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Above: The direct-to-glass
technology allows any
design to be permanently
printed on glass in a
variety of ceramic ink
colors and opacities.

The process of introducing a new product is never linear

By the editors of Glass Magazine

hat comes rst, the process or the product? For
General Glass International, Secaucus, N.J., the
impetus to buy one of the rst direct-to-glass
printing machines in the United States came
at GlassBuild America in 2007. Richard Balik,
senior vice president of sales and co-owner, saw
the machine, made by Dip Tech, Kfar Saba,
Israel, at the Atlanta show. Once home, he passed
around the article GlassJet prints digital images
directly on glass (see Page 48, April 2008 issue).
GGl signed the purchase order for the machine
in August 2008.

You could also say that introducing Alice

the name the company settled on for the machine

after an intense creative naming process (see

e how and why of the Alice brand on Page
38) began 15 years earlier.  is family-owned
glass company has re-invented itself many times
in its 109-year history, but 1993 stands out as a
transformative year, says David Balik, president

and co-owner.  at year, the company closed the
last sheet glass plant in the United States, in Jean-
nette, Pa., and bought the assets of Boss Glass, an
East Coast distributor in Pine Brook, N.J.

ese two actions and related tactical moves
kept the company well supplied during the glass
shortage of 1994-95 and set the stage for a stra-
tegic repositioning. During this period, GGI also
was a barge-load importer a barge holds 500
tons or about 25 truckloads  of polished wired
glass, with a 45 percent U.S. market share.

In 1997, GGI bought the assets of e Glass
Factory in Long Island, N.Y., thus entering the
fabrication business. Looking back, this four-
year period between Boss and e Glass Fac-
tory, when we were deciding whether to acquire
or grow a fabrication business, seemed to take
forever, says Ron Vance, senior vice president of
operations. As did the next formative stage, 1997
to 2002, culminating in the companys decision

About GGI s Dip Tech

GlassJet is the rst industrial direct-on-glass digital printer and uses solvent-based ceramic ink in an
enamel color range that includes black, etch-like, white and spot colors. Printing speed is up to 30 square
meters per hour, depending on the number of colors, coverage and layers of thickness with a print resolu-
tion of 360 dots per inch. Maximum glass size is 84 inches by 144 inches; minimum glass size is 3 inches
by 12 inches; glass thickness is 5-19 millimeters. Graphic formats include: PDF, PS, EPS, Tiff, BMP JPEG.

For more about Dip Tech and its capabilities, visit dip-tech.com.
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to combine the distribution and fabrication
operations into a 100,000-square-foot building in
Secaucus.

GGl s truckload customers started changing
their buying patterns. Wired glass demand softened
due to building code changes and the development
of clear re-rated glass. Ve realized that we had
a logistics network that was more valuable to our
future than just the wired glass it distributed, says
David Balik.

Growing demand for decorative glass products
answered the question of how to continue selling
truckload quantities of glass. Drawing on its
worldwide importing base, GGI added dozens of
specialty and decorative glass products to its ware-
houses. e mixed truckload sale was launched
and continues strong to this day.

GGl s fabrication capabilities also created new
opportunities. We found that our customers
wanted us to fabricate decorative glass, not just
distribute it, says Richard Balik. e company
bought fabrication equipment to keep up with
two-shift production for its growing interior ap-
plication glass orders.

Introducing Alice

We looked into silk-screening, back-painting,
decals, sandblasting all kinds of fabrication
techniques that would help support the needs of
the decorative glass markets, Vance says. At more
than $1 million, the digital printer and supportive
machinery represents the company s most expen-
sive single investment in new technology. | dont
know that we would have bought it in todays
economic climate, says David Balik, but as we
were building the clean room, we started build-
ing new business for custom interior and exterior
decorative glass.

GGl used a Gantt-type chart to
illustrate the start and nish dates of
the installation and determined that
the most critical part of the process
was nishing the construction of the
clean room in time for the machine
delivery. Vance notes that while the
company has always used such tools
as part of its analysis before deciding
on any new process, new technol-
ogy introductions always come with,

Oh, we didnt expect that moments.

Direct-to-glass printing and its cre-
ative requirements were more sophis-
ticated than expected. We didnt an-
ticipate needing to set up a color lab,
Vance says. Meeting the demands of
the architectural and design commu-
nity steeped in the range of Pantone

colors mixed by the thousands is one GGl has trained four people: one programmer, one graphic designer and two machine operators for two
shifts. Everyone else must stay out of the clean room. Pictured: Hector Martinez, digital printing operator.

thing. Just getting the reds and yellows

right for the rst building project bid is another.
Matching the color and design of thin stone
a xed to glass on a high-visibility fa ade falls
under the unintended outcome of a new tech-
nology. e developers demand: the digital ink-
printed replacements must match exactly. After
reviewing many samples, the architect decided
that the colors produced by Alice were more at-
tractive than the original panels.

e technology's customized and quick turn-
around capabilities helped GGI win a fast-track
project for a series of university library interior
partitions and windows. e contractor needed
10 designs delivered within two weeks. e all-
white design required various ink opacities for
each panel, resulting in a subtle image of stacked
books. A tting rst project for a technology
named after the 1865 Alice in Wonderland
novel by Lewis Carroll and GGI's quest to help
its customers tell your story with glass.

Setting up Alice

00 Swinehart dryer

100,000-square-foot factory
Technorev CNC Glassworking

Two Forvet drills

Three polishers

(Bovone and Bottero)
Tamglass 84-inch-by-
178-inch tempering oven

New: Existing:
00 Dip Tech GlassJet PRO 16PH | [f
00 1,600-square-foot clean room: | [If
the whole area including the Machine
clean room, the dryer, the an
washer and storage for the an
process is in the range of
7,500 square feet an

00 Rebuilt Billco washer

[0 One programmer, one graphic
designer, two operators in the
clean room on two shifts

Photos by Ari Mintz, New York, NY.
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The how and why of the Alice brand

Glass Magazine editors asked Beth Novitsky, senior associate of Brand Design at Gensler, the New York, N.Y.,
architectural rm that General Glass International hired to brand its new direct-to-glass printing capabilities,
how the Brand Design division works. Gensler employs 2,500 architects, designers, planners and consultants

in 31 of ces around the world.

Glass Magazine: Describe the process you
initiate with a client: the steps, questions,
concerns.

Novitsky: It starts with a visioning session with the
client to get an understanding of their objectives and
to learn about their company, industry and competi-
tors. After we absorb and process this information,
we work on conceptual designs that meet their goals,
on through design development and nal production.
It is a collaborative process from beginning to end.

GM: What internal processes do you engage in?
Novitsky: The design team and copywriter research
and brainstorm an appropriate range of ideas. We

can also draw from the knowledge and expertise of
our many of ces by conducting internal surveys to
understand market perceptions and architectural and
design needs. After careful vetting, we can also imple-
ment an internal test to get reactions, comments or
recommendations.

GM: What was the branding goal?

Novitsky: Our goal was to bring awareness about the
unique digital, direct-to-glass printing technology
purchased by GGl that allows permanent printing on
glass in multiple colors. It s the game-changer that
differentiates GGI from their decorative glass competi-
tors. We created a name and set a tone of voice that
attracts the A&D community and brings awareness to
the glazing community, followed by marketing materi-
als and applications to reinforce the brand.

GM: Why Alice?
Novitsky: Amidst all the names, technical sounding
ones were less appealing, and ones with a softer
and emotive bent resonated more with the design
team as well as with other members of the A&D
community at Gensler. Alice stood out above the
rest. It instantly connects to the world of glass. It
comes from the main character from the story Alice
in Wonderland who is transported to an imaginary
world through the looking glass. The fantasy and
imagination speaks to the creative process, and has
a tone of whimsy and fun, not to mention memora-
bility. It adds warmth and a personality to what would
otherwise be a cold, clunky machine. The personi-

cation angle works well. The reference to a classic
book goes further to reinforce the storytelling angle,
which is GGI s mantra: to help tell any customer s
story in glass.

Thinking long term, if GGI were ever to brand

future products or services, they could embody other
names to create a family of characters.
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GM: Did everyone on the Gensler team agree?
How about the GGI team? What were the objec-
tions, if any, and how did you overcome them?
Novitsky: Everyone on the Gensler team felt the
strongest about Alice. There was an instant that s it
moment, a perfect t. This proved to be the over-
whelming consensus with internal testing. There was
some concern that it was a little out there, but since
this is targeted at a design audience rather than in-
stallers/manufacturing that was seen as a good thing.

GM: What s behind the brand color choices?
Novitsky: The cyan blue was the perfect choice for
three reasons: 1) Glass is thought of as a transpar-
ent blue in the design community; 2) It s a nod to
printing, cyan being one in the CMYK process; 3) It
connects with Alice s blue dress. In general, cyan
isn t too trendy or too corporate. Especially with the
black, it looks and feels clean, fresh and inviting.

GM: What was the timeline on this branding
project?

Novitsky: GGl wanted to have a spring launch for the
American Institute of Architects show in late April, Neo-
con in June and GlassBuild America in late September.

GM: How do you expect architects, designers
and speci ers to respond to Alice?

Novitsky: We feel the community will be intrigued by
a unique name and look, unlike other products that
sit on their library shelves. It will be easy to remember
and recall. Also, once they realize the capabilities and
customization offerings  all at a comparable if not
cheaper cost than other methods  they will be awed
like we were. Interest in Alice will also generate a
deeper curiosity to learn more about GGl as a com-
pany, as a creative partner with many other products
and services.

GM: How do you marry glass trades and
architects in this brand position, or do you?
Should the sell be the same or different?
Novitsky: Internal survey results showed that the
A&D community responds more to visionary and
aspirational sells. Glass trades seem more drawn to
technical and utilitarian approaches. A careful bal-
ance without sacri cing quality or messaging can be
achieved to cater to both groups.

GM: What are the top four things architects
respond to in a new product?

Novitsky: Capabilities, cost, customization and
dependability, especially among sales reps.



