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2nd Chairman of the Supervisory Board of Ba-
ron Philippe de Rothschild SA talked about the
first vintage Champagne which will launch in
Japan at the first time.

On November 2nd 2015, ‘Champagne Barons
de Rothschild Blanc de Blancs vintage 2006’ the
top quality Champagne by Rothschild family
has launched in Japan. Prior to the launching
of this precious

Champagne which was produced only 7000
bottles, Mr. Philippe Sereys de Rothschild
Chairman of the Supervisory Board of Baron
Philippe de Rothschild SA, the chief executive
of Rothschild family visited Japan. VOGUE
Japan conducted interview with him in Tokyo
and asked about Champagne and his ideal
brand image. Champagne with top quality.
Production amount is only 7000 bottles in the
world. - Could you explain about ‘Champagne
Barons de Rothschild Blanc de Blancs vintage
2006 and the circumstances of its release? We
have planned the first launching in Japan. Be-
cause the distribution network is well-developed
and consumers’level of knowledge about wine.
Japanese consumers are very clever. They un-
derstand and love good wines. So, Japan is nice
market for us. That's why we decided to start
from Japan. - Do you assess Japanese market as
an entrance of Asian market including China?
No, we consider as an individual market. It is
different from other markets. There is no room
for comparing. The reason why I myself prefer
Japanese market is that it is really stable. Its wine
market has longer history and consumers’ level is
higher. - Comparing with existing Champagnes,
what is the special point of the vintage Cham-

pagne which is released this time? Though the
existing Champagnes are also special, the pro-
duction amount of ‘Champagne Barons de Ro-
thschild Blanc de Blancs vintage 2006’ is only
7000 bottles. It has value as a rarity. In fact, it
seems that we had received a request from Japan
to increase production. But, we answered “We
can’t, because it is the carefully selected vintage.
- What is the percent of the bottles for Japanese
market among 7000 bottles? About 10-15%. -
During this trip to Japan, did you make a new
finding, such as paring of Champagnes and Ja-
panese food? I like Japanese food very much. I
visit various Japanese restaurants, like SUSHI
and Tempura at all times. But, this time, [ went
to both Japanese restaurants and Western food
restaurants unusually. Then, I drunk ‘Cham-
pagne Barons de Rothschild Blanc de Blancs
vintage 2006” with those dishes, it went well
with both. So, I'm pleased with this Cham-
pagne. Though I checked in France already, I
was happy to realize actually in Japan.

Persons of Rothschild families who has been
particular about the bottle design and packa-
ging. Could you speak about episodes for ma-
king ‘Champagne Barons de Rothschild Blanc
de Blancs vintage 2006’

Although the content of the bottle is very im-
portant, this time it took long time to complete
bottle design, too. As this Champagne was
made by 3 Rothschild families, agreements by
3 companies were needed. It took more than 2
years to choose the packaging.

For example, someone said that the logo and
the year number 2006’should be bigger.
And,

It took quite a long time to decide this
brown as the color of the bottle. I think
every family is similar.

When family members get together, eve-
rybody give different opinions. But, since
we could understand each member’s des-
tination, this opportunity was a good ex-
perience. Our goals were ‘visible things’
and ‘Something elegant’. Since this ar-
ticle is for sale, this should come under
a person's observation. However, our
family doesnt do things that make
us stand out. We are deliberate in
our action. Balance between ‘visible
things' and ‘Something elegant’
was extremely hard.

- The bottle is applied to the ar-
morial bearing of Rothschild fa-
mily, isn’t it?

Yes. This is the emblem of Ro-
thschild family. Though the color

is different a little from actual
one.

- In Japan, we have an impression
that Rothschild family has inti-
mate relations with Job in

finance and the art industry.
Could you let us know about the
past relationships with Cham-
pagne?
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As a family, we have associated with Champagne
at all times. My grandfather was a shareholder of
a Champagne brand. Later, he started his own
brand. One of our family members is a collector
of vintage Champagne. I myself am a collector,
too. So, there was a talk about making the best
Champagne by everyone. As we have extensive
knowledge about wine, we used our experience.
For example, since a personnel resource is im-
portant for manufacturing, we called human
resources from Champagne region not from
Bordeaux region in which we are versed through
wine making. As for this process, we have started
since 12 years ago. And, it took about 7 years to
complete the first bottle. We're experienced in
a long-range plan. Because wine making takes
long years. So, we were not surprised at all.
- Today is the time when speed is estimated. But,
I think family business has a kind of
luxury such as spending time for manufacturing
and development of brands.
Exactly. There was no necessity to make so-
mething in a hurry at all. We bring up grapes
slowly, blend and raise the brand. And, we spent
time for market research. My father often said ‘Tt
is easy to make good wine. It’s OK if we spend
150 years.” So, not only wine, but also Cham-
pagne needs a long process.
- At present, what is the biggest challenge for
you?
My challenge is to make consumers to continue
enjoying something. In the time when speed is
estimated, wine and Champagne are the oppor-
tunity to come to a stop and taste luxury. If its
opportunity does not exist, we don't have our
role. I always say that wine and Champagne is
not product which is produced in a laboratory.
The same is true of Gastronomy. We should en-
joy those after we stop. If we provide products
which make consumers stand still, it can pro-
bably be said that we succeeded.
- Lately, SNS is very popular and too much
media are spread. As a result, the presence
of
luxury brands are changing. Under such
circumstances, what have you inherited?
We think that the important existence is
not us but the products. We came here for
the products. As we have kept the idea, we
|| don’t dare speak about our family and pri-
vate matters. It is getting harder to achieve
both ‘being at the place where I attract
attention’ and ‘being elegant’. I always
think that there should be more ‘being
elegant’ in this world. ‘Champagne Ba-
rons de Rothschild’ The representative
3 companies of Rothschild family
came together and devised top-grade
Champagne. 3 companies include
‘Barons Philippe de Rothschild’
which is famous for wine, ‘Do-
maines Baron de Rothschild’ and
‘Baron Edmond de Rothschild’
which makes wine and carries on
financial business. On the bott-
le, five arrows, the symbol of 5
brothers from Rothschild family
which has its origin in 1822 are
represented. In the back label, si-
gnatures by three owners of three
companies are printed.
http://www.vogue.co.jp/lifestyle/inter-
view/2015-11-02/barons-de-rothschild/
page/2#moveto




