
A glassmaking pioneer in South East 
Asia, PT The First National Glassware 
Ltd currently sells glass tableware to 
nearly 25,000 retail stores throughout 
the world, with the potential for further 
significant growth in the coming 
years. The Jakarta-based company 
was the first to produce blown ware 
in Indonesia, as well as being the 
first to make perfume bottles. FNG 
leads the market in terms of product 
development, creating more than 300 
shapes, emphasising its desire to stay 
ahead of the curve in terms of design 
and glass trends. “We were the first 
to penetrate the consumer goods 
market in Indonesia, allowing us to be 
recognised as a glass brand and not 
just a product” says Wilfred Hanafi, 
Chief Executive Officer.

Having graduated at the age of 
20 from Monash University, Wilfred 
Hanafi joined the family business, 
working for its glass and carton 
factories. His subsequent career path 
with the FNG glassmaking subsidiary 
involved progression through the 
Purchasing Department and Business 
Development Unit, before taking on 
the role of Marketing Director and 
ultimately, the CEO position in 2016. In 
his current role, Mr Hanafi oversees the 
full business operation, mediating the 
balance between sales and production 

Building a glassware  
brand for global markets
Chief Executive Officer, Wilfred Hanafi describes FNG as a brand with a purpose.  
The specialist Indonesian glass tableware producer’s continued goal is to be a regional 
leader by delivering top quality glass product solutions at agreed delivery times and prices. 
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The FNG glassworks houses two 120 tons/day continuous melting furnaces and 13 production lines.

FNG leads the market in terms of product development, creating more than 300 shapes, emphasising its desire to stay ahead of the curve 
in terms of design and glass trends.

values, as well as identifying new trends and business 
strategies to yield business expansion. 

A number of key individuals have positively influenced 
the development of Wilfred Hanafi’s glass industry 
management career. “First and foremost is my father, Wahju 
Hanafi, who has provided an in-depth understanding of 
sales concepts. Owning a retail/wholesale distribution 
business in Papua New Guinea, he has brought valuable 
experience and knowledge to FNG, growing our sales 
distribution network worldwide.” 

The efforts of FNG’s former CEO and current Advisory 

Board member Bart Muller to build 
a foundation for his successor 
to understand the glass market 
better is also acknowledged. “With 
past experience as CEO of ARC 
International, he has taught me a lot 
about market strategy, improved my 
understanding of the role of a CEO and 
still continues to teach me the ways of 
performing the role better.” 

Another highly influential 
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personality is Henry T Susanto, FNG’s Chief Operations Officer 
and a former Chairman of the ASEAN Federation of Glass 
Manufacturers. “Henry has been my greatest influence to 
understand the manufacture of glassware. One of the most 
knowledgeable people in the industry, he has brought FNG to the 
level where we are today.”

Other notable influences include Jesper Efferbach of Jeff & 
Co, one of Europe’s most forward thinking experts in marketing 
and product development and Sumed Prasongpongchai of Ocean 
Glass, a close friend who has taught Mr Hanafi a great deal about 
the Asian glass market. 

Constant evolution
Based on the FNG management team’s combined skills and 
expertise, the company successfully exports glassware to 55 
different countries and maintains a commanding position in the local 
retail glassware business. Supporting this strategy is an ongoing 
factory investment strategy, including the recent acquisition of an 
OPPS machine from Olivotto and a series of other projects in the 
pipeline. 

According to Wilfred Hanafi, FNG is currently investigating 
possibilities for online tempering, colour feeding and other upcoming 
technologies. “We will continue doing what we do best” he explains, 
“keep developing new products and shapes, improve our distribution 
network and improve our production value by finding more ways to 
reduce costs and improve quality.” 

The expertise maintained within the FNG team is a key component 
of the company’s success. “With one of the most accredited teams 
in Indonesia, we constantly bring experts from around the world to 
develop and improve further. This includes the recruitment of leading 
industry personalities from such bellwethers as ARC, Pasabache and 
Libbey. “We bring them in to help us develop and improve our way 
of working” Mr Hanafi explains. “We are also frequently audited by 
Walmart, IKEA and other major retailers to safeguard our treatment of 
employees and protect them from unsafe working conditions. Quite 
simply, our management team and employees are the cornerstone of 
FNG’s success.” 

In addition, protecting the environment is considered of major 
significance. “We are one of the only companies in Indonesia 
that can still pass a Walmart/BSCI audit thanks to our strict 
environmental regulations” says Wilfred Hanafi. 

Wider industry involvement
The company also benefits from being an active member of the 
Indonesia Glass Manufacturers Association. As well as sharing 
details of the latest developments in terms of markets, trends, 

FNG Chief Executive Officer, Wilfried Hanafi (left) with Chief Operations Officer Henry Susanto. 
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FNG currently exports glass tableware to 55 countries throughout the world.

products and machinery, IGMA help 
its members to build relationships and 
share intelligence in the local market. 

FNG is fully supportive of Henry 
Susanto as Chairman of IGMA, a role 
that helps the company to take a less 
tunnel vision perspective of the industry. 

The glassmaker will be equally 
supportive of this September’s ASEAN 
Glass Conference in Yogyakarta. “It is 
the most beneficial event in the local 
glass industry, arranged in a relaxed 
and sociable atmosphere that gives us 
time to learn more about the people 
and developments in the industry” 
Mr Hanafi explains. “This business 
is all about relationships and this 
event centres on relationships built 
between individuals as manufacturers 
and supplier, as well as among 
glassmakers.”

 
Manufacturing capabilities
The FNG glassworks in the Kawasan 
Pulo Gadung district of Jakarta houses 
two 120 tons/day continuous melting 
furnaces and 13 production lines. 
Two of these lines feature one-piece 
pull stem machines to produce wine 
glasses and other stemware, while two 
H28 machines are employed to make 
blown tumblers. In the past decade, 
FNG is one of two factories still using 
H28 press and blow machines. 

An IS machine is installed to 
produce small cosmetics and perfumery 

bottles, while a split mould machine is 
used to make glass mugs. There are 
two triple gob presses to produce small 
tumblers (each machine can make up 
to 144,000 pieces every day) and five 
double gob presses making tumblers, 
bowls and plates etc. 

Some of the international glass 
industry’s leading suppliers have 
equipped the factory with advanced 
manufacturing technology over the 
years. This includes Lahti Precision 
(batch plant), Eurofusion (melting 
furnaces), Eclipse (combustion 
equipment), Olivotto, Emhart and Fuso 
(forming equipment), Antonini, CNUD-
EFCO and the former SAS (annealing 
lehrs) and Fermac and Tecno5 
(decoration equipment). 

Melting a clear soda-lime 
composition, the glassworks satisfies the 
glass tableware needs of leading players 
in the food service, consumer goods, 
trade and promotions sectors. Some 
80% of production relates to FNG’s own 
designs, with the remainder accounted 
for by the designs of key customers. 

Recent significant FNG innovations 
include the Harvest Jar, targeted at 
customers in South East Asia, the 
development of a special Nescafe mug 
and the launch of Indonesia’s first mini 
Pub Glass, called Minx. 

Roughly 50% of output is now 
exported to more than 50 countries 
throughout the world. 

Further information:
PT The First National Glassware Ltd, Jakarta, Indonesia
tel:  +62 21 4609135
web:  www.fng.co.id

Supplier selection criteria
According to the FNG Chief Executive Officer, a proven 
track record, current product development and genuine 
sales people are essential criteria when selecting suppliers 
of manufacturing technology. “The past of a supplier tells us 
how responsible they are to their customers. Suppliers who 
has sold machines and neglect to follow through with after-
sales service are companys looking for trouble! Development 
is a clear sign that the supplier is not thinking of the ‘now’ 
but also the future. This is important, as we need partners in 
the business that are not just thinking of 2018 but also the 
next 10 years. 

“In addition, being genuine is key! If a salesperson only 
wants to sell a product and doesn’t want to understand the 
pressure of running a glass factory, he/she is more likely 
not to be a good support after the sale is completed. In the 
glass business, we cannot stop. After-sales service is as 
important as the product itself.” 

Challenges and opportunities
Energy, human resources and competition are among the main 
challenges currently facing not just FNG but the Indonesian 
glass industry as a whole. “Energy in Indonesia is one of the 
most expensive in the world” says Wilfred Hanafi. “Hence, it is 
hampering our ability to compete with overseas suppliers and 
neighbouring glass producers on the same level.”

In addition, with competition tighter than ever, there 
is pressure on the industry’s main players to reduce 
sales prices. The fear of losing market share has been 
compounded by the latest economic downturn in Europe 
especially and while global glass prices continue to fall, 
costs are steadily increasing. 

On the flip side, Mr Hanafi describes the international 
glass market as “massive”, especially as FNG only services 
some 1% of the global market currently. “We have many 
opportunities to grow” he concludes. l

Wilfred Hanafi took over as Chief Executive Officer at FNG in 2016.
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