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The Krug house is an extremely beautiful place,
with a myriad of sights, smells, and tastes that will
enlighten the senses. Here are some casks reflecting
the nearby trees and a close up look at a
trademark Krug logo.

anywhere from $160 to $4000 a bottle. We are
all about bespoke quality brands over big
brands.” It takes 10 years to make a bottle of
Krug, something he calls “the new luxury”—
the luxury of time as well as money.
Olivier is reluctant to discuss in technical
terms the process of making his champagne.
“When you go to Ducasse, or you go to Robuchon, and you have an incredible meal, you
don’t care what time of day he went to the market or whether the sea bass was caught north or
south of New York City—so what? You just say,
wow, I’ve never had anything like that before.”
He speaks fondly, however, of working with
growers all over Champagne country to find the
best grapes at each, and emphasizes that they
are the only house that still ferments all their
wine in small oak casks, where it is handyeasted and able to breathe, the old casks allowing in oxygen without imparting the oaky
flavor of newer vineyards.
The Grand Cuvee is the top of the line—
there are no famous vintages, as they aim carefully to get the same sensation and taste every
time. Every year the wine is blended fresh—
30%-40% of the annual crop is banked so there
are wines from the last 12 years to rebuild the
taste and compensate for anything off about the
wine from the environment that year. The Grand
Cuvee is about 80% of the market, but even
then, it is a mere fraction of the amount of champagne produced annually overall.
In terms of the drink’s image, it has an individualistic bent—people serve it because
they love it, but also because it’s different and
special. To make his point, he opens a bottle of
the Grand Cuvee for a tasting, and it is truly
magnificent. It drinks more like a great wine
than any bubbly New Years’ brew— the distinctive gold color and tiny, tiny bubbles are
accompanied by a strong, fresh nose, light at
the front of the mouth but strong in the back of
throat, sweet and strong. As we taste, Olivier
mentions that one of the highlights of his job is
hearing people recount their stories of the first
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everywhere. “What we have in mind always is
the final stage, the way this bottle will ultimately be drunk. This world is seasonal,”
Olivier says, ”in the winter people migrate,
maybe to Aspen or St Moritz for skiing, or to
homes in Gstaad and Courcheval, and then
those same people will move to fashion week,
or some people will go to Cannes, and those
people who drink Krug in Cannes will have it
at private parties, rather than in the big official
things, and then they move to maybe San
Tropez, or they go to Croatia or New York, they
move very fast. If the weather is not good, if
the good DJ has moved from San Tropez to Sardinia overnight, they have a yacht, they have
double bookings they can move.” He emphasizes that the key to finding these discerning
drinkers is finding the “roots” and connectors
in those social circles. “We are finding a market for which money is irrelevant, this is the
brand of the future for them.”
In select places, they maintain “Krug
rooms,” a marketing tool and a simply great
experience, which started at the Dorchester in
London at the chef’s table in the kitchen, about
six years ago. “It’s a great tool to connect,” he
says, allowing Krug’s best customers to experience the unique Champagne in a unique setting. This personal touch is part of the Krug
magic. “In New York, if you organize 50 dinners a year, it’s nothing, it’s once a week, and
if you have 10 connectors at each of those dinners, at the end of the year you’ve reached 500
Krug people, which is almost more than the
bottles of Krug we even produce each year.
This is marketing that is touching people
where they really are, where they live.” Indeed, this same day Olivier was headed to
lunch at Per Se, Thomas Keller’s revolutionary restaurant, with New York City’s top 12
sommeliers to help introduce them to Krug and
make it a part of their eating experience. “We
are selling pleasure,” he says, and social experiences like these make the drink all the
more pleasurable in context.
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within the storied grounds of France’s Champagne region. Olivier describes his crew as
“young and hungry. The team is like the
drinkers—not corporate, not influenced by marketing.” The headquarters itself is rather austere—“It’s a working place. I can see guests
walking in from my office and go down and chat
with them for 10 minutes, although it’s never 10
minutes with me,” he laughs, in an aside. “They
can see the production, delivery, corporate offices, everything right there. I like being an entrepreneur but it’s all about people for me.”
As we finish our glasses, I cannot help but
ask him, half in jest, if he remembers his own first
taste of Krug. He answers with a smile, saying,
“I take great pride in being one of the few people
who don’t remember their first taste. We have a
family tradition of putting a few drops on the
baby’s lips the day he or she is born, so that is
my taste.” In that case, let us drink in celebration
to many more generations of Krug to come. n
The picturesque Krug vineyards are as
much a sight as any country view.
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