socialize 
with friends and family
 3 Personalization - gifts from the heart that are functional too
 3 Relatively low prices
 All of the above points can resonate with consumers if we 
promote ourselves as such.  So, how do we express this? 
 Recent articles on trends show that consumers now are at-
tracted by more meaningful and less glitzy slogans.  The Wall Street 
Journal reports that consumers are spending more time at home 
and are focusing on personal relationships and reminiscing about 
happier times together.  Even American Greetings has toned down 
their greeting cards.  Text is deliberately long-winded instead of 
short, snappy messages.  One American Greeting card that shows 
a couple holding hands states, “Let’s spend some quiet time to-
gether...because being with you is my favorite thing to do.”
 We need to keep in mind that consumers are redirecting 
their priorities.  Linda Chavez in Townhall.com writes that “Giving 
of ourselves is more important than handing out store-bought 
goodies.  Time spent with loved ones may be the best gift of all”.
 Keeping track of how our world is changing is very impor-
tant for those of you who want to continue to be successful.  We 
asked Kathy Tavano, Magazine reporter and editor, to create some 
Marketing Slogans that you could use in your email, sign, and flyer 
marketing.  We also now have new clip art available online for you 
to download with these slogans.  This clip art is more muted in 
color and style to reflect the changing consumer sentiments.

neW CCsa MeMber slogans
1.   Each piece a masterpiece - it just takes fun, not a fortune
2.   Each piece a memory - a moment, a person,  
  a relationship -- frozen in time
3.   Don’t “do lunch” - do pottery!  
  It costs less and isn’t fattening! 
4.   The perfect pastime -- Affordable, creative, memorable,   
  functional, fun!
5.   Have a lot of fun - without spending a lot of money - and  
  create a one-of-a kind masterpiece
6.   An unbelievable experience, unbelievable fun, 
  unbelievably affordable.  Believe it.

7.   Good fun with good friends for a good price
8.   Creation recreation!  Have fun making a pottery piece 
  that can be used every day and cherished for a lifetime!
9.   Leave the world behind and experience a world of fun.  
10.  Check your stress at the door and check out what’s new 
  and exciting in the pottery studio.
11.  Your finished pottery piece: a lasting memory of an 
  enjoyable and affordable day spent with family or friends.
12.  Make a date to make a memory.  (Or... Make time to make 
  a memory.)  Spend quality time with family or friends at a 
  pottery studio.
13.  Pottery studio: A magical place where a little paint and a 
  piece of pottery turn into a treasured reminder of time 
  spent with friends or family.
14.  Paint the town red in a pottery studio.  A great place for a 
  great date. (or a great day with friends, etc.)
15.  Instead of sitting silently at a movie, spend a fun time at a 
  pottery studio and create a useful reminder of your 
  enjoyable day!

soMe of tHe slogans tHat studIos 
Currently use:
1.   Time spent with loved ones may be the best gift of all.
2.   Paint Your Own Pottery: Relax, mingle, and create priceless 
  memories
3.   Paint Your Own Pottery: Where “time to unwind” meets 
  “one of a kind”
4.   Pottery Painting: Relaxing, Creative, Thrifty ... and Nifty!
5.   Pottery painting studio: Where friends meet for an out-of-
  this-world experience at a down-to-earth price
6.   Pottery painting: Creative adventure + family and fun =   
  time and money well spent!
7.   “HOLIDAY SHOPPING JUST BECAME FUN!”
8.   Enjoy painting pottery, Personalize...Socialize... 
  and Save $$$
9.   Fun and creative gifts from the heart at relatively low prices!
10.  Create more than pottery, create memories.
11.  It is about quality not quantity with designs from your 
  hands straight to their hearts.
12.  Create Memories - Paint Pottery
13.  We can help you make a gift that is so personalized, 
  you couldn’t buy it anywhere else in the world!
14.  Functional and Creative Fun
 Resources: Ceramic Chatter Participants; Kathy Tavano; Wall Street Journal 
- December 6, 2008; Townhall.com - Linda Chavez - December 5, 2008

What is Our EDGE? 

eAch Piece Amemory
A momenT, 
A Person, 
A relATionshiP...

FROZEN IN TIME

Your finished 
potterY piece:

a lasting memory of an enjoyable and 
affordable day spent with family or friends.

Many of the marketing 
slogans above have been 

stylized (examples to right)
for your use and are 

available for download 
at www.ccsaonline.com
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Courtesy of Duncan Enterprises

 This Mother’s Day, serve Mom in extraordinary style with this 
fabulous centerpiece!  Whether you’re dishing up yummy scones 
or displaying a colorful floral arrangement over brunch for Mom 
and her guests, it’s a gift she’ll simply adore!

 This project will be a great source of revenue in your studio.  
It can be promoted as a workshop to create a gift for Mom for 
Mother’s Day, or you can sell gift certificates for Mom to come in 
and create it herself.  The technique is simple, yet effective, and the 
project uses three pieces of bisque to make your average transac-
tion price increase.

Mothers Day 
Tiered Server
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MaterIals needed: 

duncan oh four™ bisque:

	 •	 25819	Candle	Holder/Pedestal	Base
	 •	 25820	Wavy	Wave	Dinner	Plate
	 •	 25821	Wavy	Wave	Salad	Plate

Concepts® underglaze for bisque and Majolica:

	 •	 CN	291	Light	Purple
	 •	 CN	292	Bright	Purple
	 •	 CN	341	Light	Pink
	 •	 Pure	Brilliance™	Clear	Dipping	Glaze	

discovery brushes:

	 •	 BR521	China	Script
	 •	 BR576	3/4”	Premium	Glaze	
	 •	 BR585	No.	6	Sabelina

Miscellaneous supplies:

	 •	 Clay	Carbon	Paper
	 •	 Foil
	 •	 1/4”	Masking	Tape
	 •	 Pencil
	 •	 Sponge
	 •	 Tape	Measure

InstruCtIons:

 For best results, please read all instructions before beginning 
project.  Refer to photo for color and design placement.

1  Lightly damp sponge ware to remove any dust.

2   Using the pencil, lightly sketch about a 1” band on 
   both plate edges.

3   Center the flower design on each plate and trace 
   the design using clay carbon paper.

4   Tape off the pedestal base, dividing it into six sections, 
   using the 1/4” masking tape.

5   Apply three flowing coats of each color to the 
  designated areas as follows:
   light Pink: Center flower designs on each plate
   light Purple: Center pedestal base, outer bands, 
   and undersides of both plates
   bright Purple: Brush-handle dots on the plate rims 
   and center circle on salad plate

6   Dip each piece in Pure Brilliance™ Clear Glaze. Let dry.

7   Stilt and fire to witness cone 06.

Project patterns are provided below. 
Please note that patterns shown are not to scale, 

so please enlarge to the appropriate size 
before beginning your project.
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By Denise Oliver, The Playful Potter

 Long before television, websites, or even print ads, word-of-
mouth advertising was how companies spread information to poten-
tial customers about their products and services.  Word-of-mouth 
advertising is still considered the most effective form of advertising.  
It has strong credibility, high audience attention levels, and friendly 
audience reception.  So, how do you go about increasing word-of-
mouth advertising about your studio?  Here are some ideas:

netWork
 Join a networking group such as your local chamber of com-
merce or better business bureau.  Some business networks only 
allow one of each type of business (i.e., hairdresser, insurance 
person, attorney, realtor etc.).  They work 
as a referral business amongst the group 
members.  Palee Haney from Art Bayou is 
a member of a networking group, BNI.  BNI 
is affordable to join, with meetings once a 
week for 1-1/2 hours.  During the meetings, 
members are provided with motivational/
educational pieces, and a feature member business is allowed a 
60-second commercial on the type of customer you are looking 
for that week.   
 Cross-promoting with your network is also a great opportu-
nity to increase word-of-mouth advertising.  Dedicate a small area 
in your studio to display locally-made candles, gift cards, or other 
complementary goods.  You will not only increase your sales, but 
you will also be reaching new customers by having a correspond-
ing display in another store.  A win-win situation!  
 You can provide your customers with the incentive to spread 
your information out to their network of family and friends by of-
fering a referral program.  “We have a spot on our ‘Art as You Like 
It’ kiln sheet that asks how customers heard about us.  We also 
have a place where they can list the name of friends or family who 
told them about us.  I send out a quarterly thank you and a $10 
gift certificate for referrals,” said Charlene Ridlon of Waite Park, 
Minnesota.  You can bet that customer is going to tell even more 
friends about your studio when they receive that gift certificate!
 Myspace.com, facebook.com, and other web-based blogs are 
great places to drum up enthusiasm about your business.  If you 
don’t feel comfortable with these new technologies, have an em-
ployee start a profile for you.  Keep it updated with pictures, cur-
rent events, and specials to reach a young market.

sHoW everyone WHat you’re Made of
 Every trip to Costco or the grocery store is an opportunity 
to advertise your business.  Emily Rhodes from The Polka Dot Pot 
in Winchester, Virginia has an “all out there” approach.  “My word 
of mouth is actually on my back and left boob since that’s where 
the logos are.  Whenever we wear the store t-shirts out in public, 
people always ask questions.  So, my staff and I wear them a lot.”  
Giving away t-shirts for camps, to staff, or to special customers 
can be a great way for your studio name to be seen.  Just think, 

every time someone wears 
the shirt, they are introducing
 you to new customers!  
 If you feature glass or 
silver clay, WEAR IT!!  
Beautiful samples will get attention.  In Vestal, New York, Laurie 
Laskowski from The Clay Ground tries to create a different buzz each 
week or two.  “I talk my fool head off-EVERYWHERE!  This week was 
Lilly Ollo...everywhere I went, I was decked out in L.O.--three pen-
dants, full charm bracelet, and earrings!  People were totally stopping 
me and amazed that I made it myself at The Clay Ground.”

never leave HoMe WItHout It
 When you are out running errands in your studio t-shirt and 

showing off your great wearable products, 
make sure you can put something in the 
hands of a future customer.  “I carry a sup-
ply of postcards and promotional pens 
with me.  When I see a mom with kids, I 
give her a postcard, while explaining how 
much we love to have wonderful children 

come in to make memories,” said Helen Hajny of Get Fired Up! 
in Sanford, Maine.  She also distributes pens to adults as a way to 
start conversations about her studio.   
 Leave a card on the bathroom counter of your favorite restau-
rant or a flier on the bulletin board at the gym.  Give fliers or busi-
ness cards to your employees too.  The fabulous Kizer and Bender 
recommend letting your staff pick their own title.  Your new “Pottery 
Princess” or “Glazing Guru” will be handing cards out left and right!

be tHe best you Can be
 There is nothing that compares to top-notch customer ser-
vice for creating word-of-mouth advertising.  When customers 
feel truly taken care of, they will let others know.  Create a warm 
and inviting space for customers to play in.  Make sure there are 
no dust bunnies hiding in corners and that all brushes and design 
materials are clean and ready to use.  Keep the safety of your 
customers in mind too.  Carry only certified non-toxic products 
and keep all cleaning materials out of the reach of children.  Your 
customers will notice that you are looking out for them!
     The best question you can get from a customer has to be, “Are 
you always this happy?”  Of course we are!!!  Greet and treat each 
customer as a member of your family.  At Playful Potter in Sparks, 
Nevada, we greet every customer who walks in the door with a big 
smile.  We want everyone to know that we are glad they are here.  
 Just as you wouldn’t want to disappoint a member of your fam-
ily, keep the promises you make to customers.  They will spread the 
word about your kindness and professionalism.  If someone says or 
writes something positive about your product or service, display 
reprints and let the world know how fabulous you really are.
 As Laurie Laskowski says, “I never get tired of talking about The 
Clay Ground.”  Show and tell everyone you meet how excited you 
are to help customers create memories.  Enthusiasm is contagious, so 
spread your passion around with word-of-mouth advertising!

Let Me teLL You About A GreAt PLAce!

When customers feel 
truly taken care of, 

they will let others know. 

WOrd-Of-mOuth AdvertiSinG
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by Bob and Susan Negen, WhizBang! Training

 Let’s get straight to the point.  If you’re not completely, effectively, 
and immediately training everyone on your staff, you’re leaving lots of 
money at the table.  Yep, the gain from training your staff I’m talking 
about is cold, hard cash.  Poor or non-existent training equals lost 
sales, lost customers, and lost time...it all adds up to lost money.
 As the owner or manager, you are probably the best sales-
person in your organization.  The challenge - and opportunity - is 
to teach your staff what you know to improve their sales and 
customer service skills.
 What would your business look like if everyone on your team 
were well-trained and performed at your level?  Here’s an example...

 A little bit of training adds up to a whole bunch of money!  
$27,000 annually in the case of the example above.  WOW!
 While the garden variety untrained retail staff member is busy 
holding up the counter and making sure the phone works by mak-
ing personal calls, a well-trained, motivated employee keeps the 
cash register singing, your customers happy, and the store running 
like a top.
 Not yet convinced that training is a great investment of your 
time and money?  You want more gain than just money?  You’ve 
got it!  When you train your employees, you gain three powerful 
freedoms: time freedom, mind freedom, and physical freedom.

tIMe freedoM
 Stop for just a minute and think about how you spent your 
time last week.  How much of it was spent answering questions 
your employees should know the answers to?  Fixing problems 
caused by employees doing the wrong thing?  Redoing projects 
that your employees did incorrectly?  Trying to do everything 
yourself because no one can do it as well as you can?  Spend some 
time up front training your employees what to do, and how to do 
it correctly, and you’ll gain long-term time freedom.

MInd freedoM
 For years, I walked my dog twice a day in a gorgeous, wooded 

park.  I hardly ever noticed the beauty of the place or 
spent any time playing with my dog.  Nope, I was always thinking about 
the store.  Specifically, I was trying to figure out what to do about two 
employees who never did what I wanted them to!  Train your employees 
well and you’ll eliminate those nagging worries and the pesky thoughts 
that wake you up at night.  A cracker-jack staff keeps your work life 
from taking over your personal time.  You’ll gain mind freedom.

PHysICal freedoM
 True story.  There’s a guy I know who owns a store that hasn’t 
taken a vacation for 18 years.  He feels like the whole place will go 
to heck in a hand basket if he leaves for even one day.  Do you ever 
think that going on vacation - even a short one - is more trouble 
than it’s worth?  When you’ve completely and effectively trained 
everyone on your staff, you are no longer physically chained to 
your store.  You’ll gain physical freedom.
 The backbone of consistently great training is a great employ-
ee manual. Everybody learns the same information, and it’s always 
delivered the same way. This is the first step in getting everyone 
to do the same things, the same way - the way you want them 
done!
 If you don’t already have an employee manual, grab a yellow 
pad right now. Or dust off that earlier attempt at a manual.  If it 
ain’t written, it ain’t real!  Word-of-mouth training will get you in 
trouble every time.  Did you ever play the game “Telephone” when 
you were a kid?  You’d whisper a sentence in the ear of the first 
player in line, then they’d pass it on to the next player until the 
sentence got to the last player.  The way the sentence started out 
was never how it ended up.
 You don’t have to create a graphically stunning masterpiece or 
put your manual in a fancy binder.  Don’t let perfection get in the 
way of progress.  You just have to write it down.  Here are some 
ideas to get you started:
 Start with the basics, the bottom line.... What does a new em-
ployee need to know before you put them out on the floor, face 
to face with your customers bringing, or failing to bring, money 
into your business?  You can add to and modify your manual as you 
grow as a trainer.  But in the beginning, keep it simple and start 
with the most important stuff first.
 Your job is to make sure that your customers love everything 
about your store - especially your staff and the service they give.  
A great staff starts with training.
Remember...no train, no gain.
 You can jump start the process of writing your employee 
manual with the “Write A WhizBang! Employee Manual Kit.”  It’s 
filled with practical, to-the-point information for getting your em-
ployees to do what you want them to do, the way you want them 
to do it, and when you want them to do it. You’ll also find a free 
sample employee manual on the CCSA website under Managing 
that you can customize to your business.
 Want more great tips? Get your FREE “WhizBang! Tip of the Week” 
via e-mail.  The tips are short, practical, profitable and fun!  Just go to 
www.WhizBangTraining.com and sign up.

Salesperson Average Daily Sales Average Weekly Sales Average Annual Sales

Top 
Sales Person

Average 
All Other

Sales People

Difference

Times the number
of other sales

people: 3

 $729 $3,645 $182,250

 $693 $3,465 $173,250

 $36 $180 $9,000

 $108 $540 $27,000
   = potential sales loss

See BoB NegaN 
at the 

CCSa CoNveNtioN oN 
Sept. 12, 2009!No traiN...No gaiN
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By Dulaine Lough, ChromaColour
 
MaterIals requIred:
 • Plate (rimmed dinner is shown)
 • Round sponge to paint the red on the rim of the plate
 • Make-up sponge to apply paint for thumb prints
 • A variety of brushes, mostly small ones
 • Outliner with black paint
 • Outliner with red paint
 • Pen
 • School picture of children and teacher
 • First names of children to match to pictures
  (eg. Top Row: Billy, Sarah, Gavin, etc.  Make sure the 
  names are spelled correctly!)
 • Variety of Eco-Coat Underglaze by ChromaColour
 
InstruCtIons:
 1. Choose an appropriately sized plate for the size of the class.
 2. Divide the plate into sections so that children are evenly 
spaced around the outside.
 3.  To paint the children’s faces, you have two choices:  Ask a par-
ent to take the plate and some skin toned paint to the classroom and 
get thumb prints from each child, or paint on the faces in your studio 
with a brush matching the shape of the head as best you can.  
 This is really a matter of personal preference as well as a 
timing issue.  The fingerprinting is more individualized, but more 
time consuming and less predictable in terms of quality.  I would 
strongly suggest that you have the parent draw ovals around the 
plate in pen (or whatever your studio uses) so that the kids have 
a target to aim for with their thumbs;otherwise, it will be very 
uneven and there may not be space to write the children’s names 
or do the sponging on the outside.  Be sure to  provide the parent 
with appropriate colours for the children’s skin tones.  Include a 
make-up sponge to apply a heavy coat of paint onto the thumb.  
Dipping the thumb in a blob of paint does not work well (experi-
ence is a great teacher!).  
 If you choose to paint the faces on the plate with a brush, you still 
need to space out the children evenly and use a brush to apply two 
coats of skin colour in oval shapes, similar to that of a thumb print.
 4. Using the class picture as a guide, paint onto the plate each 
child’s hair, making each thumb print look similar to the child in 
the picture.  Pay attention to hair length, style, colour and whether 
or not the child has glasses.  It is fun for the children to find them-
selves on the plate when it is given to the teacher, so the more 
resemblance, the better.
 5. Write the children’s names below the faces in pen, which 
will be outlined at the end.
 6. Paint in the teacher -- a larger version of the children but 
still trying to make it look like the teacher.
 7. Depending on the size of the plate, find a circle to trace for 
the “Thank-You, Mrs.....!” above the teacher’s head.

 8. To 
outline, I used 
an extra-fine tip that 
screwed onto a plastic bottle.  Do not use dimensional paint, as 
it is not fine enough.  Outline the child’s hair, a basic face (two 
dots for eyes and a big smile - similar to the “Me and my Big Ideas 
scrapbook stickers), and the children’s names.  Do the same for 
the teacher and the class information (grade, school and year).  Be 
sure whoever does the names and printing has good penmanship, 
as it makes a huge difference.  Put small dots in between the chil-
dren’s names to make the spacing clearer.
 9. If your school is not taking class pictures due to privacy 
issues, it will be much harder to do this plate, but not impossible.  
You can draw some basic options on a piece of paper and number 
them.  For example, option number one is a girl with long straight 
hair, no bangs.  Number two would be the same but with bangs. 
Option three is a boy with short hair, and four is a boy with longer 
shaggy hair, etc.  Then go into the class and write each child’s name 
with the hair style option, plus their hair colour.
 10. Sponge the outside rim of the plate with red paint.  This 
adds a nice splash of colour.  Make sure you don’t put the faces too 
close to the edge or that you won’t have space for this sponging.  
Obviously, the colour you use for this can vary, but red is a nice, 
bright addition to all the browns and beiges of the hair and faces.
  These plates can be done by the parents or by your staff for an 
extra charge.  I charged $50 per plate if it was ordered before June 
1st, or $60 per plate after June 1st.  Of course, you can charge what-
ever you feel appropriate for your market.  Most parents wanted 
me to do it, as I was skilled with the outliner.  To offset the cost, a 
few parents chipped in together to share the cost.  I budgeted two 
hours of my time to paint one plate for an average class size of 26.  
 This plate was a huge money generator for my studio.  As 
when word of mouth spread that I would custom make these, 
I ended up doing 20 or so each spring.  In March, I would put a 
sample of this plate by my cash register with a sign to advertise it.  
Of course, this was in addition to the regular child-painted teacher 
gifts I offered.  
  Happy Painting!

Thank-You, 
Teacher! plaTe
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In a behavioral interview, 
your objective is find 

out what an applicant 
would actually do in a 
certain job situation.

By Michelle Booth, Glazed Over Ceramic Studio

 Conducting a “behavioral interview” can help you find the 
best employee for a specific position because you are going to find 
out exactly how they would handle certain situations.
 In a behavioral interview, your objective is find out what an 
applicant would actually do in a certain job situation.  You are 
trying to steer them to answer as specifically as possible.  You 
want them to avoid such words as “usually,” “sometimes,” “of-
ten,” “most of time,” etc.  If they use these 
words, they are telling you what they 
want you to know about them, not how 
they may actually behave in a situation.  If 
they avoid a very specific situation, then 
you can redirect them to answer more 
specifically.  
 The following is an example of turning 
a general answer into a specific one:

 question: “Tell me about a specific time you had a difficult 
customer, and what made it difficult?”
 answer: “Well, usually when they are difficult, I try to calm 
them down by... .”  
 Cut them off immediately, or you are going to waste your 
time.  How to redirect:

 question: “Think about a specific customer.  What hap-
pened?  Who was it? Which job?”
 answer: “Well, there was this older lady who came into the 
store on a Friday who was so angry.  I calmed her down.”

 question: “How specifically did you calm her down?  What 
did you say or do?”
 answer: “First, I greeted her and asked how I could help 
her.
 Nodding, while listening to her vent, seemed to help.....”

 Notice how the question was asked again in order to get a spe-
cific, detailed answer--Not what they would do, but what they did!
 Here’s a list of questions to help narrow down the situations 

we are faced in the studio each day.  You 
can ask all the questions or the ones most 
important to you. A few of the questions, 
listed below, are not intended for specific 
answers.  You can add your own to suit 
your studio needs or the job requirements.  
At the end of the questioning, score the 
applicant to see if it is someone you would 
hire for the position.  This way, you use 
more than intuition to decide. The higher 

the score, the better the chance for the applicant to fit into your 
studio!

 1.  Tell me your schedule.  What days and times can you work?  
When can’t you work?  Are you free weekends and evenings?  
What extracurricular activities do you have?
 
 2.  Why are you looking for a job?  (You are finding out if they 
need the money, were forced to work by parents and don’t really 
want to be working, are saving to buy a car, or just want to pass the 
time. If they don’t need the money, they don’t always work out.)

Behavioral interview Questions

FInDIng gREAT 
EMPLOYEES
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 3.  What days off will you need in the next six months?

 4.  Why do you want to work for Cindy’s Ceramics?

 *5.  What makes you different than the other candidates that 
I am interviewing? (This is their “brag” time!)

 6.  Explain your Job Description and what they will be doing.

 *7.  Tell me about your last job.  When I call your last boss to 
do a reference check, what will he/she tell me about you?  What 
did you like best/least about that job?  Why did you leave?  (Notice 
the length of time at their jobs.)  (Did they give 2 weeks’ notice?)

 *8.  Tell me about the best job you ever had.  What specifically 
made it the best job?

 *9. Tell me specifically about a time when you had to deal 
with a difficult customer.  What made this difficult and how did 
you handle it?

 *10.  Tell me about a specific time you were given a dead-
line to complete something.  What was the 
situation?  What happened?

 *11. Tell me about a specific time at 
work when you were given feedback by 
your boss.  What was the situation, and 
what did you do once given the feedback?

 *12.  Tell me about a specific time at 
work when it was very slow.  What did 
you do?  What motivated you?

 *13.This is a very high- paced envi-
ronment.  Tell me a specific time you had 
to handle something like that and how you 
did it.  What was going on that made it 
high-paced?

 *14.  Tell me about a specific time 
when you displayed leadership skills.  How 
did you become the leader?  How did you 
rally the group?

 *15.  What would you do to market 
my business?  Be specific.

 *16.  Tell me about a specific time at 
work when you successfully multi-tasked.  
Give details.  How did you complete your 
tasks?

 *17.  Tell me about a specific time 
when you have gone above and beyond 
the call of duty.

 *18. Give three words to describe 
yourself.  (Studies show that the first three 
are right-on.)

 *19.  What is one area personally that you feel you could 
improve on?

 20.  Where do you see yourself in five years?  Please be spe-
cific.

 *21.  Tell me about something you did that required organiza-
tion.  What did you do to get organized?  How long did it take to 
complete the task?  What, if anything, made it difficult?

 *22.  Do you to prefer to tackle the easy project first or the 
challenging one?  Why?

 *23.  Tell me about a specific time at work you took great 
pride in a job well done.  What motivated you to do the project?

 *24.  Tell me about a specific time you couldn’t complete a 
task.  What prevented you from completing it?

 25.  Tell me about a specific time when you worked with kids 
and found it challenging.  What was the situation?  What made it 
challenging?

Scoring:
 Scoring is based on a 1-5 scale.  

 1 is the lowest, 5 is the highest.  

 The questions marked by a star 
 are the ones that you score.
 
 Each question should be scored 
 objectively based on how well the 
 applicant handled the situation 
 and how well they handled the 
 question.  

 if they couldn’t answer the question or 
 be specific, the score would be a 0.  
 if you are interviewing a person with 
 no job experience, base the questions 
 on personal experiences.  only hire 
 those applicants who average a 4-5 
 scoring.  

 To find the average, add all the scores   
 together, then divide by the number 
 of questions you asked.
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trip to The Ceramic Shop for more clay (over 500 lbs. in all), we start-
ing noticing some problems.  There were cracks if we let them get 
to dry before paddling, there were cracks if they dried too fast, there 
were cracks if the clay was not compressed after opening it up on the 
wheel, and there were cracks if they were trimmed too thin.  Oy...all the 
cracks!  Each crack made the pot little more than a pile of reclaim clay.  
 We pushed through.  My staff was amazing, staying late into the 
night to help throwing or trimming or loading the kilns.  Luckily, Au-
drey did all the glazing; how she managed to avoid getting carpel tun-
nel from painting Fire Engine Red on all those bowls, I have no idea!  
 Then finally, quite inexplicably, one day we were done.  We 
counted and recounted.  Subtracting out all the cracks, redos, re-
fires, and reclaim clay, we were finished!  It was such a relief.  We’d 
probably made over 120 bowls in all in order to get the required 
80, but it was done.  I dragged myself over to Leber Chiropractic 
to have my ailing back put together again.
 It wasn’t until a week after the last bowl came out of the 
kiln that I was chatting with Audrey.  In a very casual, British fash-
ion, she mentioned that the bowls would be signed this weekend 
by celebrities and, most likely, auctioned off.  Oh and by the way, 
she mentioned, Sunday was the Emmys, so it was possible that 
the bowls would be signed by the likes of Oprah Winfrey, Alec 
Baldwin, and others somewhere backstage at the ceremony for 
Bertolli’s, the client.  
 “What??  Are you kidding me?” I exclaimed to her.  I was in 
disbelief that the order that had come to be known as “those damn 
bowls” would be center-stage behind the scenes at the Emmys.
 The evening of the Emmys, while I was lying in bed watching tele-
vision, I typed into Google, “Bertolli and Emmys” and began clicking 
on articles.  One after another, I saw pictures of A-List celebs posing 
and holding those bright red bowls.  The same bowls we had all spent 
four grueling weeks making and protecting from a gaggle of 6 to 12 
year old art camp kids were famous.  How could it be possible!?!?  
 I screamed out to my wife, and she rushed into the room 
wondering what I was mad at her about.  I told her to look at the 
screen.  She couldn’t believe what she saw.  We spent that night 
scouring the internet for pictures.  We found pictures of Shelly 
Long, Christie Brinkley, Lauren Conrad, Doogie Houser, that guy 
from the Bravo show my wife makes me watch, Gayle King, and on 
and on...all holding the red bowls we had created. 
 The next week was a blur; I wanted to grab as much free public-
ity in the local papers as I could.  I’d been spending so much money 
on ads for the studio in those papers; I wasn’t going to let the chance 
for a free article pass me by.  First I tried the Philadelphia Inquirer, but 
after only getting transferred to voice mail boxes, I moved on.  I tried 
the two local papers, and they both ran great articles with pictures!  
After the articles ran, what surprised me the most was how people 
kept coming into the shop asking about thebowls.  I even sold one of 
the extras, along with a picture of one of the celebs holding a bowl, to 
my newspaper ad rep for forty bucks as a wedding present.  People 
came up to me at our table at the local Autumn Festival and called me 
“the guy with the famous bowls.”
 The whole adventure made us run the gamut of emotions: 
excitement, frustration, anger, annoyance, and jubilation.  But now 
that it’s all over, I can truly say it was absolutely worth all the hard 
work and late nights.  Now, Audrey tells me they may want more 
for the Golden Globes!!!

And the Emmy Goes to...
By Paul Kaplan; 
The Mud Shack

 I whispered to Juli, “Make 
sure, when the kids walk to 
the sink to wash their hands 
before their snack, none of 
them gets close enough to 
the counter to touch any of 
the bowls.”  Images of curious 
little fingers pushing through 
the walls of the half-dozen or 
so bowls lining the path to the 
sink flashed through my mind.  
Juli told each child to follow 
the tile line on the floor all the 
way to the bathroom and not 
walk anywhere else.  The game 

worked; none of them even looked up from their mission of bal-
ancing on the line, and my nightmares were put to rest.
 The counter, the top of the cabinet, the drying shelves, the class 
shelves, and even temporary shelves assembled using bricks and 
boards of wood were all covered with bowls.  Bowl upon bowl cov-
ered every unused horizontal surface in the shop.  Each pot was in 
one of many stages of drying, from fresh off the wheel to leather 
hard to teetering on the verge of being too dry to alter.  The storage 
situation became so dire at one point that the only way to clear shelf 
space was to load a kiln and fire them to get them out of the way.  All 
the while, boys and girls filled the shop creating their own clay mas-
terpieces, working with fused glass, painting on pottery, beading and 
working with mosaics at our summer art camp.  
 The order for these square bowls came on August 6th, my 
birthday.  The phone call asking me to be paid to throw on a pot-
tery wheel came as one of the greatest calls of my eight years as 
a potter.  At first, the order was for twenty squared bowls to be 
finished by the end of the first week in September.  The order in-
creased to fifty and then finally eighty, all within the same demand-
ing time frame.  It sounded amazing!  
 What a birthday present that was from my dear, sweet British 
friend Audrey Jones who, as I would come to realize, is a very well-con-
nected Duncan Ambassador.  She didn’t have much information about 
what the bowls needed to be used for or even who they were for.  The 
bowls just needed to be three inches tall and eight inches square.
 It all started out so innocently.  I threw a quick sample of 
how easy it would be to square off a round bowl with a paddle.  
We emailed a picture to the client and got a rousing thumbs up.  I 
pressed Audrey for more information about who, what, and why 
someone wanted these odd-shaped bowls, but to no avail.  Once I 
got my down payment, I stopped really caring.
 I enlisted other potters on my staff with experience in produc-
tion work, and developed a system to make each pot as identical as 
possible and worked and worked and worked.  On nights and week-
ends we worked best - when all those camp kids weren’t around.  
 Customers who saw the shop runneth over in eight inch square 
bowls had one question on their mind, “What could they possibly 
want with eighty of those bowls?”  We wondered the same. 
 We worked and worked and worked some more.  After the third 
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 Since my CCSA budget didn’t allow a visit to New Zealand 
(where we have three members), I decided to take a virtual visit!  
Pam McNickle, owner of Crumbles Ceramic Studio in Auckland, 
New Zealand, helped me through the visit by responding to the 
interview below. 

How did you get started in a PyoP studio?
 I visited a studio in Nelson, NZ while on holiday and stayed 
and painted all day with my family.  At the time, I held a full-time 
corporate job and had 3 young children.  I loved the experience 
and enjoyed painting immensely.  I thought what a perfect job this 
would be.  When I got home from holiday, I found a local home 
studio where the lady had been doing this for about 6 years.  She 
ran set classes every week which I attended for over a year until 
she decided to sell her business.  It took her about 6 months to 
sell, and in the final few weeks before she sold, I suddenly thought, 
“Why don’t I buy it?”  It was too late ... she sold to someone else.  
However, I decided that I was going to do this anyway, so I set up 

my very own studio.  I decided to do this from my home as she did 
and converted the large garage area into my studio.  
 
during your planning stage, what resources did you find 
most valuable?
 I had no resources at all during the planning stage.  I was 
advised against it because it  “was a dying trend” apparently.  The 
planning stage was short, within 6 weeks I had a studio all set up.  
It was hard in the beginning because I thought that as it was ready 
to run, the customers would flock in the doors; but of course they 
didn’t.  I did not know anything about CCSA, and I was 1 of 3 con-
temporary studios in the Auckland area.  I took the plunge anyway 
and muddled through.  I wish I had known about consultants, as 
there were so many mistakes I made that I learned from.  
 
What are the most challenging aspects of running a stu-
dio in new Zealand?
 Being a small country with only about 9 contemporary stu-

 by Angie Verburg, CCSA CEO



 Today   Spring 2009 45

dios in total, we are such an untapped market.  Most people don’t 
understand what a PYOP studio is.  We still have the traditional 
pottery studios, but customers don’t realize they can just come 
and paint without making the piece first.  In the 3 years I have been 
open, this is changing and more people are aware now.  I also get 
so excited about products available in the USA and UK, but never 
see similar things here.
  
do you use any of your CCsa benefits?  If so, which ones, 
and how do you use them?
 I use most of the CCSA benefits.  I am addicted to Chatter and, 
until the last year, have been the only NZ CCSA member.  I love the 
connection with studio owners all over the world.  The knowledge 
and support on Chatter is so fantastic, you feel part of a community 
that understands.  I love all the marketing materials on the website, 
photos, clip art and techniques; I use all of these.  Even with the ex-
change rate, the CCSA membership is worth its weight in gold.
 
Please describe your location and how you obtained it.
 My studio is home based and, therefore, we have no shop 
front.  Because of this, we do not get walk-by traffic, and all our 
customers book to make an appointment.  It was easy to convert 
the garage to the studio, and I love the fact that I can work from 
home and load and unload the kiln at all hours of the day!  I am 
also lucky that the studio is big enough to hold up to 25 painters 
at one time, but for bigger groups we are mobile, which gives us 
the variety.  If I decide to move to a premesis, I have the studio 
location all picked.  However, it’s not available at present, so I am 
sitting back and waiting for it to become free.
 
What areas of design in your studio are you most proud of?
 I suppose my studio entrance, which used to be a back door 
to the garage.  We have put in a special pathway through the gar-
dens displaying hand-painted ceramics.  At Christmas, we place 
fairy lights around the path, and it looks gorgeous.  We even have 
a little shop window as you come in the entrance that we can dis-
play finished-ware items or make 
into themes etc.
 
What is your biggest chal-
lenge in running a studio day 
to day?
 Trying to do everything.  At 
first, I was the only one who 
worked in my business.  Now, I 
have four employees!  It certainly 
helps.  
 
How do you market your stu-
dio?  What is your most suc-
cessful marketing tool?
 After many marketing mis-
takes and huge $ spent, we have 
now found what works and what 
doesn’t.  Probably our biggest gen-
erator of business is our website, 
www.crumbles.co.nz .  We get so 
many comments about how pro-
fessional it is.  Another is word 
of mouth, which is very powerful, 
but does take time to build.  I use 

Constant Contact emails to send frequent emails to my database 
of customers and send fliers to schools and kindergartens.  I have 
brochures that go out with everything and constantly talk about 
my studio.
 
What advice can you give about managing employees?
 Be honest, firm, and fair.  It’s easier to sort problems immedi-
ately than hope they go away.
 
Have you been to a convention and if so, what did you 
learn there that you have implemented or plan on imple-
menting?
 Yes, this year was my first convention in Phoenix.  I had an 
absolute ball!  I have learned so much ... from painting techniques 
and marketing ideas to different ways of doing day-to-day things in 
the studio.  The knowledge I gained from talking with other studio 
owners was the best, as well as new friendships made all over the 
world.  I hope to attend every year!  There is so much I learned at 
convention that I haven’t had the time to implement yet, but I will 
do so hopefully before I attend convention next year!
 
What are your thoughts for the future of the PyoP in-
dustry?
 In NZ, I think the PYOP industry is going to continue to grow.  
Hand-painted and hand-made gifts that can be personalized are 
becoming more popular.  The fact of having a relaxing family outing 
together is something we love to promote.
 
If you were granted one “business wish,” what would 
it be?
 To be able to be in a larger premise so that we can bring the 
joys of painting pottery to more people and expand our finished 
ware business.
 
If you could do it all over again, would you?  and if so, what 
would you do different?

 Yes, of course, I would do it all again!  
I would hire a consultant, have more initial 
start-up capital, and I would have joined 
CCSA sooner.

Pam McNickle, owner of Crumbles Ceramic 
Studio in Auckland, New Zealand.

A window display at Crumbles Ceramic Studio.



CHroMaColour eCo Coat 
Clear glaZe
 “We switched to ChromaColour Underglaze about a year 
ago and fell in love with the vibrant colours. We wanted to use 
product from an Eco-conscious manufacturer and so it was 
natural for us to switch to the clear glaze as well. We are very 
impressed with the product and not only is the customer service 
gold standard, the technical support is too and it is immediate.” 
Tracy and Tony, TIJA Paint Your Own Ceramics - Burlington, On-
tario CANADA

Color of glaze: White
glaze’s strengths:
• Is non-toxic and lead free as is all ChromaColour 
 products
• Is certified lead-free, and produced in our lead free  
 manufacturing facility 
• Dries to a matte finish and does not leave 
 dipping lines 
• Provides a clear, pure finish to every fired piece  
• Is offered in a 1 gallon or 3 gallon container with a 
 $0.10 cent refundable recycling fee
How to best use glaze: Should have a viscosity of ap-
proximately 18 before dipping. Must be stirred vigorously 
before each use.
for Product and technical Information: 
www.chromacolour.com;1-800-665-5829 in North America; 
00 33 (0) 555 80 73 93 in Europe
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TECH 
TALK

Non-Toxic
Glaze

Overviews
By Angie Verburg, CCSA CEO

 aMaCo - dC-10
 “Underglazes seem to fire brighter when we use AMACO LG-
10 instead of our cone 6 transparent glaze.” Daniel Howell, High 
School Art Teacher
Color of glaze:  Red
glaze’s strengths: 
• As a founding member of ACMI, Amaco has been the 
 industry leader in lead-free glazes for decades
•  DC-10 Dipping Clear is ACMI approved as 
 non-toxic
•  DC-10 fires to a brilliant blemish-free surface
•  DC-10 makes underglazes come alive in 
 vibrant tones
•  DC-10 has a wide firing range and thermal 
 properties that make it ideal for glazing industry 
 bisque as well as many Cone 04 clay bodies
How to best use glaze: Stir and adjust with water (if 
necessary). Dip pieces using hands or tongs, touch up any 
dipping marks and fire to a brilliant finish at Cone 05.
for Product and technical Information: Contact Steve 
Lampron (ext. 1328) or Lori Jenkins (ext. 1364) at (800) 374-
1600, visit our website: www.amaco.com, or write:  AMACO, 
6060 Guion Road, Indianapolis, IN 46254-1222

 We dedicate this article to those suppliers and the glazes that 
they provide us with.  Whether the color of the glaze is red, white, 
green or blue, the products are exceptional as is the support of 
those suppliers.  Please take the time to review their products 
below and Thank your supplier for a job well done! 
 As it applies to clear glaze the term “Non-Toxic” means the 
product does not have lead or any other toxic material in it in 
amounts that could be harmful to one’s health.

It’s official!  The CCSA is now an association of members who use only non-toxic glazes and paints 
in their studios.   We applaud our studio member efforts to make the switch and the efforts of our 

suppliers to release new non toxic clear glazes that continue to perform better and better.
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dunCan enterPrIses - Pure brIllIanCe™
 “Thanks Duncan for your teams great effort with this new 
glaze!  I am for sure very happy to say it’s a great glaze!  I am 
ready now for the change!  Everyone on the Duncan team are 
awesome... they’ve all helped me in so many ways I just cannot 
begin to list or describe!  Pure Brilliance is undoubtedly Brilliant!”  
Tanya LeBlanc - Owner, Ceramics Canada, Oshawa, ON
Color of glaze: Green
glaze strengths:
• Great for use over all underglazes
• Enhances colors and whitens bisque
• Forgiving, craze resistant, easy to use formula
• Fast and stable drying
• Nontoxic, Dinnerware safe
• Green in color making it easy for users to see where the  
 glaze has been applied ensuring total coverage. The color  
 also symbolizes Duncan Enterprises commitment to 
 Be socially and environmentally responsible.
How to best use glaze: To prepare Pure Brilliance™ 
Clear Dipping Glaze for use, simply mix in pail, add water 
if needed, adjust viscosity to match your dipping style, dip 
pieces and fire to shelf cone 06.
for Product and technical Information: www.duncanceram-
ics.com, creativity@duncanmail.com;1-800-CERAMIC (237-2642)  

gare - 9000d
 “With the volume of  glazing we do, we need a glaze that is 
easy to use and brings out the boldest and brightest colors in our 
customer’s pieces.  This is why we rely on Gare’s 9000D Clear Dip-
ping Non-Toxic Glaze in our kiln rooms.” Scott Neff, Owner of five 
contemporary studios called “As You Wish” Phoenix, AZ
Color of glaze: Light Blue
glaze’s strengths:
• Gare 9000D has a brilliant shine that rivals leaded glazes.
• Fast Drying.
• Doesn’t change your colors.
• Minimal double dip lines
• Bisque looks whiter 
How to best use glaze: Mix with jiffy mixer, after getting 
to recommended viscosity dip in a quick in out fashion and 
shake off excess glaze.
for Product and technical Information: www.gare.com; 
(978) 373-9131; Gare has several qualified staff to help with 
your technical questions.

MayCo -  nt-Clr Clear one 
 Cathy Walsh, Ceramics A La Carte in Easton, Massachusetts 
says, “I love it!  NT-CLR’s finish is beautiful, it is user friendly, I don’t 
have to play with the drip marks, and the process is faster since it 
dries quicker.  I half dip and I don’t have overlap lines.  I’ve been doing 
this for 10 years and have tried non-toxic in the past and did not like 
the results - NT-CLR is perfect as long as your kiln is firing properly.”

Color of glaze: Green
glaze’s strengths:
• Is compatible with competitor’s products.
• Is nearly drip free which reduces touch up and 
 additional labor.
• Does not milk or cloud and no bluing over black.
• Is fast drying so you can move and turn product faster.
• Keeps colors bright with a gloss finish, giving you 
 happy customers.
How to best use glaze: NT-CLR Clear One is extremely 
user friendly at a viscosity of 16-17.  Follow the manufactur-
er’s instructions printed on the label with a quick dip in and 
out of the tank for optimal results or call technical support 
with any questions.
for Product and technical Information: www.may-
cocolors.com; Contact: Kathy McCourt, Technical Services, 
614-675-2031

sPeCtruM glaZes - 400-d Clear

Color of glaze: Purple
glaze’s strengths:
• Lead free, non toxic, dinnerware safe.
• Designed for single dip application to minimize work.
• Quick drying for ease of handling.
• Crystal clear surface makes colors truer and 
 more vibrant.
• Our latest lead free clear glaze is purple in the raw 
 state so  that it can be easily identified (our brushing 
 clear glazes are green).
How to best use glaze: Spectrum’s dipping glazes are 
meant for single dip application - just stir and dip, it’s that 
simple, as colors will appear strongest with a thin coat.  Apply 
to cone 03/04 bisque, and glaze fire to cone 04/05.
for Product and technical Information: To learn more, 
refer to http://spectrumglazes.com/ourproducts.htm, or 
email info@spectrumglazes.com



“everything being green” entering the mainstream, the author is 
actually promoting the concept of dropping the word “green” as 
the concept becomes part of our everyday business operations 
and life.  Instead of jumping on the green bandwagon, business 
owners should focus on setting new standards, collaborating with 
customers, and innovation. 
 A key area that Grant explores is the continuously expanding 

web economy and the linkage between ex-
panding your online business and building 
a greener, more sustainable business.  John 
Grant lists three types of green marketing 
objectives in his approach:
 green: Setting new standards in re-
sponsible products, policies, and processes.
 greener: Sharing responsibility 
with customers.
 greenest: Supporting innovation - 
new habits, services, and business models.
 Where does your business fall in this 
matrix? The tag line on the front cover of 

this book says it all: “Please don’t put this book in a plastic shop-
ping bag!”
 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

48  Spring 2009   Today

 A few years ago, everyone was still skeptical about the state 
of the environment.  Being “green” was a useful marketing con-
cept.  Today, everyone has a green story - many of which fall into 
the category of “greenwashing.”  John Grant’s book, The Green 
Marketing Manifesto, provides us with some new guidelines to 
help us all “go greener” in our businesses.  The author’s writing 
style is more conversational than a “how-to” guide, but it sends 
a clear message about acting with integrity 
when you venture into the green marketing 
arena. 
 The book includes a green matrix grid 
to help businesses understand the levels of 
“greenness.”  Grant explores a variety of 
companies and challenges the reader to 
change their business models to address 
today’s issues that include consumption 
and waste.  Grant is also a blogger, and his 
thoughts on green marketing can be found 
at http://greenormal.blogspot.com and 
www.greenawards.co.uk. 
 The Green Marketing Manifesto focuses on the difficulties in-
volved in changing consumer perceptions and behavior as well as 
providing tangible ideas to move things forward.  With the idea of 

Instead of jumping on 
the green bandwagon, 
business owners should 
focus on setting new 

standards, collaborating 
with customers, 
and innovation. 

It’s Easy Being

green
... or is it?
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OUR MISSION:
Providing an environment 

and structure for all 
contemporary ceramic studios 
to learn, grow and profit by 

researching and developing programs, 
sharing concepts, 

and building long-lasting 
relationships among all members.  

An experience colored to unravel the mysterious.
Enlightening, empowering... inspiring all who attend.

Join us for a great convention 
September 11-14, 2009

in Overland Park, Kansas (near Kansas City)!  
More information will be coming soon.
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