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of the White House during John F. Kennedy’s
presidency. President Ronald Reagan kept jelly
beans in a specially designed Waterford center-
piece on the table during Cabinet meetings.

Nearly 75 sporting events award Waterford tro-
phies. World champions including Tiger Woods,
Michael Schumacher, Jack Nicklaus, Steffi Graf,
David Chapman, and Pete Sampras have each
received a Waterford Crystal trophy. Venerated
world figures such as Nelson Mandela, Prince
Charles, Mother Teresa, and every U.S. president
since Dwight D. Eisenhower have also been rec-

ognized by an award of Waterford Crystal.
As a brand with worldwide recognition,

Waterford was chosen to create the scintillating
crystal ball that was lowered in Times Square
New York on New Year’s Eve 1999 to mark the
passing from one millennium to the next. The
Times Square New Year’s Eve Ball by Waterford
has been the focal point of each New Year’s Eve
celebration in New York City ever since.

HISTORY

The year was 1783. In the busy port
of Waterford, Ireland, George and

William Penrose succeeded in
producing crystal with unpar-
alleled sparkle, brilliance, and
purity of color. Word of the
brothers’ artistic achieve-
ments spread, and merchant
ships were soon sailing regu-

larly from Waterford filled
with cargo of crystal bound for

Spain, the West Indies, New York,
New England, and Newfoundland.

In 1851, the original factory closed, but
Waterford Crystal had already acquired the reputa-
tion that has transcended the intervening centuries.
In 1947, a rekindled postwar passion for Irish art

and traditional patterns made famous by the arti-
sans of Waterford became the design basis for the
products of the new Waterford Crystal.

Production increased tremendously through the
1960s and ’70s, a direct reflection of increasing

THE MARKET

Synonymous with luxury and good living,
Waterford Crystal is the world’s leading brand of
premium crystal. The Waterford company mis-
sion, “To Delight the World with Beautiful Gifts,”
reflects the company’s 250-year-old commitment
to creating prestigious products whose classic
designs transcend time yet resound with rele-
vance for today’s consumer. 

The brand’s reputation is such that consumers
clearly regard Waterford Crystal as the best for
self and gift purchase. Consequently, it’s no sur-
prise that Waterford’s classic Lismore pattern has
been the No. 1–selling crystal stemware pattern
for more than 50 years.

Waterford has become a household name in
virtually every corner of the English-speaking
world. Independent research reveals Waterford is
a highly regarded luxury brand of beauty, quality,
and significance that enjoys the respect of the
consumer and the industry alike.

With a timeless reputation providing a secure
foundation, Waterford employs its classic design

aesthetic to create contemporary-styled products
that appeal to and attract young influentials and
brand loyalists alike — a most desirable consumer
segment for the luxury goods market.

Waterford also values the contributions of the
bridal consumer to the continued strength of 
the brand. Bridal purchases not only carry on the
crystal tradition, but also initiate youthful con-
sumers to the Waterford way of elegant casual
living and sophisticated entertaining. 

From New York’s
Bloomingdale’s to London’s Harrod’s,
the great department stores of the world are proud
to include Waterford among the treasures they
offer to customers seeking the epitome of ele-
gance and style.

ACHIEVEMENTS

From the family table to the world stage, Waterford
Crystal creations are never far from the spotlight. 

Waterford Crystal chandeliers enhance the
beauty of Westminster Abbey and define the dig-
nity of the State Apartments at Dublin Castle, the
Governor’s Mansion in Maryland, and the
Australian Houses of Parliament. The lights of
Waterford chandeliers shine on the stars at the
John F. Kennedy Center for the Performing Arts
in Washington, DC, and Dublin’s National
Concert Hall.

Waterford often finds itself within reach of
the seats of power. A Waterford Crystal center-
piece graced the coffee table in the Oval Office
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