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BACKGROUND: Joseph (Yossi) Sidof is the founder and CEO of 
Shakuff, a blown- and fused-glass lighting and décor company featuring 
the work of glass artists from around the globe. Shakuff’s vibrant custom 
glass lighting products are highly customizable to each client’s taste, 
and all of its products are hand-crafted—no two are ever the same.

From the time he was a young child, Yossi Sidof enjoyed being cre-
ative. “I collected all sorts of stuff—rocks, shells, fruit pits, sticks—and 
made up games with them that kept me and my friends entertained 
for hours,” he reminisced. He also developed his entrepreneurial spirit, 
becoming the in-house barber in his school’s dormitory and importing 
shirts from the United States that he sold for 100 percent profit. 

Today, Shakuff’s custom lighting fixtures are installed in many hotels, 
offices and homes around the world. The company has become a pow-
erhouse in the stained-glass and lighting industry.

Joseph Sidof

with

“I grew up in Kiryat Chaim in the northern part 
of Israel, near Haifa. Both of my parents were born 
in Israel to immigrant parents. My father grew up in 
the Old City of Yerushalayim, and my mother is from 
Haifa. They were both baalei teshuvah before I was 
born, and became close to Chabad.

“I always enjoyed being creative. When I was 
a child, I would often go to the beach and collect 
nice rocks or shells and make something creative out 
of them. I always felt the need to fill my spare time 
by being creative in my own space. I attended local 
Chabad yeshivos, including one in Kiryat Gat, and 
later at Ohr Simcha in Kfar Chabad.

“When I was 18 years old I left Israel, like many 
Chabad boys, and came to New York with a group of 
friends to learn in Crown Heights. My parents were 

struggling and managed to pay for my ticket to Amer-
ica but nothing else. My older brother was already 
living in Crown Heights, and he was a source of sup-
port for me. After a short time in yeshivah, I realized 
that if I wanted to stay, I needed to earn money.

“I did some odds-and-ends jobs for the next few 
years. I worked at a register in a clothing store, drove 
a delivery van, stocked shelves at an electronics 
company in Williamsburg, and sold pizza. Later, I 
managed seasonal shops in Wildwood, New Jersey. 
I worked from morning until night doing all sorts of 
things, including purchasing and selling baby igua-
nas and all their accessories. Trust me, it’s a great 
business!

“I then began working with my older brother in 
the costume jewelry industry, where I helped create 
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many of the pieces we sold. It helped me 
develop an eye for color and design. I also 
enjoyed engaging people and finding out 
about their tastes and style, which was a 
valuable experience. 

“At age 25, while I was in the jewelry 
business, I met my wife, who is from St. 
Paul, Minnesota. As part of my job, I had to 
travel a lot by car to show my merchandise 
and new designs to customers, but since I 
was newly married, it was difficult for me to 
be away so often.

“A couple of years into my marriage, I 
noticed a very small ad in an Israeli paper 
placed by an Israeli glass artist named 
Simon, who was looking for someone to 
expand his work and bring his glass to 
America.

“I visited his website and was blown away 
by the colors and textures of the glass work 
he did. I had never seen anything like it 
before. He created beautiful fused glass and 
stained glass; it was all one-of-a-kind art. I 
spent two days researching his work before 
calling him. I asked him to send me some 
samples, and he did. 

“One of his specialties is stained glass that 
can be applied to sinks, walls and décor. His 
glass is very unique in its textures and pro-
vides a different viewing experience from 
different angles. I loved it.

“I figured I could approach Chabad 
shluchim, who are always building shuls and 
mikva’os—perhaps they could use the glass 
for their projects. I also thought I could 
reach out to people who would appreciate 
high-end glass for residential projects.

“It didn’t take off as well as I hoped. 
I got some business from the people I 
approached, but it wasn’t simple. For exam-
ple, I got the go-ahead for a stained-glass 
installation for a shul, but I found that on 

the whole it required too much effort to get 
these kinds of projects off the ground. 

“With this artist, I ended up develop-
ing my own line of glass tiles. I sent some 
samples to the head buyer at Kohler’s Ann 
Sacks, one of the largest and most presti-
gious tile companies in the world. Baruch 
Hashem, she loved the glass and started 
carrying our line of tiles. This was a huge 
turning point for Shakuff. 

“The uniqueness of the glass we produce 
is that it’s fused with different colorings. You 
see veins and textures; you see movement. 
There are bubbles, there is life. You feel the 
touch of the artist in every piece.

“Baruch Hashem, our glass, Aura—mean-
ing “light” in Hebrew—is now carried in 25 
Ann Sacks locations and is among the tiles 
they recommend most. But today that is 
roughly five percent of my business. 

“I slowly fine-tuned my business strat-
egy, developing a market for custom glass 
lighting fixtures and décor. Designers, 
developers and homeowners all appreciate 
custom-designed lighting fixtures and chan-
deliers. (Our pieces actually have nothing in 
common with the large crystal chandeliers 
you think of when you hear that word.) 
They appreciate something unique, art-
filled and made to their specifications. It’s a 
process that is creative and personal. 

“Today, we have a 4,500-square-foot 
showroom in Sunset Park, Brooklyn, where 
we showcase, design, hand-assemble and 
ship all of our glass lighting. The majority 
of our glass is made in Israel by Simon, who 
focuses on a long-glass or fusing technique, 
and Boaz, who does hand-blown glass. We 
are also starting to work with an incredi-
bly talented artist from Hong Kong. Baruch 
Hashem, we are growing slowly but surely, 
with the aim of bringing light to the world.”
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Why did you decide to leave the costume jewelry 
business and go into glass?

I found in glass an outlet where I could be creative, and 
honestly, it excited me more than costume jewelry. When 
I discovered Simon and his glass, I fell in love with the 
product and became passionate about this new venture.

How did you find clients and grow your business?
At first I was hustling a lot—going to design firms, 

knocking on doors, making presentations. It wasn’t easy. 
We thought a big, fancy showroom in Manhattan was the 
answer, but that was at the start of the recession and I lost 
a lot of money. I had to downsize after that. I set up an 
office with two employees in the basement of my house 
and assembled and shipped out of my garage so that I 
could build my business back up. Eventually, with lots of 
patience and more hustling, we did. We built a great team, 
and for that I am most grateful.

Now, baruch Hashem, our clients mostly come to us. 
We’re active on design blogs, and we advertise, do trade 
shows and provide training, all of which bring in business.

Where do you train?
We often give presentations at architecture firms or at 

trade shows, discussing how to use lighting properly in 
design, how lighting can create a mood, the proper use of 
space, and new lighting technology such as LED. We won’t 
mention Shakuff products. After the talk, I will mention, 
“By the way, this is what we do.” 

There are three benefits to this approach. First, clients 
see you are knowledgeable in your area. Second, when 
you don’t come across as pushing a product, people are 
more likely to trust you and buy from you. And finally, 
when we listen and speak to people, we as a company 
learn what people are looking for, and that helps us design 
future products.

Why only custom? Why not design a line of ready-
made products?

With custom, I don’t have overhead expenses. We only 
order what we need. Additionally, with a custom product 
we know we will create a piece that will stand out. A cus-
tom-made product is obviously more expensive, and the 
“wow” factor helps bring in new clients. We are actually 
working on a line of readymade fixtures, but I’m taking it 
slowly as I want to do it right. 

I noticed that almost all of your glass lighting fixtures 
for ceilings involve several hanging spheres, each 
one around an individual bulb. Why?

When we design a fixture, we take into mind where it 
will be displayed. We take the space into consideration. A 
Shakuff hanging fixture has movement. When you see it 
from one angle, it is a different experience from when you 
see it from a different angle. It’s constantly a new experi-
ence.

How do customers handle having to wait a long time 
to receive their order?

Actually, we tell them it takes 10-12 weeks. It’s not a 
problem. When someone comes to us, we listen to them 
and they understand it takes time. It’s a process. Many 
times we receive orders from people who are doing con-
struction, whether new construction or a renovation, and 
they are willing to wait for something unique and personal.

You have 12 distribution centers where people can 
choose a Shakuff lighting installation. Why not more?

We are very picky about whom we allow to carry our 
products. We turn down most requests.

Can you explain that?
It’s about protecting our brand. Remember, we sell 
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custom lighting fixtures that cost on average several 
thousand dollars. How they are displayed makes all 
the difference in the world to the potential customer. 
We won’t allow our fixtures to be crammed on the 
ceiling among hundreds of others. We need to ensure 
that any showroom that carries a Shakuff product will 
display it properly, in a way that represents the final 
look we want to achieve.

For example, we recently received three petitions to 
carry our items in Abu Dhabi, and we chose only one 
of them. The store has to purchase the display models 
in advance. They invest in us, and we invest in them.

If you ship a fixture across the globe, how can 
you ensure that the person installing it doesn’t 
mess it up?

Good question. First of all, our items come with 
very clear, customized instructions. Second, we pre-
assemble our fixtures and make them as ready to 
hang as possible, so that anyone who knows a bit 
about what they are doing can install it properly.

Since your pieces are very expensive, are you 
concerned about knockoffs?

I’m not worried about knockoffs. In a way I see 
knockoffs as a compliment, pushing me to keep 
coming up with something new. Additionally, aside 
from serving as the CEO of our company, I also help 
design our products. I enjoy the creativity. And since 
our products are custom-made, it’s not so easy to 
knock them off.

Has anyone ever tried to do this?
Yes. They aren’t close to the same quality. In addi-

tion to the quality of the glass, we use the highest-end 
materials, from the wiring to the base. Baruch Hashem, 
knockoffs haven’t affected us at all.

Why do you have a showroom? And how much 
do you sell through the showroom in compari-
son to the Internet?

That’s an interesting question. Today, a lot of our 
jobs are done strictly online. We create 3D render-
ings of the custom product and work with the client 
until we get it right. It still fascinates me that a client 
can order a fixture worth thousands of dollars with-
out ever seeing it in person.

As far as the showroom, there are some people who 
want to see things in person, so there is really no 
comparison.

We have over 70 clients a month who commis-
sion projects worth an average of $4,000 to $5,000 
apiece, and every day there are people who come into 
the showroom. But it’s amazing how, with the right 
technology, you can sell a premium product online 
as well.

 
What are some of the most expensive fixtures 
you have installed?

We did a $68,000 installation in the Vedara Hotel in 
Vegas. We did glass lighting for the luxurious Lowes 
Hotel, Trump Soho, casinos and lots of restaurants. 
We also did all the decorative glass for the renovation 
of the Churvah shul in the Old City of Yerushalayim. 

You only have a few salespeople. Why is that?
We are looking for a certain type of person—some-

one who is not only good at sales but is good with 
people, a mentch, experienced and good with high-
end products and design. In general, I prefer to grow 
slowly and efficiently. But we are looking to hire more 
salespeople who are a good fit for our team.

How do you deal with stress?
Stress? You have to talk to people about it. You have 

to make conversation and deal with what’s happen-
ing. Have meetings. Listen. Show patience… These 
are the same things you need to create a custom light 
fixture. It’s a process. •


