
EDITORS’ NOTE Jeffrey Brenner’s 
family has owned a gift, luggage, 
leather goods, and shoe repair business 
in Montgomery, Alabama since 1910. 
He learned about small business and 
the retail industry at the side of his fa-
ther in his family’s store. His formal 
training took place with retail giants 
Macy’s, Neiman Marcus, and Saks Fifth 
Avenue, to include such iconic brands 
as Hartmann Luggage and Steuben 
Glass. Brenner joined Pelucida Glass 
in the fall of 2013 in his current post. 
He attended the University of Alabama, 
School of Communications and Business.

COMPANY BRIEF Pelucida (www.pelucidaglass.
com) is a state-of-the-art architectural and spe-
cial commission glass manufacturing studio based 
in the Finger Lakes region of Upstate New York. 
Pelucida combines technical and design expertise 
with decades of work at the highest levels of the glass 
manufacturing industry. While creating some of 
the most memorable special commissions produced 
over the past quarter century, the company’s prin-
cipals were a part of Steuben Glass for many years 
and contributed signifi cantly to the rich tradition of 
that iconic American brand. The company’s focus 
is in the areas of major commissioned works, ar-
chitectural elements, custom awards, and trophies.

How will the company be positioned in the 
market?

We will provide to both the corporate and 
consumer communities the opportunity to design 
and develop commissioned pieces used for rec-
ognition for special projects, deal closings, capital 
development, and architectural designs all manu-
factured out of glass. The pieces are produced in 
the U.S. at our factory using both new and estab-
lished designers from across the U.S.

How do you develop commissioned and 
special pieces?

One thing we’re not is cookie-cutter. We en-
courage our customers to give us their visions and 
needs, and we will interpret these by designing and 
developing multiple concepts for them to consider.

We position ourselves quite well against the 
mass production award companies and the high-
end luxury glass companies in the industry, be-
cause each of our items will be unique. We allow 
the customer to work with us in making the deci-
sion on what they want versus telling them what 
we have for them to choose from.

What might be a typical pro-
duction run for a design?

When we talk about a single 
item, it may be an iconic piece to rec-
ognize a specifi c milestone or a cor-
porate initiative. It could be a much 
larger piece going into the lobby of an 
offi ce building.

Otherwise, it depends on the need. 
Someone may need 100 pieces to recog-
nize a program or project, and we can 
do that. There is no limit on the number 
of units.

However, we don’t do a bunch of 
basic shapes that sit on a shelf that we look at as 
being mass market. Many of those products are 
being bought from overseas, whereas we want to 
develop and manufacture in the U.S.

How do you intend to build brand aware-
ness, and is your market niche or is it broader?

It depends on the industry and the market. 
We’re very focused on corporations in industries, 
such as agencies, PR and marketing, fi nance, real 
estate, manufacturing, and technology that have 
strong growth potential and are looking to do 
things to recognize certain initiatives.

We have a number of projects that were 
recently awarded. We were given a multiyear 
contract to produce the Malcolm Baldrige 
National Quality Award, which is the nation’s high-
est Presidential honor for performance excellence 
through innovation, improvement, and visionary 
leadership.

We were also awarded a multiyear contract for 
Major League Baseball’s Players Choice Award.

Additionally, we were awarded some of 
the trophies through NASCAR and Grand Am for 
specifi c races to include elements of the Rolex 24 
series races.

This shows the depth of industries we’re go-
ing after.

What types of architectural work have 
you done?

We have multiple projects, one in the Southeast 
and one in the Midwest, where we have created 
glass spindles for staircases in residential homes. We 
also continue to design and develop fi replace sur-
rounds where beautiful glass panels are used.

We have also done multiple furniture pieces 
for corporate board rooms and private resi-
dences, such as tables with glass inlays and beauti-
ful glass etchings that have gone in boardroom 
doors. International projects include a personal 
sculpture for one of the Saudi Princes.

How critical is the Made in America com-
ponent in building your brand?

This touches on the Owner and President of 
the company, Ryan Simmons. He spent over 25 
years with Steuben Glass. He fell in love with the 
craft of glass fabrication and machining. This is a 
delicate art and it takes a lifetime to master; Ryan 
is one of the relatively few people in the U.S. who 
can claim this mastery.

There still are several people who do de-
tailed glass machining and design work, and 
many of them happen to be on the East Coast, 
especially in Upstate New York. We take ad-
vantage of the technical experts who reside 
in the U.S. as established and highly regarded 
glass artisans and designers, and up-and-com-
ing ones as well.

Do you generally work on multiple pieces 
or do you focus only on one at a time?

It depends on the scope and scale of an indi-
vidual project. The wonderful thing about manu-
facturing in our building is that we can scale, so 
if we need more hands to do more production, 
we have the facilities and fl exibility for that. Some 
projects have a much longer lead time, but once 
the design is in place, it becomes a technical ex-
ercise, and we can start to concentrate on other 
projects.

What are the things you do to build the 
brand?

I’ll utilize my vast network of professional and 
personal contacts, backed by my passion for qual-
ity product and its application to a specifi c need, 
to expand the awareness of our brand for both 
corporations and individuals. I’m fascinated by how 
a given piece can drive a certain emotion. What 
excites me most is this organization of people who 
are so talented, open to being creative, and provide 
a superior product that we can all be as proud of as 
the actual recipient.

It’s also an extremely entrepreneurial oppor-
tunity. There is no situation where our expertise 
doesn’t apply and that we can’t touch, from chari-
table organizations to design fi rms to everything in 
between.

Do you see opportunities for brand 
extensions?

We’re going to stick to our core competencies, 
and where we feel strongest. The only diversion is 
that we have been asked by others to potentially 
do some manufacturing of their products or spe-
cifi c pieces for them since they like that we are 
based in the U.S., and everything we produce is 
done here.•
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EDITORS’ NOTE Jonathan Yusen 
joined William Grant & Sons in 2007 
as Senior Vice President Marketing 
for the U.S., adding marketing re-
sponsibilities for Canada and Mexico 
in 2009, and the title of General 
Manager, Canada, in 2012. Yusen 
began his spirits career at Allied 
Domecq as a Project Director on 
the company’s global innovation 
team. There, he was promoted to 
U.S. Brand Director for Malibu 
and Sauza. Following Pernod 
Ricard’s acquisition of the com-
pany, he was appointed to the position of Global Vice 
President of Marketing for Malibu, Kahlua, and 
Tia Maria. Most recently, he consulted for Remy 
Cointreau USA’s marketing team on their Scotch, 
Champagne, and liqueur portfolios. Yusen holds a 
B.A. from Dartmouth College and an M.B.A. from 
the Tuck School of Business at Dartmouth.

COMPANY BRIEF Headquartered in the United 
Kingdom, William Grant & Sons, Ltd. (www.
grantusa.com) is an independent family-owned 
distiller founded by William Grant in 1887. 
Today, the luxury spirits company is run by the 
fi fth generation of his family and distills some of 
the world’s leading brands of Scotch whisky, in-
cluding the world’s most awarded single malt 
Glenfi ddich®, The Balvenie® range of hand-
crafted single malts, and the world’s third largest 
blended Scotch Grant’s®, as well as Hendrick’s® 
Gin, Sailor Jerry® Rum, Tullamore D.E.W. 
Irish Whiskey, and Milagro® Tequila.

Founded in 1964, William Grant & Sons 
USA is a wholly owned subsidiary of William 
Grant & Sons, Ltd. It features one of the fastest 
growing spirits portfolios in the U.S. with brands 
including Glenfi ddich, Sailor Jerry, and Hudson 
Whiskey. In 2013, it was once again crowned 
Distiller of the Year by the International Wine & 
Spirits Competition, and its Reyka Vodka, Milagro 
Tequila, and The Balvenie brands each also 
triumphed winning their respective category tro-
phies. The company has offi ces in New York City 
and New Jersey.

What is the growth outlook for William 
Grant & Sons’ business in North America?

William Grant & Sons’ North American busi-
ness continues to show tremendous growth. We 
will look to further increase our double-digit 
growth on our core brands for 2014, and we’re 

investing more in them than we ever 
have. We’ll also build the Innovation 
brands like Monkey Shoulder, Solerno, 
Art in the Age, Hudson Whiskey, and 
our owned vodka brand, Reyka.

How do you defi ne the target 
customer for your brands, and are 
you primarily focused on the high-
end market?

While the majority of our brands 
have established and defi ned the pre-
mium spirit category, it is diffi cult to 
defi ne our target customer. The customer 
base is as diverse as our portfolio, but 

the common thread is that these individuals 
want the best authentic brands, be it a Single 
Malt Scotch Whisky such as Glenfi ddich or The 
Balvenie, or a spiced rum like Sailor Jerry.

Has technology impacted the business, 
and have you made major investments in this 
regard?

William Grant & Sons continues to invest in 
technology to make our company even more ef-
fi cient, and maintain its status as an industry pio-
neer. Each of our brands has a robust social media 
platform, and our sales teams are equipped with 
the latest technology. While we rely heavily on 
technology, it will never replace our biggest asset: 
our employees.

How do you di f ferent ia te  from 
competitors?

Each of our brands has a unique personal-
ity that stands out among the rest. With the tal-
ented team of Brand Ambassadors we have as the 
face of each – collaborating with trade, educating 
consumers, and speaking with the media – the 
William Grant portfolio rises above the rest in 
terms of communicating its core values.

Would you discuss some of your innova-
tive efforts?

In 1963, William Grant & Sons created the 
Single Malt Whisky as a category, when it 
made the bold decision to commercially export 
Glenfi ddich as a Single Malt Scotch Whisky to the 
United States. Prior to this, Single Malts were sold 
from one distillery to another to create blends. 
We knew we had something special, and that the 
world would appreciate it. Today, Glenfi ddich is 
the world’s most awarded and best-selling Single 
Malt Scotch Whisky. In the 1980s, Glenfi ddich 
experimented with different styles and fi nishes, 
adding bold variants to our portfolio. We con-
tinue to invest in raw materials that, with the talent 
and skill of our distillery team, will eventually be 

released as a Glenfi ddich or Balvenie 30, 40 or 50 
years old. Also most recently, William Grant & 
Sons has reinvigorated the Scotch category with 
the release of its triple blend Scotch whisky, 
Monkey Shoulder – we’re always looking to inno-
vate, especially in the whisky category, although it 
doesn’t stop there.

We have applied our experience to other 
categories. In 2000, we created the super-
premium gin category with the launch of 
Hendrick’s Gin. This also revitalized interest in 
the category and introduced a new generation 
to what gin could be.

Today, while many of our competitors see 
innovation as extensions to existing brands, we 
continue to create new brands. Solerno Blood 
Orange Liqueur is one example. Our Parent 
Company President and William Grant descen-
dant, Charles Gordon, was inspired by Sicily and 
the blood orange groves, which led Master 
Distiller Leslie Gracie to tap into the essence 
of Italian elegance and create Solerno, and it has 
been a hit since we fi rst launched it in the U.S.

Looking ahead, what are your key priori-
ties for the U.S. business?

In 2012, we celebrated the 125th anniversary 
of our company and the Glenfi ddich brand. As we 
glimpse into the future, the barriers to entry across 
categories continue to come down. Our innovative 
spirit married with our heritage for quality provides 
a unique position that others cannot match.

Over the past fi ve years, in the U.S. and 
around the world as well, we’ve continued to 
build on that. Our core portfolio enjoys sustained 
double-digit growth thanks to the quality of the 
liquid, our outstanding team, and the programs 
we’re developing to connect with spirits afi ciona-
dos seeking a premium experience. Glenfi ddich 
is the world’s most awarded single malt Scotch 
whisky. The Balvenie is the world’s most hand-
crafted. Hendrick’s Gin is the most unusual gin 
and the leader in its class.

Looking ahead, we’ll continue to pursue 
our commitment to quality while nurturing our 
brands through focused investment and break-
through programming.

Innovation is a hallmark of William Grant 
& Sons, and we will continue to develop our 
younger premium brands. Our Innovation brands 
are very exciting new brands that we’ve launched 
to provide novel experiences to consumers.

We are very excited to grow each of our 
brands, which are currently experiencing incred-
ible double- or triple-digit growth.•
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