
EDITORS’ NOTE As the third generation member 
of the family who owns and operates C. Mondavi 
& Sons, Peter Mondavi, Jr. now leads the vision for 
the Charles Krug-Peter Mondavi Family Winery. 
He attended Stanford University, where he earned 
a B.S. in Mechanical Engineering and an M.S. 
in Engineering Management, and then an M.B.A. 
He is a member of numerous wine-related or-
ganizations, including The Wine & Food Society 
of San Francisco and the American Society for 
Enology and Viticulture.

COMPANY BRIEF The fi rst winery in the Napa 
Valley was founded in 1861 by Charles Krug. 
After his death in 1892, James Moffi tt purchased 
the winery in 1895, holding it in proprietor-
ship through prohibition. By 1943, he sold the 
winery to Italian immigrants Cesare and Rosa 
Mondavi. When Cesare died in 1959, Rosa was 
named President. Their sons worked at the helm 
of the winery operation with Robert as General 
Manager and Peter as Vice President. In 1966, 
Peter became President and Robert began con-
struction of his own winery. Since the early 
1980’s, Peter’s two sons, Marc and Peter Jr., have 
assumed major roles at Charles Krug Winery. 
Peter Mondavi, Sr. remains active in the day-to-
day winery operation, and with his sons is ded-
icated to producing the best red Bordeaux style 
wines in the Napa Valley. They embarked on a 
nine-year, $25.6-million investment program 
begun in 1999. Sustainable farming methods 
are now employed in the vineyards and state-
of-the-art wine-making equipment is in place at 
the winery.

The Charles Krug Winery has a long history 
and tradition. Will you give us an overview 
of that tradition and how it has evolved?

The tradition is based around and focused 
on family. That has kept us going for four gen-
erations and is how we have been able to main-
tain it as a family business since 1943.

We also adapt to the evolutions in the wine 
industry.

In recent years, the biggest change for us 
has been focusing Charles Krug, our luxury 
brand, on just a handful of grape varieties.

Many years ago, wineries produced what-
ever consumers were buying with total disre-
gard to what was best suited to the land. But 
now we’re focused on Bordeaux reds – they 
represent about two-thirds of our business.

As our environment becomes more chal-
lenging on the business end, we have sought 
out more expertise to help manage that with 
the family.

It’s an agricultural business so you always 
have the challenges associated with that, but in 
recent years, it has evolved to the point where 
sales and marketing are also critical.

In such a crowded space, how do you 
differentiate today?

It’s a rarity to have a family business in 
the California wine industry with this kind of a 
legacy and experience; that sets us apart.

We’re also located in the heart of Napa 
Valley and we have a signifi cant amount of land. 
That allows us to drive towards an estate-driven 
portfolio, primarily around Bordeaux reds.

Another advantage we have is that we are 
a very well-established family of multiple gener-
ations. Since the distributors are principally family 
owned, we have strong relationships we’ve de-
veloped over many years with our distributors.

Has technology impacted the wine-
making process or is it still done as it was 
in years past?

It’s a bit of both. The fundamental technol-
ogies remain unchanged. However, there has 
been much refi nement in areas like the yeast 
and the barrels, and there have been a lot of 
advancements in quality control.

When I fi rst got into this business, I’d do 
competitive blind tastings once a week of com-
petitors’ Cabernets against ours. Back in those 
days, you might fi nd a couple of good wines, 
but the rest of them were technically inferior. 
Today, there is no reason for low quality wine 
and, for the most part, you see good to great 
wines out there now.

How broad is the market in terms of 
price points? Is the top-end product you’re 
offering more of a niche?

The farther up you go in the price spec-
trum, the narrower that niche becomes.

At the upper end, in our family reserves, 
we have our Vintage Select Cabernet. It’s our 
fl agship Cabernet that we have been producing 
since 1944; it’s about $70.

Then we have our Generations, which is a pro-
prietary blend of Bordeaux reds that is about $50.

About $100 is the upper limit for a nation-
ally distributed brand, and above that, it gets 
dicey – it’s not that people don’t compete up 
there, but it’s becoming a much more challeng-
ing price point, especially when it comes to 

restaurants, because we sell a lot of our wines 
to restaurants.

In pre-recession days, there were some ro-
bust sales in the upper end, but now it’s limited 
to wines priced below $100 a bottle.

How much of an impact did the eco-
nomic crisis have on the business and do 
you see opportunities for growth?

For Charles Krug, in the luxury price cate-
gory, it had a signifi cant impact. We were down 
in the modest double digits but our peer group 
was, for the most part, down signifi cantly more.

By December of 2010, our Cabernet was 
back up to our pre-recession levels. Because 
of the brand’s strength, integrity, and reliability, 
people felt comfortable with it and that’s why it 
rebounded so fast.

New wineries with no track records are the 
ones that are having a harder time bouncing 
back.

How challenging is it to modernize 
without losing your sense of history and 
tradition?

It’s tough, especially as wine-making styles 
ebb and fl ow. Bordeaux reds, the Cabernets, 
had evolved into this really heavy, overripe, 
opulent taste profi le – now people are start-
ing to back off that, but we never pursued that 
extreme overripe, high alcoholic style; we re-
mained more moderate. Now the others are be-
ginning to edge back to where we’ve always 
been.

So the pendulum swings, but based on our 
history and experience, we tend to be more 
moderate with respect to those wine styles and 
there is a core group out there that appreciates 
the stability of a house style.

What has made the family dynamic of 
the business work so well?

It has been a checkered career, but we 
kept our family focus, and our key is trying to 
fi nd areas in the business where individual fam-
ily members can excel; we’re now starting with 
the fourth generation.

Will you ever slow down?
I always imagined myself involved in one 

way or another in continuing the strategic plan 
of the business but also in a promotional venue, 
because it’s fun and you get great feedback.

My dad still shows up here almost every 
day and he’s 96. This has kept him going.•

Focused 
on Family
An Interview with Peter Mondavi, Jr., 
Co-Proprietor, Charles Krug Winery

Margrit, Peter Jr., and Peter Mondavi, Sr. around the table (left); 
Redwood Cellar, built in 1872 (right)

EDITORS’ NOTE Dr. Friedrich Wille 
was born in Austria in 1940. After 
training as a lawyer and working as 
a chartered accountant, he joined 
the jewelry business of artist Michaela 
Frey in Vienna in 1970. Following 
Frey’s death in 1980, he took over the 
company, which he has led to dra-
matic growth. Dr. Wille continues to 
be involved in the selection of new 
collections, motifs, and products.

COMPANY BRIEF The only com-
pany worldwide that makes artistic 
jewelry with fi ne decorative art, Austrian jeweler 
FREYWILLE (www.frey-wille.com) has a team of 
artists, goldsmiths, and experts of fi ne enameling. 
With 90 boutiques in cities including Los Angeles, 
London, Paris, Istanbul, Moscow, Beijing, and 
Hong Kong, the company has limited and exclu-
sive production that goes hand in hand with dis-
tribution to their own stores and boutiques around 
the globe. The creation of their jewelry is blended 
with artistic and handcrafted genius and their 
success has been rising rapidly in the past few years.

How do you best describe your brand and 
its target markets?

We are a new luxury brand with the leitmotif 
“art and jewelry in fi re enamel.” We create mod-
ern jewelry where the core of the value lies in 
the artistic creation, not in the material used. 
Nevertheless, we are using the best lasting mate-
rial – either 18-carat fi ne gold or gold plated 
mountings. Jewelry is always very emotional – 
with our artistic designs even more so – so we 
want our afi cionados to enjoy it for a lifetime.

We have also found a strong demand for the 
creation of dress watches mirroring the spirit of our 
jewelry, again using our very special fi re enamel 
technique. And we couldn’t refuse to design won-
derful matching carrés, gavroches, and shawls.

For me, I wanted to create something for 
the gentleman that was exclusive: so we created 
cuff links and belts with beautiful artistic fi ne 
enamel decorations. An artistically designed tie 
also couldn’t be lacking in our men’s collection. 

Recently, we have created beautifully deco-
rated evening bags with precious enamel plates in 
several designs.

What is the history of FREYWILLE?
The creations of today go back to the revolu-

tionary work of my wife, Simone Grünberger-Wille, 
who I engaged in the ’80s to create completely new 

jewelry after the death of Michaela Frey, 
the founder of the company, in 1980.

Simone Grünberger-Wille brought 
in several colleagues from the Academy 
of Applied Arts in Vienna, who joined 
the team: they developed completely 
new shapes, found the suppliers, and 
developed a high artistic level starting 
with their fi rst collection “Avantgarde”, 
which was entirely geometric.

Since 1981, we have worked as 
an artistic team without any time 
pressure, letting the artists take time 
for contemplation and research, and 

encouraging the exchange of thoughts and 
philosophy. We are working with 18 artists to-
day – fi ve in purely artistic design, three in the 
creation of new products, and nine in graphics. 

Michaela Frey started in 1951 handcraft-
ing decoration and gift items by painting on fi re 
enamel. In the early years, she used only Austrian 
folkloric designs. Later, due to the infl uence of 
London (her husband was English) she started 
with simple enamel bangles and rings with folk-
loric and modern designs in the’50s and ’60s.

I fi rst joined the company as a chartered ac-
countant and later became a partner because I 
loved the chance to work internationally and dis-
covered my talent for art and marketing. In the ’70s, 
I developed the European market for the company.

After the death of Michaela Frey, I bought 
the company and decided to take the full risk of 
developing completely new jewelry infl uenced by 
my humanistic education. In the ’90s, we created 
a beautiful Egyptian pharaonic collection followed 
by a Greek-Roman collection. The American pres-
ident of the Claude Monet Foundation asked me 
to create a collection to pay homage to the art-
ist – it is still very successful. Afterwards, we 
paid homage to William Morris for the Victoria 
and Albert Museum in London, as well as Gustav 
Klimt, Hundertwasser, and Alphonse Mucha.

We create philosophical themes like “Ode 
to Joy of Life” where we celebrate values that 
cannot be bought like “Endless Love”, “Passion”, 
and “Living Art”.

I am always interested in the intellectual life 
of France, which mirrors my personal style and 
our artistic future.

What is the profi le of your client?
The woman or man who wants to show 

her or his individuality, taste, culture, exclusivity, 
high education, love for beauty and art, and aes-
thetics; someone sure of oneself, not wanting to 

be ostentatious and with wealth but rather with 
an individual taste and a feeling for culture.

As a company with Austrian roots, what 
is the impact on design and brand culture?

For many centuries, Vienna was a capital of 
the biggest or second biggest empire of Europe. It 
attracted many artists to live and work there. Being 
Viennese, I always wanted to give our creations an 
Austrian touch. Gustav Klimt, the “pope” of decora-
tive art and Hundertwasser both inspire our artistic 
team continuously. But coming from a country with 
a certain history, respect for other cultures and na-
tions is part of our brand’s philosophy.

What made you feel it was the right time to 
open your boutique at 727 Madison Avenue?

To work in the U.S. is a dream for all 
Europeans, which very often ends badly. So we 
had to wait until our network of boutiques would 
allow us to invest in this very challenging market, 
since we work only with our cash fl ow. 

The fi nancial and economic crisis offered us 
a unique opportunity to fi nd a beautiful location, 
which we wouldn’t have found in better days.

So far, we are very happy with our New York 
City team, which is paramount. The location is per-
fect, the high cultural level of our customers is very 
motivating, and word of mouth works strongly for 
us. We are not only selling our most important col-
lections of jewelry, but also dress watches, artisti-
cally designed textiles, and the men’s collection 
for the New York City connoisseurs.

The Madison Avenue boutique is also a pre-
mier boutique to showcase new products and 
collections before they are offered worldwide.

Do you have plans to open additional 
boutiques?

In the U.S., we intend to remain exclusive: 
we are preparing this year to open a new bou-
tique on Rodeo Drive in Beverly Hills and we’re 
starting our research in Florida and Texas for new 
possibilities. In Canada, we want to add a Toronto 
boutique; we already have one in Vancouver.

Our fi rst boutique in Brazil is opening in 
the coming months in São Paolo.

What are your key priorities for the 
future?

Artistic creativity; the development of our 
worldwide organization on four continents; de-
veloping presence in several markets where 
people seem to be waiting for us; and being a 
good leader for our people.•

Dr. Friedrich Wille

Artistic Creation

An Interview with Dr. Friedrich Wille, President and Chief Executive Offi cer, FREYWILLE

FREYWILLE Fountain Pen in Gustav Klimt design, 18-carat Cuff 
links and Diamond Rings in Fine Enamel
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