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IT'S NO WONDER THAT THERESIENTHAL IS IN THE PINK. OR SHOULD THAT BE HOT PINK.

On the verge of extinction when poor management decisions resulted in a turn-of-the-millen-
nium insolvency, dedicated unemployed glassblowers took matters into their own hands in an
effort to save their company. Although production was discontinued and doors were shuttered,
longtime workers continued to take care of the machinery and tools daily, holding on to some
hope for rescue. Max Hannes, director of the glassworks, said giving up the company in which
some of them had worked for decades was unthinkable. The dedication and passion of this small
group of glassblowers so impressed automaker BMW that, in 2003, they created a foundation to
subsidize the refiring of the kilns. Max von Schnurbein became part of the transition team in 2005.
"BMW stepped in when they realized the excellent quality of the products and the enormous
abilities of the craftsmen who were desper- 7 —

/ C—‘_ = °
ate to restart the factory,’ relays von Schnur- A7l c 2L tvtd
/4
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bein. "We realize tionally develop this wonderful company with

sienthal that two years after the

the bankruptcy great people in the city | was born is a great mo-
was mainly tivation,” von Schnurbein says. “We'll continue to
caused by develop our strengths which are our enormous
wrong manage- treasure of designs from various epochs, the
ment decisions great skills and the tremendous dedication of our
after Hutschen- craftsmen, and the mystic place of Theresienthal,
reuther stepped where all of our crystal is made.”
out in 1997, he The crystal emanates from the enchanting
says, “and there Bavarian forest, at the Czech border in the glass-
was a more than rich region whose abundant natural re- : ‘
realistic chance sources have made it an ideal place é |
for  Theresien- to produce glass. It was founded <
thal to succeed.” in 1836 by Franz Steigerwald who
Von Schnurbein, a former investment banker with named the operation for Queen Therese, l
familial ties to the region, was so impressed with There- wife of the Bavarian King Ludwig |. The [t

BMW bailout he purchased a C _)

majority share in the enterprise.

(The BMW-related foundation

W
-l

remains a minority shareholder.)

"The chance to save and interna-
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sovereign so hated depending on foreign crystal to family has produced crystal since the 15th cen-

equip his palaces that he granted Steigerwald the privi- tury under its own name.) Theresienthal graced
lege to produce glass for the region. It didn't take long the tables of castles and palaces as well as the
before the manufactory's exquisitely ornate designs be- well-to-do across the continent. Its designs were
came known throughout Europe, particularly among reflective of German historism, art nouveau, and
royal households. (The court of the Russian Tsar, for ex- art deco periods, with medieval-looking glasses,
ample, ordered the crystal, and during her exile in Britain, necrenaissance goblets, and richly ornamented,
the last empress of France, Empress Eugenie, purchased baroque-lcoking tableware that placed There-
a particularly precious clock whose face, cog wheel, and sienthal on the map and gained numerous ac-
hands were all made of glass.) Within five years of its colades at world fairs over the years.

opening, 200 workers toiled In 1973, the von Poschinger era ended when

in the factory. the director of a local renowned glassmaking

And so it went school took over and granted a 50% interest to
for more than 100 the neighboring Hutschenreuther, who itself
years after  Stei- took over the company completely ten vyears
gerwald sold the later. Alas, that alliance didn't last and Hutschen-
business to the re- reuther sold Theresienthal in 1997. A few years
nowned von Posch- later the once-profitable glassworks was belly-

T inger family. (One arm up with a bloated infrastructure and on the verge
v of the von Poschinger of bankruptcy. And that's when von Schnurbein
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entered the picture. "Theresienthal is a wonderful com-
pany and a landmark in my home region,” he proudly
says. “I've been living with the magnificent products
since | am a little child. Theresienthal allows me to com-
bine the great honor of supporting my home region, the
"> opportunity of using my international
experiences, and the pleasure of deal-

ing with the most beautiful product.”

While the company is, admittedly,

o a shadow cof its former self — there are
/' Nl NOW just 21 glassblowers from a 300-strong
L A e
Q(M ﬁ heyday — von Schnurbein is extremely opti-

mistic, particularly when it comes to exports,

which currently generate 40% of sales. The
U.S. has always been a small but reliable mar-
ket since Theresienthal began exporting
here in the late 19th century after one
of the von Poschingers took a fancy to
it el an American whom he

later married.

Currently, Theresienthal is distributed here by Julia
Watts, LLC, the two-year-old import operation founded
by industry veteran Julia Watts. Watts — a former retailer
(George Watts & Son) and manufacturer's exec (she
held sales and marketing positions at Rosenthal, Bac-
carat, and Hermes) - figured it was time to capitalize on
an intensive two decades working with independent
retailers. "My specialty store experience made me fall
in love with this industry and my executive experience
made me excited about how new companies could be
brought to market in a fresh approach,” Watts enthuses.
Buoyed by this dream, Watts set out her own shingle
importing relatively unknown, high-end, handcrafted,
design-oriented product.

Theresienthal was a perfect addition and Watts was
instantly smitten. “Theresienthal is a tiny company with
avery old tradition of glassmaking whaose craftsmen are
completely dedicated to what they do,” Watts wages.
“It's one of a few crystal companies left producing ev-

erything entirely by hand.” Watts especially liked that




certain well-received designs date to the company's
origins. “And they still hold up,” she injects. “These
are classic designs that the U.S. market has already re-
sponded to.” Focusing on designs that coordinate with
both contemporary and traditional styles is Watts'plan.
"Theresienthal has wanderful collections that empha-
size color as well as intricate decorating technigues,’
she says. “There are many unusual shapes which you
just don't see from other glass producers.”

Von Schnurbein concurs. "Our products are special,”
he avers. “The water-soaked molds into which we blow
the hot glass creates a fine surface that feels like silk.
We have classical shapes, but they're carefully adjusted
for today’s needs.” And, most important he stresses, it's
entirely handmade. "We reject any
automated treatment,” ven Schnur-
bein pooh-pochs. “There's no stem

pressing, no acid polishing, and no

laser finishing. We refuse to substi-

tute craftsmen with machines.

We fully rely on our peoples’ skills.” Von Schnurbein is
banking on the fact that there’s an American customer
who prizes such attention to detail. “The U.S. market
bears a lot of healthy niches for our products,” he notes.
“There are many people who appreciate the value of
real handmade quality and a stylistically stark design.”
Watts is certain of that as well. After all, with 25 years
servicing independents and working for an indepen-
dent, Watts understands that companies like There-
sienthal are a dying breed for a distribution channel
looking to set itself apart. “Theresienthal has to be seen
to be believed,” Watts imparts. “There's very little mod-
ernization. Just one team of glassblowers make these
beautiful pieces and one man makes all the wooden
molds. All of this makes this com-
pany so precious because it's such
a labor of love for them. They're try-

ing to keep something alive that just

. doesn't exist in our world any-

more and it's a beautiful story
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