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The California Wine Industq Oral History Series, a 
project of the Regional Oral History Offlce, was Initiated 
in 1969, the year noted as the bicentenary of continuous 
wine e i n g  in this state. It was undertaken through the 
action and with the Financing of the Wine Advisory Board,  
and under the direction of University of California faculty 
and staff advisors at Berkeley and Dauis, 

The purpose of the series is to record and preserve 
information on California grape growing and wine making that 
has existed o n l y  in the memories of wine men, In some cases 
their recollections go back to the eerly years of this 
century, before Prohibition, These recollections are of 
particular value because the Prohibition period saw the 
disruption of not only the industry itself but also the 
orderly recording and preservation of records of its 
activities. Little has been written about the industry from 
late in the last century until Repeal, There is a real 
paucity of information on the Prol~ibition years (1920-19331, 
although some wine making did continue under supervision of 
tie Frohibition Department, The material in this series on 
t'nat period, as well as the discussion of the remarkable 
development of the wine industry in subsequent years (as 
yet treated analytically in few writings) will be of aid to 
historians. Of particular value is the fact that frequently 
several fndivlduals have discussed the same subjects and 
events or expressed. opinions on the same ideas, each from 
his o m  point of view, 

Research unaerlying the interviews has been conducted 
princi~ally in the University libraries at Berkeley and 
Davis, the California State Library, and in the library of 
the Wine Institute, which has made its collection of in 
many cases unique materials readily available for the 
purpose, 

Three master inaices for the entire series are being 
prepared, one of general subjects, one of trines, one of 
grapes by variety. These will be available to researchers 
at the conclusion of the series in the Regional Oral History 
Office and at the library of the Wine Institute, 



The Begional Orsll History Offtoe was establisl~ed t o  
tape record autobiographical. i n t e e e w s  Nith persons who 
have contributed sigmifica.ntly t o  recent California htstory. 
The office is headed by Wills Ko Barn and is under the 
administrative supervision of James Do Hark, the Director 
of 1fle Bancroft Library. 

Baxtk Telser 
ProJect Director 
CaliforrviLa Wirae Industry 
Oral History Serfes 

1 March 1971 
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486 m.e &croft Library 
Universftg of California, Berkeley 
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INTRODUCTION 

E r n e s t  G a l l o  was born i n  Jackson ,  C a l i f o r n i a ,  o f  I t a l i a n - b o r n  
p a r e n t s .  He was r a i s e d  i n  Modesto on t h e  v ineyards  of h i s  f a t h e r  on 
Maze Road, j u s t  wes t  of town. He w a s  graduated from Modesto High and 
was working on t h e  f a m i l y  farm i n  1933 when he  and h i s  b r o t h e r  s t a r t e d  
t h e i r  winery.  

H i s  f a m i l y  had produced wines i n  I t a l y  and C a l i f o r n i a  b e f o r e  Pro- 
h i b i t i o n ,  b u t  h e ,  h i m s e l f ,  had had no exper ience  when t h e  two b r o t h e r s  
s t a r t e d  t h e i r  winery.  He h a s  t o l d  t h e  s t o r y  t h a t  he  v i s i t e d  t h e  Modesto 
P u b l i c  L i b r a r y  f o r  in fo rmat ion  on wine making. 

The b r o t h e r s  had p rogressed  s u f f i c i e n t l y  by 1954 t h a t  t h e y  pur-  
chased t h e  C r i b a r i  Winery (Las Palmas) a t  Fresno.  The company has  had 
an  a lmost  con t inuous  record  of expansion,  bo th  i n  p roduc t ion  and d i s t r i -  
bu t ion .  G a l l o  wines  a r e  now d i s t r i b u t e d  n a t i o n a l l y ,  and the  company 
c a r r i e s  on a n  e x t e n s i v e  t e l e v i s i o n  program on beha l f  of i t s  p r o d u c t s .  
E r n e s t  G a l l o  i s  now chairman of  t h e  board of t h e  E. & J .  G a l l o  winery.  

S t a r t i n g  i n  1958, t h e  company opened a n  e x t e n s i v e  r e s e a r c h  f a c i l i t y  
and i t  has  p laced  a number o f  new p r o d u c t s  on t h e  market i n  t h e  last 15 
y e a r s .  It was t h e  f i r s t  American winery t o  own i t s  own b o t t l e  producing 
p l a n t ,  which h a s  cont inued t o  i n c r e a s e  i n  s i z e  s i n c e  i t  w a s  opened i n  1958. 

I n  r e c o g n i t i o n  of h i s  c o n t r i b u t i o n s  t o  t h e  C a l i f o r n i a  g rape  and wine 
i n d u s t r y ,  E r n e s t  G a l l o  was g iven  t h e  Mer i t  Award o f  t h e  American S o c i e t y  
o f  E n o l o g i s t s  i n  1964. He h a s  generous ly  given o f  h i s  t ime i n  s e r v i n g  
on many Wine Advisory Board and Wine I n s t i t u t e  committees.  

An o u t s t a n d i n g  f e a t u r e  of E r n e s t  G a l l o ' s  c a r e e r  has  been h i s  i n s i s -  
t e n c e  on s t a n d a r d i z a t i o n  and q u a l i t y  i n  t h e  p roduc t s  produced by h i s  com- 
pany. He i s  h i g h l y  respec ted  i n  t h e  i n d u s t r y  f o r  h i s  c o n t r i b u t i o n s  t o  
t h e  expansion o f  t h e  C a l i f o r n i a  wine i n d u s t r y .  

Maynard A. Amerine 
P r o f e s s o r ,  V i t i c u l t u r e  and Enology 

20 December 1971 
101 Wickson H a l l  
U n i v e r s i t y  of C a l i f o r n i a  a t  Davis  



INTERVIEW HISTORY 

Fol lowing a p r e l i m i n a r y  d i s c u s s i o n  on December 27,  1968, t h e  
i n t e r v i e w  w i t h  E r n e s t  G a l l o  was he ld  on two Sa turday  mornings,  J u l y  12 
and August 2 ,  1969, a t ime s e t  t o  avo id  t h e  i n t e r r u p t i o n s  of t h e  work 
day.  Both s e s s i o n s  were conducted i n  M r .  G a l l o ' s  s p a c i o u s ,  w e l l  f u r n i s h e d  
o f f i c e  i n  t h e  a d m i n i s t r a t i o n  b u i l d i n g  of t h e  winery complex a d j o i n i n g  Dry 
Creek i n  Modesto. The o f f i c e  over looks  p a r t  of t h e  landscaped grounds 
and some of t h e  wine t a n k s  d i s c u s s e d  i n  t h e  i n t e r v i e w .  

M r .  G a l l o  was c o r d i a l  t o  t h e  i n t e r v i e w e r ,  f i r m  and p r e c i s e  i n  
r e p l y i n g  t o  q u e s t i o n s .  He spoke s lowly  and d e l i b e r a t e l y ,  sometimes 
r e - p h r a s i n g  h i s  words f o r  improved c l a r i t y .  I n  t h e  p r e l i m i n a r y  e d i t i n g  
by t h e  i n t e r v i e w e r ,  t h e  f i n a l  p h r a s i n g  was, as i n t e n d e d ,  r e t a i n e d  i n  t h e  
t r a n s c r i p t .  

On December 30,  1969, t h e  t r a n s c r i p t  was s e n t  t o  M r .  G a l l o  f o r  
review. H i s  r e a d i n g  of i t  was i n t e r r u p t e d  by p r e s s u r e  of b u s i n e s s  and 
t r i p s  abroad.  Making a few changes and some a d d i t i o n s ,  he had i t  re typed  
i n  h i s  o f f i c e  and r e t u r n e d  t o  t h e  Regional  Oral H i s t o r y  O f f i c e  on A p r i l  
19 ,  1971. That  r e t y p i n g  i s  t h e  i n t e r v i e w  t e x t  i n  t h i s  volume. To i t  h a s  
been added p r e l i m i n a r y  m a t t e r ,  appendices  and i n d i c e s .  

Subsequent t o  r e t u r n i n g  t h e  t e x t ,  M r .  G a l l o  and M r s .  Willa Baum, 
head of t h e  Regional  Oral H i s t o r y  O f f i c e ,  worked o u t  t h e  d e t a i l s  of t h e  
r e s t r i c t i o n s  on use  o f  t h e  i n t e r v i e w ;  t h e y  appear  on t h e  l e g a l  agreement 
page a t  t h e  f r o n t  of t h e  volume. 

Through h i s  i n t e r e s t  i n  p r e s e r v i n g  in format ion  on t h e  r e c e n t  p a s t  
of t h e  C a l i f o r n i a  wine i n d u s t r y ,  M r .  G a l l o  has  been of a i d  t o  t h e  Regional  
Oral H i s t o r y  O f f i c e  i n  t h e  p r e p a r a t i o n  o f  t h i s  s e r i e s  of i n t e r v i e w s .  H i s  
own i n t e r v i e w  i s  a n  i n v a l u a b l e  c o n t r i b u t i o n  t o  t h e  s e r i e s .  I n  i t  he has  
r e l a t e d  t h e  development of h i s  own o r g a n i z a t i o n ,  t h e  l a r g e s t  wine making 
company i n  C a l i f o r n i a ,  and he had a l s o  d i scussed  a n a l y t i c a l l y  and w i t h  
p e r s p e c t i v e ,  s i g n i f i c a n t  a s p e c t s  o f  t h e  development o f  t h e  i n d u s t r y  as a 
whole. 

An i n t e r v i e w  w i t h  J u l i o  G a l l o  was he ld  J u l y  21,  1970 and i s  t o  be 
r e l e a s e d  under r e s t r i c t i o n s  similar t o  those  a p p l y i n g  t o  t h i s .  

Ruth \Teiser  
I n t e r v i e w e r  

1 8  January  1972 
486 The Bancroft  L i b r a r y  
U n i v e r s i t y  of  C a l i f o r n i a  a t  Berkeley 



ERNEST GALL0 INTER V B W  

July 12, 1969 

Family and Ear ly  Years  

Teiser :  Perhaps  we could s t a r t  with your ances t ra l  background in the Piedmont 

dis tr ict  of Italy. 

Gallo: Piemonte? (That 's  the Italian pronunciation. ) So you want me to s t a r t  

back with who my parents  were ? 

~ e i ' s e r :  Yes, and your grandparents if they were making wines in the Piemonte 

district .  

Gallo: My father was born in Fossano, in the province of Piemonte. His 

father was a wholesale butcher and horse t rader .  

My father, having f i r s t  gone to  South America for a year  and not liking 

it there,  went back to Italy and then immediately came to  the United 

States. He must  have been around 19 by that time, I guess. 

My mother 's mother was born in Bologna. She mar r i ed  a man by the 

name of Batista Bianco, who was born in Agliano dtAsti  in  the Piemonte 

a r e a  of Italy. 

My mother 's  parents brought her here  a t  the age of around two o r  three. 

My mother 's father,  Batista'Bianco, became a very  small  grape grower; 

he had twenty a c r e s  in the Hanford a rea .  And he converted his grapes 

into wine in a small  plant of perhaps thirty o r  forty thousand gallons, 

which was located at  the r e a r  of his house in Hanford. My father . .  . 
Teiser :  What was his f i r s t  name? 

Gallo: My father 's f i r s t  name was Joe  - -  Joseph. In arriving in this country, he 

was able to make it a s  far a s  Philadelphia on the funds he had, and then s t o ~  
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off i n  the coa l  mines  to work to  e a r n  enough money to come to  California. 

I r e c a l l  h i s  having sa id  that when he  did depa r t  Pennsylvania for  California, 

not being ab le  to speak the language, he  could not o rde r  food and a t e  pie all 

the way. They w e r e  a nickel. Vendors sold t hem to  the t r a i n  passengers .  

And this  was h i s  die t  until h e  a r r i v e d  in  San Franc isco .  

At that  t ime,  I tal ians a r r i v ing  in  this country  a s  l a b o r e r s  were  pre t ty  much 

re legated to  doing jobs of a menia l  type, and he spent some  t ime  digging 

ditches a f te r  a r r i v ing  i n  San Francisco.  In  those days  sewer  l ines  w e r e  dug 

by hand by cheap labor .  And this was h i s  f i r s t  s t a r t  i n  th i s  country i n  working, 

a f te r  having lef t  Pennsylvania. 

Te ise r :  How did he  happen to come to  San Franc isco ,  do you think? 

Gallo: In those days,  t he re  w e r e  Ital ians who had come h e r e  before who would wr i te  

to their  pals  i n  I taly telling them the re  was work available. And a t  that t i m e  

i t  was ve ry  rough i n  Italy. Le t ' s  s e e  about how long ago  that  would have been. 

I was born  i n  1909, and m y  fa ther  was probably 24 y e a r s  of age  a t  that  time, 

and h e  m u s t  have a r r i v e d  h e r e  t h r e e  o r  four y e a r s  before that. So I would 

say m y  father  probably a r r i v e d  he re  around 1905. Tha t ' s  right, because I 

r e m e m b e r  h i m  telling m e  s to r i e s  of the ear thquake i n  San F r a n c i s c o  which 

occur red  i n  1906. So my father  was h e r e  a t  l e a s t  by 1904 o r  1905. And a t  

that t ime  Ital ians were  not well regarded  - -  probably l ike Mexicans a r e  i n  

this country today, o r  not even to that degree.  In any event, a f le r  working 

a s  a ditchdigger fo r  a year  o r  so ,  he  decided to go into the wholesale wine 

business.  This  meant  that he had a c a r t  and ho r se  and mould go out of 

San F ranc i sco  to down in  the Valley, and he happened to buy wine - -  eight 

or  ten b a r r e l s  a t  a t ime - -  f r o m  my m o t h e r ' s  father.  Tha t ' s  how he 
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happened to know those people. And then would take that wine back to San 

Francisco and sel l  i t  to the boarding houses, the Italian boarding houses. 

What kind of wine was i t  that they were making then? 

In those days i t  was common red wine. 

What kind of grapes were they using? 

Oh, they used Carignane and Zinfandel and grapes of that type. So my 

father continued in this business of buying wine from this small  winery and 

selling to the boarding houses, and i t  was during this time that he met my 

mother and they got married. And immediately upon getting married,  he 

got out of that type of business and moved to Jackson, Amador County, 

and started a boarding house of his own. And that's where I was born. 

What were the big mines up there ? 

Let's see, there's the Argonaut and Kennedy. They were operating then. 

He was running a boarding house for the miners,  and many of the miners 

were Italians. I was born there on March 18, 1909. At the age of one year,  

I was farmed out to my maternal grandparents, who were the Batista Biancos 

in Hanford. So from the age of one to about five o r  six, I lived with them. 

Your brother Julio also ? 

My brother Julio was born on March 21, 1910. And he remained with our 

parents. And the reason, apparently, I was farmed out was that another 

youngster came along and it  was difficult for my mother because she was 

running the boarding house. My earl iest  recollections were those with my 

grandparents. At the age of five I obtained my first  and last drunk. I t 's  



probably the f i r s t  recollection I have. I reca l l  being i n  this very small  

winery, which was not much more  than a shed in  the back of the house 

there in  Hanford. My f i r s t  memory is of two men working a hand p ress  

during the vintage. They would push this hand p r e s s  back and forth for  

five o r  ten minutes and then stop and s i t  down and wait for  the juice to run 

through the cake in  the p ress ;  and then when i t  s ta r ted  to dwindle i n  volume, 

they'd get up and push this bar  back and forth another five or  ten minutes, 

and every once in a while they'd s i t  down and rest .  They had a tin cup 

there and they'd put i t  under the p r e s s  and get some of that f reshly made 

wine. It was sti l l  sweet, but high in  alcohol, and they'd drink a little and s i t  

down and talk. As a youngster of five I saw them do this frequently, and 

I remember  taking the cup and filling i t  up and drinking it, and i t  tasted very, 

good - -  sweet. I have in  my memory, and I never will forget it,  these two 

men laughing. And I must  have continued drinking because the next thing 

I remember  I was in  bed and my grandmother was standing over me. In any 

event, f rom then on, I have never gotten drunk in my life, s o  i t  served a good 

purpose. 

At about s ix years  of age, I moved back with my parents. My grandfather 

became of ill health and so  they were moving quite often. He thought i t  was a 

matter  of climate. And I remember  during one or  two years  there that we 

moved - -  I being with them - -  into a t  leas t  five or six different towns in 

California, seeking the climate. In those days that was the big deal. Lf 

you didn't feel well, i t  was the climate that was wrong. So we moved f rom 
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Hanford to San Diego and to several other small  towns a.nd ended up in 

San Francisco. 

In the meantime, my father had left Jackson and opened a saloon in Oakland, 
! 

California. It  was located at  49th and Broadway. I have early recollections 

of the place. I was back with my parents a t  about the age of six, and I used 

to hear stories a t  night when my father was a little upset, had had a bad day 

in the saloon. In those days, a beer was five cents for a long stein and there 

was a free lunch counter. At this free lunch counter they had liverwurst and 

limburger and salami and other types of cheese and sausage, a s  well a s  

bread. The workmen in the a rea  used to come in at  noon, but a glass of 

beer, go over to the lunch counter and have their lunch and go. This was 

normal. But my father had a rea l  bad day every once in a while when two 

men would come in together, go to the bar, buy one glass of beer and both 

go and eat. (laughter) All on a nickel. 

Prohibition came into effect in 1918, which meant that my father had to close 

down his saloon. At that location, he was not only in the saloon business 

but also had a boarding house. He closed down, sold his building, and 

decided that he was going to go into farming. He bought a ranch of 120 

acres  a t  Antioch, California, thirty of which were in wine grapes, the 

balance being pasture. 

Teiser:  Do you know who had planted that vineyard? 

Gallo: No. No one that would be of any significance. So my father bought this 

place, knew absolutely nothing about farming, and needed horses. He went -. 

to San Francisco and bought four horses that were of the type that were used 

for draying in those days in large cities. They were very large horses, large 



feet, specially adapted for that type of work and not farming. He took these 

to Antioch. It was in the middle of summer ,  about July, and not having 

farmed before, he decided to s t a r t  plowing a field, not knowing that you 

should do i t  after the lhnd is moist  s o  you can turn it. So he hooked up a 

t eam to this plow and tr ied to sink i t  into the ground and finally did, and 

the ground was so  hard  that a s  soon a s  the plowshare took hold i t  snapped 

the --  whatever i t  is of the plow, I ' m  not s u r e  whether i t ' s  the bow or  the 

beam or  whatever i t  is. The wooden part  above the share.  The only reason 

I mention i t  is that i t  shows that my father knew absolutely nothing about 

farming; He had been a city man a l l  his life. 

I was eight years  of age when we moved there. I r eca l l  vividly a t  eight years  

of age working in  the field, cultivating with four mules. I drove the four 

mules. That was a good long hard  day's work. These were some of my 

ea r l i e r  recollections. 

He was on that place four years .  When I was twelve, he  sold that ranch and 

bought a smal l  vineyard a t  Escalon, California, which was twenty ac res .  

This now was the year of about 1920 o r  192 1 - - somewhere i n  there. He 

bought this twenty a c r e s  ear ly  in the springtime, when you couldn't tell  how 

hardy the vineyard was. When the crop came on, i t  was not a good one, but 

grapes were high. This was during Prohibition. Wine grapes a t  that t ime 

were selling for  over a hundred dol lars  a ton, because they were shipping 

wine grapes east  to Italians back there who could not buy wine and were making 

homemade wine. Under Prghibition, a home winemaker was allowed to make 

two hundred gallons. And s o  these grapes in  California, which before P r o -  

hibition'were only worth $5 and $6 and $7 and $8 a ton sold a t  winery, suddenly 



, became worth $80 and $100 a ton to be shipped a c r o s s  the United States f o r  

winemaking. 

Teis er: What kind of g r a p e s  were  those?  

Gallo: Those were  Carignane and Alicante Bouschet. We f a r m e d  that  place for  

about t h ree  years .  And quite by coincidence m y  fa ther ,  i n  getting to  know 

people'of the a r e a ,  happened to vis i t  a well-known, and what was in those 

days a well-to-do farmer, i n  h i s  own way, Giuseppe Franz ia .  He was con-  

s ide red  by mos t  people a prominent grower  a t  S ims  Station, which i s  only 

about seven o r  eight mi l e s  f r o m  Escalon. This  Giuseppe F ranz ia  l a t e r  

became my father-in-law. Giuseppe F r a n z i a  was a r a the r  blunt, d i rec t -  

speaking type of a n  individual. He c a m e  over  one day to  vis i t  my  father ,  

and m y  father  asked him,  by the way, what did he  think of the vineyard? 

So Giuseppe F r a n z i a  said,  "Well, what I would do.. .you a s k  m e  what I 

think of this vineyard. .  .what I would do is wait until the  spr ing t ime when the 

l e a v e s ' a r e  cut and looking well and then s t ick  somebody e l s e  like you got 

stuck. I '  The place wasn' t  quite that  bad. My father  made  a lot of money 

on i t ,  but he  did follow that  advice and the following spr ing  sold i t  and bought 

a place which was for ty  a c r e s  h e r e  i n  Modesto, out on the Maze Road. 

EDUCATION AND FIRST BUSINESS 
RESPONSIBILITIES 

This  was i n  1926, a t  which t ime I was seventeen y e a r s  of age. I had gone to 

high school in  Escalon,  and then finished high school h e r e  i n  Modesto, 

In that  yea r ,  1926, a t  a t ime just  before harves t ,  a man  by the name of 

Joseph Gazzara  who was then a Chicago grape dea le r ,  happened to ca l l  on 

my  fa ther ,  buying grapes .  My father  did not s e l l  h im the grapes ,  but made  a 

dea l  with h im in which he would consign them to Joseph Gazzara .  Joseph 



G a z z a r a  could s e l l  the grapes  and my fa ther  would pay h i m  a commiss ion  for  

sel l ing them. That  s a m e  yea r ,  Giuseppe F ranz ia  made the s a m e  dea l  with 

Joseph Gazzara.  And p a r t  of the dea l  was that  they w e r e  going back t h e r e  

to  watch the operation of the s a l e  of their  grapes .  It was  m y  job a t  age  

seventeen,  therefore ,  to harves t  the g rapes  and  ship them back there  t o  my  

fa ther  and to  Joe  Gazzara.  At that  t ime  we had the fo r ty  a c r e s  on the Maze 

Road and  twenty a c r e s  i n  the Keyes a r e a ;  we grew Zinfandels on both. 

On a r r i v i n g  in  Chk ago, a f te r  the f i r s t  four o r  f ive days,  m y  father  rea l ized  

that the  s e r v i c e  that  was  being r ende red  by Joe  Gazzara  was one of ve ry  

l i t t le value,  that m y  father  could do as well  himself ,  and with this  he 

te rmina ted  h i s  relationship with Joe  Gazzara  a s  h i s  representat ive,  and  

f inished the yea r  sell ing h i s  own grapes.  Giuseppe Franz ia ,  on the other 

hand, permi t ted  Joe  Gazzara  to handle his  c r o p  f o r  the r e s t  of the year .  

Te i se r :  Was th i s  the s a m e  Gazzara  who died recent ly?  

Gallo: Tha t ' s  right. Yes. Some y e a r s  thereaf te r  - -  well, I imagine i t  was on 

r e p e a l  of prohibition --  this Joe  Gazzara  then opened a bottling plant in  

Chicago and was bottling and distributing wine. He purchased wine and 

d is t r ibu ted  i t  under his  own label. I think the C r e s t  View label  i n  Chicago. 

His pu rchases ,  i f  I r e c a l l  cor rec t ly ,  we re  most ly  f r o m  P e t r i  a t  that t ime. 

And a f t e r  s o m e  y e a r s  he sold out his bottling plant and business  in  Chicago 

to P e t r i  and c a m e  to  California and bought a winery i n  the F r e s n o  a r e a  which 

he ca l led  the C r e s t  View. He operated i t  up until a few yea r s  ago and then 

passed  away. His widow sold that winery about a year  ago to Guild Wine Co. 



As I said,  my fa ther  went the yea r  1926 to  Chicago and sold h i s  g rapes .  

He re turned,  had done reasonably well  - - had done very  well  - -  but told m e  

that  h e  was not going back to  Chicago any more .  He just  couldn't put up 

with that  element.  These  g rapes  were  sold  i n  ca r load  lots  to  jobbers  on 

t eam t rack ,  p r imar i l y  t he re  on 2 1 s t  and Arche r  i n  Chicago, t o  jobbers  who 

would buy the  c a r  and then open up the doors ,  put a ladder  i n  f ron t  of the 

door ,  and s e l l  i t  out i n  one hundred and two hundred c a s e  lots  t o  the i r  f r i ends  

to  take home and  make wine. The  people involved i n  that  type of business  

were  a c ros s - sec t i on  of cha rac t e r s .  F o r  example,  they would haggle with 

you a t  the beginning, and you'd a r r i v e  a t  a dea l  and they would pay you, 

usually i n  cash ,  and then if you could get  to  the bank with the c a s h  before 

they could hold you up, you had a good day. If the marke t  went down the 

following day, they'd come a f t e r  you wanting a refund. And this  was the type 

of dea l  i t  was. So my fa ther  c a m e  back and s a i d  he 'd  had i t ,  h e  wasn ' t  going 

to go back. A t  which point I asked  for  the opportunity to  go back myself .  

To  which h e  read i ly  agreed .  So a t  the age  of eighteen I went back to  Chicago, 

and h e  shipped m e  the grapes .  I enjoyed the operat ion v e r y  much. 

The re  was a fundamental  difference i n  my  f a t h e r ' s  personali ty and mine.  

If he got into a n  a rgument  with a man over  a dea l ,  why he ' d  jus t  s top 

dealing with h i m  forever .  Whereas  with me ,  every  dea l  was a new deal.  

And i f  I thought I could make a profi table dea l  with a man,  I would deal  with 

him,  regarcf less  of what happened 15 minutes  ago. By na ture  I can ' t  c a r r y  

a grudge. I can ' t  r ema in  mad. So I worked ve ry  well  with those people. 



I'd make a deal with them, and if they came howlirig for a refund, a rebate,  

I may have given i t  to them, but a t  the s a m e  time I'd se l l  them another c a r  

for  more  profit. 

By about 1930, my father 's  shipping business had pretty good volume, and he  ' 

sent  my brother Julio to the New York Auction to se l l  par t  d the grapes there ,  

too, 

Since I was going to  high school a t  that t ime - -  my las t  year in high school - -  

I would not get back because I would be in Chicago the lat ter  par t  of August 

and stay until November. I wouldn't get back until the middle of November, 

and that entailed making up in school the time I had missed. The professors  

a t  the Modesto High School were very cooperative and permitted m e  to do this. 

I got through High School and then went on to Modesto Junior College here.  

I spent two years  a t  Modesto Junior College, but never did graduate. That i s ,  

never did get a diploma because I confined my studies to the subjects I thought 

would do me the grea tes t  good, and things like physical education and some of 

what I thought were liberal a r t s  classes,  which would not prepare m e  for making 

a livelihood, I just didn't take. 

Teiser :  What were you particularly interested i n ?  

Gallo: I was interested in English, and I have never mastered English. My language 

i s  just terr ible .  But, re,alizing this, I took every English course and every 

writing course that they had, because I felt  that i t  was extremely important 

to be able to communicate. And a s  i t  is, I developed a style of writing which 

is short sentences and right to the point, which is a way that I can express 

myself clearly.  Anything I abhor i s  the reports  I receive, and I receive 

lots of then1 f rom my people, that a r e  very lengthy and wordy; Sometimes 



youive got t o  r e a d  them over twice to s e e  what they ' re  talking about, which 

1 think is a g rea t  imposit ion on the r eade r .  To me,  t he re ' s  nothing m o r e  

discourteous and imposing than to  rece ive  a le t te r  with long paragraphs 

and long sentences  that  you have to r e a d  over again, and s t i l l  not be quite 

s u r e  what t hey i r e  t rying to  convey. Another thing that  annoys m e  immense ly  

is to  find a r e p o r t  i n  which words a r e  misspel led.  I 'm the world 's  wor s t  

spe l l e r ,  but I make s u r e  that  m y  s e c r e t a r i e s  have majored  i n  English, s o  

t h a t  they c a n  communicate what I give them. I don't have to  check their  

spell ing,  but I do  check their  sentence s t ruc tu re  and their  paragraphing. 

In any event, I was extremely interested in  that i n  school, s o  I can  judge 

quickly by seeing something wri t ten if i t ' s  well wri t ten o r  not. 

Other subjects  were  those of economics,  money and banking, and history.  

I was  ex t remely  in te res ted  i n  history.  It was i n  subjects  of this type that  

I found g r e a t  in te res t ,  and usually went well beyond the cou r se  being taught. 

I rece ived  a g rea t  dea l  of enjoyment f r o m  my c l a s s e s ,  and always went 

beyond even what the professor  knew. And I wasn ' t  beyond trapping h i m  i n  

a r e a s  where  he was not famil iar .  That was the extent of m y  education. 

Te i se r :  Were  you working while you were  going to  Junior College ? 

Gallo: Yes. My father  a t  that  t ime had the for ty  a c r e s  in  Modesto and the twenty a c r e s  

i n  Keyes,  and then bought another thirty a c r e s  adjoining the for ty  h e r e  i n  Modesto. 

The or iginal  for ty  a c r e s  was purchased f r o m  Claude Maze, who was a l a r g e  

landowner in  that dis t r ic t .  The thirty a c r e s  we bought was immediately 

i n  back of the forty a c r e s ,  and was purchased f r o m  Joe  Vella, who had 

originally bought i t  f r o m  Maze. Subsequently, i t  mus t  have been about 1930, 



m y  father  bought 160 a c r e s  a c r o s s  the s t r e e t  f r o m  what was now 70 a c r e s  

on the  Maze Road, f r o m  E l l a  Maze.  And that  160 a c r e s  was ba re ,  rough 

land. He paid $200 a n  a c r e  fo r  it. We wanted to  plant i t  into a vineyard.  

So h e  r en t ed  a ca t e rp i l l e r  t r a c t o r  and a L e  Tourneau s c r a p e r  on a dai ly  

bas i s .  T h e  number  of hou r s  that  a day cons i s ted  of was not specified i n  

t he  ag reemen t ,  s o  I took the  equipment from, eight  at night and d rove  i t  

until eight i n  the  morning,  and my  bro ther  would take  i t  at eight i n  the  

morning and r u n  it until eight  at night. So  we r a n  it around t h e  clock,  and  

did  the  land levell ing i n  ve ry  s h o r t  o r d e r  and planted the  g rapes .  And tha t  

is the location tha t  my  house is now on, as well  as m y  bro ther ' s .  My nephew 

Bob is cu r r en t l y  building h i s  house on i t ,  a lso .  

T e i s e r :  Do you s t i l l  have vineyards  around i t ?  

Gallo: Yes.  

T e i s e r :  So you s t i l l  own the whole p rope r ty?  

Gallo : T h a t ' s  r ight .  I t ' s  still i n  the  fanlily. 

T e i s e r  : What kind of g r apes  did  you plant?  

Gallo: My fa ther  (and we were  with h i m  a t  that  t ime ,  of c o u r s e )  planted most ly  

Zinfandel, s o m e  Car ignane and s o m e  Mission.  Unfortunately, a t  that  t i m e  

what was  known a s  the  r e d  sp ide r ,  o r  Ppcif ic  Red  Mite, was a d i s e a s e  that  

s t a r t e d  becoming prevalent  - - and t h e r e  was no proven way, or  sa t i s fac tory  

way, of controll ing the Pacif ic  mite .  And the vines de te r io ra ted  r a the r  

rapidly ,  and we had to dig them out and rep lan t  them l a t e r .  We replanted 

them la te r  to h a r d i e r  va r i e t i e s  such a s  Grenache and m o r e  Miss ion and . .  . 



Teiser: It was the Zinfandel that was particularly susceptible? 

Gallo : That's right. And.. . another color grape.. . well, i t ' s  really not important. 

Another vigorous grower. In other words, we replanted to more vigorous 

varieties than Zinfandel. The twenty ac re s  I referred to earl ier  were 

purchased from Charlie Millard, who was an old-time farmer  in the Keyes 

area,  which I'll refer to later.  

Getting back to the business of selling grapes in Chicago, I went back to 

Chicago to sel l  grapes during the years of 1927 through 1932. It was during 

my years going back to Chicago to sel l  grapes that I met Giuseppe Franzia. 

When the season was over, I noticed that he timed his departure from Chicago 

to coincide with mine. And he invited me to travel with him. Travelling on 

a train in those days, those f irst  years,  was travelling in a coach. And so 

I thought it was a great idea to have somebody to travel with. And he boarded 

the train with a large wicker basket under his a rm,  which he put under his 

seat. When lunch time comes, he pulls i t  out and here he has a salami and 

a piece of cheese and some big onions and some bread and a couple of 

bottles of wine. And I thought he was a nice old fellow, and when we landed! 

in California, why, he invited me to come and visit him. I thought nothing 

of it  at the time, but some months later,  I decided to just go and see 

the old guy. I drove into his place and talked to him out there, and I 

noticed his daughter, and this i s  how I happened to meet my wife, Amelia. 

And not too long thereafter, of course, we were married. Now getting back to . .  

Teiser:  Let me ask one more thing about your father-in-law. Had he been born in Italy? 



Gallo: Yes.  H e  was  born  in  I taly,  c a m e  to  th i s  country ,  se t t l ed  in  the Stockton 

a r e a  producing vegetables  f o r  the  m a r k e t .  L a t e r  h e  m o v e d  t o  S i m s  Stat ion 

and  planted g r apes ,  and so ld  g r a p e s  t o  w ine r i e s  -- i n  those  days  at $5 and  

$6 a ton. While h e  was  working i n  the  vegetable  ga rdens ,  he  was  a s ing le  

man ,  and  s en t  $100 back t o  h i s  home  town of Vadoligura,  near  Genoa; 

s e n t  $100 t o  a g i r l  h e  knew t h e r e  and told h e r  if s h e  wanted t o  come to  t he  

United S ta tes ,  why, he t 'd  m a r r y  h e r .  Well,  s h e  w a s  insul ted  that  th is  w a s  

t he  approach ,  s o  s h e  made  it known a round  town t h  t s h e  would not a ccep t  

s u c h  a proposal .  So another  young g i r l  sa id ,  well ,  if s h e  wouldn't  take  the  

p roposa l ,  why, - s h e  would. And s o  s h e  wro te  and s a id  that  s h e  would be  

willing t o  come ,  and  s o  h e  told h e r  that  that  would be  all r igh t  and  fo r  h e r  

t o  c o m e .  So  s h e  t r ave l l ed  over  h e r e  and  they w e r e  m a r r i e d  and  l ived a 

v e r y  happy l i fe  together  and r a i s e d  s even  chi ldren.  

ESTABLISHING THE E. & J. G A L L 0  WINERY 

Gal10 : I m a r r i e d  m y  wife i n  193 1. I was  still then g o i ~ g  e a s t  t o  s e l l  g r a p e s ,  and  s o  

w a s  m y  fa ther  - in-law and  one of h i s  youngsters .  

On J u n e  21, 1933 both m y  f a the r  and mother  pa s sed  away. In m i d s u m m e r  of 

1933, it became  obvious that  Prohibi t ion was  going t o  be repealed.  Rooseve l t  

had  become p r e s i d e n t  i n  the e lec t ions  of 1932. I t  was  obvious tha t  P roh ib i t ion  

was  going to  be  r epea l ed  and  wine could be  made  under a t e m p o r a r y  pe rmi t ,  

ant ic ipat ing r e p e a l  of Prohibit ion,  which would t ake  place and be  effective on 

December  5, 1933. So t he r e fo r e ,  that  s u m m e r  of 1933 (a t  that t ime  I was  

twenty-four  y e a r s  of age  and  my bro ther  Ju l io  was  twenty- three  y e a r s  of a g e )  

I decided that  we wourd not go e a s t  to s e l l  g r apes  any m o r e ;  because  not only 

had  g r a p e s ,  i n  the  meant ime ,  become v e r y  cheap,  but r e p e a l  of Prohibi t ion 

w a s  opening up a new opportunity - - a s t a r t  in  the wine bus iness .  



Teiser : 

Gallo: 

T e i s e r :  

Gallo: 

In 1932, which was a d i sas te rous  yea r ,  I sold grapes  in  the ea s t  

a t  a p r ice  that  yielded very l i t t le out h e r e  in California. And my  

father-in-law had come to the s a m e  conclusion. He wasn ' t  going 

back east .  

So  i t  s eemed  to  be the natural  thing to  build a winery,  and take the 

grapes  we had and make wine out of them. 

Therefore ,  on August 21, 1933, we s t a r t ed  the winery. My brother  

and  I pooled our  ca sh  r e sou rces  and we had $5900.23, and we ren ted  

a building f r o m  the r a i l road  because we didn't have the money to  

build a winery on the ranch. 

Where was i t ?  

H e r e  i n  Modesto, a t  the corner  of 11th and D Street .  We rented the 

building f r o m  the Modesto and Empi re  Trac t ion  Company for  $60 a 

month. And then went to  San F ranc i sco  and purchased a c r u s h e r  and 

a p r e s s ,  and 100,000 gallons of redwood cooperage,  a l l  on a t r ade  

acceptance basis.  

Who supplied cooperage to  you a t  that  t i m e ?  

Pacif ic  Redwood Tank Company. I went i n  to s e e  them, told t hem we 

had no money (except what we did have - -  $5900.23, and we cer ta inly 

couldn't give them any of i t )  but that  if they would se l l  u s  the tanks on 

a t r ade  acceptance,  a s  soon a s  we sold the wine we would pay them. 

So they gave us the tanks on a t rade  acceptance bas i s ,  the f i r s t  payments 

becoming due in the middle of January  and the balance in  March. And 

I bought the machinery the s a m e  way. We s t a r t ed  putting up the f i r s t  



50,000 gallons i n  this building in  Modesto. And i n  dr iving the  hoops 

on  these  tanks,  i t  was quite noisy. Growers  coming into town would 

come  in  and inquire  what was going on, and when we told t h e m  we 

w e r e  building a winery,  they immediate ly  became in te res ted  and 

wanted t o  part icipate.  Not having money to pay fo r  g rapes ,  we made 

a dea l  with t h e m  that  if they would del iver  the i r  g r apes  to  us ,  we 

would be willing t o  make wine and give t h e m  i n  payment fifty gallons 

of wine t o  the ton. 

Grapes  a t  that  t ime  were  worth about $8 a ton, s o  receiving fifty gallons 

f o r  every  ton they del ivered meant  that  if wine sold  a t  fifty cen ts  a 

gallon on r e p e a l  of Prohibit ion,  they'd be  making $25 a ton, which was  

a g r e a t  dea l  fo r  them. It  a l s o  made  a ve ry  good dea l  fo r  us ,  s ince  a 

ton produces  a t  l e a s t  150 gallons. 

Th i s  got around, ,and we had m o r e  g rapes  offered than we c;ould handle,  

s o  I went back to  San F r a n c i s c o  and got another  50,000 gallons cooperage,  

which was a l l  that  the building would hold. So we s t a r t ed  the f i r s t  

y e a r  with 100, 000 gallons of wine. 

On December  5, on repea l  of Prohibit ion - -  a s  a ma t t e r  of fact ,  jus t  a 

few days before that  - - I received a n  a i r m a i l  l e t t e r  f r o m  Chicago f r o m  

a gent leman that  I used to  s e l l  g rapes  to  i n  Chicago, whose n a m e  was 

Cha r l e s  B a r b e r a .  Char les  Ba rbe ra  had wri t ten m e  inquiring i f  I knew 

anyone who was going into the wine business ,  for  he would like to go into 

the wholesale wine business  and wanted to  buy some  wine.. .could I put 

h i m  in  touch with these  people? I received that  l e t t e r  the f i r s t  day o r  s o  

of December .  I immediate ly  drew samples  out of the tanks and took a 



plane to Chicago the same  day, arr iving a t  his office the next morning. 

When I walked in  Barbera  expressed su rp r i se  and said, "You know, I 

just mailed you a let ter .  " I said,  "Is that s o ?  Well, I ;j ust happened 

to  be coming through, and I 'm in  the wine business. I '  He said,  "Fine, 

l e t  m e  s e e  what you have. " And based on this,  I sold him. 1 

My reason for haste  was that I wanted to make s u r e  I got the order  f i r s t ,  

before other people found out he wanted to buy wine. I sold h im a 

hundred ba r re l s  of wine a t  fifty cents a gallon, fifty gallons to the bar re l .  

F r o m  there,  I proceeded to New York and made other contacts. 

I remember  one particular incident: I was wandering down the Jewish 

neighborhood a t  dusk; i t  was snowing; I was looking for  people who might 

be going into the wine business. By refer r ing  to the telephone book, 

I could find people who were in  the grape 'juice business - -  that 's  what 

they used to cal l  themselves during Prohibition - -  grape juice peddlers. 

And one was Griffler. It was in  a sub-basement, and I went down there,  

and I saw a l a rge  number of women bottling wine by hand. I inquired for  

the proprietor  and Griffler,  who was a n  elderly man, came forward and 

I told him I was there to se l l  wine. He said,  "Fine, le t  me  s e e  your samples.  

In those days we had no knowledge of processing other than that you would 

f i l ter  the wine, then wait. With age i t  would c lar i fy  and stabilize, and 

i t  would take yea r s  to eliminate the sediment. So this was new wine that 

I had, which required filtering almost  every day in order  to have i t  c lear .  

So, these were samples I had fil tered the night before in  the hotel room. 

I showed h im one sample. He tasted i t ,  and he asked, "What's the p r i ce?"  



I said,  "Fifty cents a gallon. I f  "Oh, I f  he  said,  "Oh, no, I don't want 

any of this  cheap stuff - -  I only want good wine. " I said,  "Oh, I 'm  glad 

to know that. I have s o m e  very good wine he re ,  but i t  is ninety cents a 

gallon. " "Wel1,"he said,  "that 's what I want. I '  I said, "Fine. " So 

I pulled out another sample  of the s a m e  wine, poured i t  out for  him. 

He tas ted i t ,  said,  "Well, now, that 's  exactly what I want. I '  So based 

on this I sold h im one hundred b a r r e l s  a t  ninety cents a gallon instead 

of fifty cents.  That ' s  the type of people who were  in  the business  in  those 

days. They didn't know anything about the product, and they judged i t  

by the price.  

At that t ime,  immediately on r epea l  of Prohibition, i t  was necessary  

that we s e l l  wine to mee t  these obligations that we had coming. 

I should back-track a little. 

I told you how we got the equjpment and how we got the grapes.  But 

neither myself nor by brother  knew anything about winemaking. We 

were  aware  of the fact  that  when my father made wine a t  hom e during 

Prohibition, the wine s t a r t ed  out being sweet  soon af ter  i t  was made i n  

November o r  December,  and gradually became sour ,  s o  that i n  July 

i t  was ve ry  sour.  We knew you couldn't s e l l  wine of that  type commer  - 

cially, s o  i t  was important that we make the wine right. Based on 

this,  just as soon as we got the tanks up and just before we s ta r ted  

crushing, I went down to the Modesto L ib ra ry  and inquired of the 

l ib rar ian  if she  had any books on winemaking. And with h e r  help, I 

looked through the L ib ra ry  and the re  w e r e  none. After a l l ,  this was 



jus t  on r epea l  of Prohibition, and i t  wasn' t  a ve ry  popular subject. 

Then  s h e  thought, and "Well, " s h e  said,  "down i n  the basement  t h e r e ' s  

a s t ack  of pamphlets. The re  might be s o m e  the re  f r o m  before Prohibit ion.  " 

And s h e  said ,  "Why don't you go down the re  and s e e  if t he re  a r e  any?"  

I did go down i n  the basement  and went through a n  enormous s t ack  of 

pamphlets and found two of them that  were  published by P ro fe s so r  

F r e d e r i c  T.  Bioletti of Davis. One of them was entitled "The Funda-  

menta l s  of Fermentat ion ' '  and the other "The Fundamentals of C l a r i -  

fication. I '  So this  was what we needed, and I c a m e  up and I told h e r  I 

had found these,  and s h e  said ,  "Well, you ' re  welcome to them. I '  So this 

w a s  the beginning of our knowledge of the wine business - -  how to  make  

wine. 

My bro ther  and I then proceeded'that  yea r  to  make  wine in  conformance 

with these  two pamphlets. As we w e r e  ready  to  sh ip  wine i n  December  on 

r e p e a l  of Prohibit ion,  i t  happened that  some  of the old-time winemakers  

f r o m  up arourd the Napa Valley, m e n  who had been in  the wine bus iness  

p r i o r  to  the t ime of Repeal,  happened to  come through and they saw us  

bar re l l ing  wine, and they asked,  "What in  the world a r e  you fellows 

doing h e r e ? "  We replied,  "Well, w e ' r e  bar re l l ing  wine we ' rg  shipping 

eas t .  I '  One said ,  "Why, this is ridiculous.  That wine will never c a r r y  

to  the east .  I t ' s  too new. I t ' s  s t i l l  i n  the process  of fermentation.  I t ' s  
/ 

going to blow the ends out of those ba r r e l s .  " He said,  "We're not going 

to  sh ip  our wine. We ' r e  going to age i t  fo r  a year ,  a t  l eas t . "  ' 

We, on the other hand, felt that  a s  long a s  the buyers  wanted i t  and the 

wine was sound, we should supply i t  - -  which we did. As a resu l t ,  we 

,sold the en t i re  output the first; year  for  fifty cents  a gallon and more .  



These  other people up north kept their wine; did not se l l  it. We 

developed a very  good bulk wine business. F r o m  the f i r s t  year  on - -  

every  year  since - -  we have kept adding storage. At that location on 

1 l t h  and D Street ,  we rented a l i t t le space f r o m  the neighboring lumber 

ya rd  the second year.  We built a lean-to and put up another 100,000 

gallons. And each year we added some. ' 

Teiser :  What s i ze  tanks were  you using for  aging? 

Gallo: Whatever would f i t  in the building. They were mostly 5, 000 gallon 

tanks, 10,000 gallon tanks. In those days, a 15, 000 gallon tank looked 

awfully large.  But we adopted a policy of making the wine and selling 

i t  each year.  I t  was good sound common red  wine. By 1936 we had 

approximately 300,000 gallons of storage. In 1937 we built 1,000,000 

gallons of concrete  tanks a t  our present  location. These were among 

the f i r s t  concrete tanks to be erected in  the industry. 

Teis  e r  : 

Gallo: 

Te i se r :  

Gallo: 

Teis  e r :  

Gallo: 

What were you crushing he re ,  most ly? 

Mostly Zinfandel and Carignane. Those were plentiful types a t  that time. 

Were there  many Mission grapes a t  that t ime?  

Not many around here .  

The bulk wine business,  red  wine business,  very quickly became very  

competitive, and the prices  s tar ted to drop. 

Who were your chief competitors ? 

At that t ime, in the valley here ,  the chief competitor was Dan Arena, 

who had s ta r ted  a winery a t  the s a m e  time in Oakland, and for three or 

four  yea r s  we were  competing. The Franzia  Brothers  also had gone 

into the wine business a t  the same time, in the bulk red  wine business,  

and we were competing. Also the Roma Wine Company, Italian Swiss 



Teis  e r :  

Gallo: 

Colony, California Wine Association, (Antonio) Perell i-Minett i ,  people 

of that type. Of course ,  we were  the smal les t  of the lot when we 

s ta r ted .  Some of the  organizations w e r e  giant i n  comparison. F o r  

example,  the California Wine Association. This was a n  associat ion 

of m e n  who were  very  important  p r ior  to  Prohibit ion,  who had s o m e  

money and a g rea t  deal  of experience and a lot of contacts a l l  over the 

Uni ted States. Roma Wine Company, of course ,  was founded by 

J. B. Cella,  who found himself  on repea l  of Prohibit ion with a mil l ion 

gallons of d e s s e r t  wine on hand, which means  that that was worth a t  

l ea s t  a mill ion do l la rs  to  s t a r t  with. The Ital ian Swiss Colony, with 

a g rea t  background of exper ience and know-how and some  capital. 

These  were  our compet i tors  when we s tar ted.  As  I say ,  we adopted 

a policy of making the wine and sell ing i t  'each yea r ,  turning i t  over .  

Each  yea r  we made a profit and inc reased  the s i z e  of the plant. ' In 

1937, I believe i t  was,  we built out a t  this location a mill ion gallons. . . 
Is this  what's known as Dry  C r e e k ?  

Yes. A mill ion gallons of concre te  tanks that were  put up by Cahill,  a 

San F ranc i sco  builder. These  were  some  of the f i r s t  concre te  tanks that  

w e r e  used i n  the industry. 

Te iser :  Were  they l ined? 

Gallo: No. They were  40,000 gallon tanks a t  that t ime. They were  not lined, but 

the c r e a m  of t a r t a r  f r o m  the wine would deposit on the walls and i t  f o rmed  

a coating. And they were  quite sat isfactory.  We liked them be t te r  than 

wood tanks because they didn't leak,  and they were  not porous,  and they 

wouldn't he contaminated. And in  the s u m m e r  t ime,  if they were  empty,  

they would not shr ink  and de te r iora te .  This  wine that these people up 



north refused to  s e l l  i n  bulk -- i t  l a te r  developed that  the m a r k e t  

Teis  e r :  

Gallo: 

Te i se r  : 

Gallo: 

Teis  e r  : 

had dropped f r o m  50$-60$-70$ a gallon down to  20$ a gallon, and 

we ended up buying their  wine that  they wouldn't s e l l  a t  50$ and 60$ 

and 70$ a gallon for  8$  and 9$ a gallon and blending i t  with ou r s  

down h e r e  and shipping i t  out a t  20$ and 25$ a gallon. 

This was the mid-30's ? 

This  was '34, '35, '36, 1937. It was about '35 o r  '36 that  we built out 

he re .  It was 1937 that  we built a d i s t i l l e ry  he re ,  and that ' s  when we 

went into the d e s s e r t  wine business.  P r i o r  t o  that t ime ,  we were  

always i n  the  table  wine business.  

When did the p r i ce s  fa l l?  

P r i c e s  s t a r t ed  falling about the  winter and spring of 1935. 

About 1937, we made  what was a t  tha t  t ime  the l a r g e s t  d r y  wine purchase  

that had eve r  been made up to that  point, and that  was when we bought 

the en t i re  c e l l a r  of Beaulieu Vineyards. Old man  (Georges)  deLatour  

found himself  with around 400,000 gallons of wine which h e  couldn't s e l l  

under his  label  because he  had produced h i s  wine too d r y  and ta r t .  We 

bought i t  a l l  for  20$ a gallon, blended i t  with ou r s  to  make a very  good 

wine. We s t a r t ed  making d e s s e r t  wine in  1937. We remained  i n  the 

bulk business  for  1937, 1938, 1939. 

Before you leave this period., . may I a ~ k  you what your opinion of the 

p ro ra t e  was ? 

The p ro ra t e  came  about, of course ,  because of the industry  struggling 

with the surplus  of g rapes .  At that t ime I accepted the o rde r  without 

any g rea t  feeling. We were  paid to make the surplus  into brandy, and 
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we had a distillery. It was a profitable operation. We built a brandy 

warehouse to house this brandy, and we were being paid for carrying 

it ,  which was profitable. The year after ,  the prorate was terminated 

and that was perfectly agreeable from our standpoint. In other words, 

we adjusted ourselves to the time, and we were still  relatively very 

small. 

T eiser: What happened to your brandy finally ? 

Gallo: Finally we sold most of it, like everyone else did (if I remember right) 

to Seagrams, when the war started. That's what happened to ours, except 

for keeping a few barrels  for our own use, some of which I stil l  have. 

I have probably fifty cases left a t  home of this brandy. But that was the 

extent of that. 

FROM BARRELS TO BOTTLES 

Gallo: Being in the bulk business, we were selling bulk to various bottlers a l l  

over the United States. Although it was a very competitive business, we 

made money every year. 

It was in New Orleans that Franck and Co. , bottlers, who were buying 

from us in bulk and bottling wine, became insolvent because their bus h e s s  

was so competitive. I made an arrangement with them that they should 

give us half the company in exchange for cancelling their debt, which was 

something like $30, 000. They readily agreed to this. I made the deal, 

came back to Modesto, and about sixty days later  I received a news clipping 

from a New Orleans paper, anonymously. This clipping was to the 

effect that Franclc was indicted for white slave traffic. I tried to get 

him on the phone at  once and could not, and finally did reach him. He 



told me that i t  was a l l  a mistake, that there was no basis for it ,  and 

not to think anything of it. I got to thinking about ft --  the man was 

indicted on a charge, there must be some basis for it ,  and obviously 

I wasn't being told what the facts were. And so I hopped a plane and 

went down there. His t r ia l  was coming up within ten days and so I 

remained for that period of time. He was convicted and sent to jail; 

whereupon I purchased his share of the company. And that's how we 

started in the bottling business, by taking over this bottler. 

Teiser:  What year was that? 

Gallo: That was 1939 -- under the brand name of Cream of California, which 

was the best seller in that market. 

Teiser: Tha, was his label originally? 

Gallo: That's right. We continued that business. 

And then in 1940 in Los Angeles, in selling to a bottler by the name of 

Distillers Outlet, owned by David Vito and Sam Watt -- they too became 

insolvent. .We made a similar arrangement with them for them to turn 

over half of their company to us, and we would continue this business 

and my brother and I would supply them with bulk. 

About this time it  became apparent that there would be no future in remaining 

in the bulk business, and we should s tar t  developing a brand if we were to 

build anything. And a s  a result of that, since we had no one good brand, 

the natural thing to do would be to develop the Gallo label. And so we 

designed a bottle that was different from anything else on the market. 



It was a high-shouldered tapered quart. Everyone else was using amber 

glass, and Watt, Vito and I decided to use flint so that the wine could 

be seen. We designed a label to fit the tapered bottle. 

Teiser: Was everyone else using fifths then? 

Gallo: Fifths, right. And they were amber. They were using what was known a s  

the traditional amber fifth. This quart, a s  I say, departed from the 

tradition. I thought that the consumer would like to see the color of the 

wine. Wine is a beautiful color, and why not take advantage of i t s  appeal? 

We designed a tapered label for the bottle and put recipes on the side of 

the label. Sam Watt's wife was an excellent cook and she prepared the 

recipes we used. It  was an attractive package for the time. We 

introduced i t  in Los Angeles. 

Teiser :  Were you bottling there?  

Gallo: Yes, in Los Angeles in the bottling plant where we were half-owners. 

Hired a sales force of eight men and offered the product to the stores in 

the Los Angeles market. Now, I think I have a talk I delivered a t  Stanford 

that covers a lot of this ground.* Maybe I could give you that instead of 

my.. . or  would you rather not have i t?  

Teiser :  I'd rather have you tell  i t  because I can ask you questions, if you donst mind. 

Gallo: All right. So we started in the merchandising of wine in 1940 in Los Angeles 

by designing this bottle, this package, and a rack which would hold 

ten cases.  

*See "Building a Sales Organization for Gallo" delivered at  the Stanford 
University Business School February 28, 1963. See Appendix. 



Watt, Vito and I designed this r ack  with an electr ic  bulb behind i t  that 

showed the color of the wine to the best advantage. We put t h e s e  in the 

re ta i l  s tores .  

, Teiser :  Who were your suppliers a t  that t ime of glass  and labels? 

Gallo: Owens-Illinois was the supplier of glass .  The labels.. . a t  that t ime, I 

don't recal l .  

Teiser :  These were  special mold bottles? 

Gallo: Yes. Our own. In thinking the thing through, I concluded that we had to 

do something that would appeal to the public m o r e  than what the others  w e r e  

doing, otherwise we had no chance of getting s tar ted.  Because a t  that time 

Roma was well set ,  Italian Swiss Colony were established in the market ,  

Pe t r i ,  Guild Wine Company and C. W. A. were growing. So this new 

design of bottle, this rack,  this label, this 'uniqueness of having rec ipes  

on it ,  was different. - 

Then also,  why should a re ta i le r  c a r r y  i t ?  He had a l l  the wine he  wanted. 

I went on the basis  of rendering a serv ice  to the retai ler .  Our sa lesmen 

would come in and would stock the shelf for  the retai ler .  So this would 

give us the opportunity, while we were stocking, to get the best shelf. 

And every week or  every two weeks, we'd come back and restock that, 

and each time we did, we'd take a l i t t le bit more  space, and in a bet ter  

position. I felt this: that since we couldn't spend a lot of money , 

advertising, I wanted the r e t a i l e r ' s  recommendation of our product. 

I knew he wouldn't recommend i t  verbally, because he would be too 

busy and would forget. So I felt that i f  I put i t  in the best spot in the 

s tore ,  with the widest spread and our bottles always nicely dusted and 

I ,  

clean, this would se rve  in place of a verbal recornmendation by the 



retailer.  The consumer coming in sees  i t  in the most prominent 

position and figures, well, this must be what the retailer must think 

is the best. And based on this, we moved very well. 

Teiser :  Were you bottling both table and desser t  wines a t  that t ime? 

Gallo: Yes. It was necessary also to do some advertising to have retai ler  

acceptance, because we couldn't afford to sel l  our wines cheaper than 

anyone else did. 

So we designed a half-page color ad, which was a t  that time -- 
1939-1940 - - something of a novelty. 

We produced one ad and ran  i t  in a Los Angeles paper and had tear-  

sheets made of it, and once a month we mailed this tearsheet to the 

retai lers .  Retailers became very familiar with the Gallo name. 

In 1941 we decided to shut down the bottling plant in Los Angeles and 

bottle here in Modesto. 

Teiser :  You hadn't bottled at  al.1 here ? 

Gallo: No. We started to bottle here just a t  the time when the war broke out i n  

1941. . . just  before that. 

VINEYARDS, GROWERS AND WINERIES 

Gallo: The declaration of war resulted in the government requisitioning the 

Thompson variety of grapes for raisins. Therefore, the supply of 

grape s for the wineries was curtailed drastically, and the 0. P. A. price s 

on wine came into effect. The price of grapes (we had been paying around 

$15 And $20 a ton in 1939-1940) immediately jumped to around $50 a ton. 

We couldn't get enough grapes for the wine we could sell, because 

everyone was in the same position. There just weren't enough. 



T e i s e r :  All this t ime  you were  growing some  g rapes  yourself a s  well a s  buying s o m e ?  

Gallo: Yes. We always owned the vineyard out on the Maze Road, which row was 

270 a c r e s .  We had the twenty a c r e s  I mentioned i n  Livingston, which was 

tha t  twenty a c r e s  of Char les  Mil lard 's .  Ac ross ,  k i t ty-corner  f r o m  that  

twenty a c r e s ,  t he re  was 160 a c r e s .  That genera l  a r e a  had ve ry  good 

soi l ,  which sub-i r r igated.  Water was a t  about f ive t o  s ix  fee t  below the 

surface.  The re  was 160 a c r e s  which was very  good soil ,  but was infested 

with morning glory. I t  was completely covered,  and was virtually 

abandoned. We inquired and found that  we could buy i t  fo r  $80 an  a c r e .  

Since t h e r e  w e r e  good vineyards a l l  around there ,  we knew that the  so i l  

m u s t  be good, and i t  was just  a ma t t e r  of t rying to  kil l  t h e  morning glory. 

A t  that  t ime  this  was considered quite a problem. Nobody knew quite how 

t o  handle it.  We reasoned that  if we could cut  that  morning glory below 

the  su r f ac t  s o  that  i t  couldn't get  any sunlight, it would die. That  just 

made  common sense.  

We talked t o  old m a n  Millard and told h i m  that  we thought that  we would 

buy that  160 a c r e s  a t  that  p r ice  and ki l l  the morning glory and then plant 

a vineyard. And the old man  said ,  "Look, before  you can kil l  that morning 

glory i t  will k i l l  you!' ' But i n  any event, we did go ahead and buy the land. 

We then bought four mules  and a weed cu t te r ,  put a man on i t ,  and reasoned  - 

that  if we would have those four mules  continuously run  this weed cu t te r  over  

this 160 a c r e s ,  i t  would take them about a week to  do the whole field, and i t  

would never s e e  daylight because we would be cutting i t  under the surfact .  

And tha t ' s  exactly what we did. In about eight motiths, the morning glory 

was dead. And so"we had some  ve ry  fine laricl a t  a very nominal cost .  , 

We planted a vineyard there ;  i t  did very  well. This was about 1938. 
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In  1942-43, grapes  went a s  high as .  $120 a ton. We la te r  sold that 

vineyard for better than a thousahd dol lars  an acre .  It was a ve ry  

good investment. 

During the yea r s  of '38, '39, we were buying a lot of Thompson Seedless  

grapes  f r o m  what was known a s  the Amer ican  Vineyard, a 1000-acre 

vineyard near  Livingson. Since we were buying a considerable amount 

of grapes  f rom this  vineyard, we wanted to buy the vineyard. I t  was 

owned by a corporation, a land company. We t r ied  to  buy the vineyard 

f r o m  them. They were reluctant to sel l ,  but finally did put a pr ice  of 

approximately one - half million dol lars  for  the vineyard. On inquiring 

around, we found that we could buy control of the company for  about that 

much money, and that they had 5000 additional a c r e s  of land sca t te red  

around the s tate ,  some of which was i n  row crops  and s o m e  of it was 

just  pas ture  land. So we acquired the majori ty  of the stock in  the 

company and then la ter  bought the other stockholders out. 

Te i se r :  That  was known a lso  a s  the Valley Agricultural  Company? 

Gallo: Yes. We acquired the ent i re  property,  and sold off the other propert ies  

s o  that this  vineyard ended up costing us  ve ry  little. 

In 1942, when the war was on, i t  was not permitted to make wine out of 

Thompson Seedless grapes,  s o  we made ra i s ins  by dehydration. We had 

a dehydrator on the vineyard. Grapes  then immediately jumped to $50 

a ton and more ,  a s  i t  turned out. That  place since has been expanded 

f r o m  a thousand a c r e s  to - -  we now have there ,  including the family - -  

something like s i x  thousand ac res .  L a s t  year  we purchased 3000 a c r e s  



known a s  the Cowell Ranch - -  for $1, 550, 000. It is fine r iver  bottom 

soi l  along the Merced River.  It was devoted to dairying. Several 

r en te r s  had dai r ies  on the place in a very dilapidated condition. 

Since the water table was high, it has been necessary to put drainage 

canals throughout the place. We will s t a r t  ~ l a n t i n g  this spring 

(approximately 800 ac res .  We expect this to be a n  outstanding 

vineyard development. 
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T e i s ~ r :  Some owned by the company, and some by individual members  of the family? 

. Gallo: Yes. My sons,  and my brother 's  children. We a r e  three  brothers ,  you know. 

Myself, my brother Julio, and my brother  Joe  who i s  ten yea r s  younger 

than I am. My brother Julio and I and our children a r e  the only ones 

interested in this company. My brother Joe i s  farming on his  own and 

bas  s ix  o r  seven thousand a c r e s  of his  awn, between grapes,  field c rops  

and cattle. 

Te i se r :  What kind of grapes do you grow there  ? 

Gallo: Originally in '42, '43, '44, we were  planting variet ies  like Palomino, 

Mission, Grenache. Most of these have been dug up, including the 

Thompsons, and we have planted such varietals  a s  French  Colombard, 

Barbera ,  Chenin Blanc, Ruby Cabernet,  Tinta Madeira and Pet i t  Sirrah.  

And we have produced these a f te r  having tested in  our own nurser ies  

there  hundreds of var iet ies ,  and making wine f r o m  them over a period 

of y e a r s  s o  that we know that we can  get f r o m  these variet ies  a good 

yield and very good wine. We a r e  now current ly experimenting with 

controlling the cl imate in  growing grapes (we have a twenty-acre t r a c t  

that we a r e  working in conjunction with the University) and with having 

automatic spr inklers  in  the vineyard s o  that when the tempera ture  

reaches  a cer ta in  point they automatically go on, and this cools the 

t e rmpera tu re  within the be r ry  of the grape;  and then when the temperature 

gets to a cer tain level, i t  goes off. Samples f rom wine made f r o m  grapes 

that have beal  s o  grown indicate s o  f a r  that the r e su l t s  a r e  encouraging; 

that we can make much better wine by keeping the temperature in the , 

vineyard cool., 

Te iser :  This then stands in place of irrigation, too? 



I T e i s e r :  This then s tands i n  place of i r r igat ion,  too? 

Gallo: No. We i r r i ga t e  also.  The new vineyards we a r e  now putting i n  have 

I 
1 overhead spr inkler  sys t ems ,  but this s y s t e m  is rea l ly  an  a tomizer ,  
I 

just  above the vine, not intended to  i r r iga te .  I t  c r e a t e s  a m i s t  and 

goes off and on a s  the tempera ture  changes, s o  i t  i s  real ly  not penetrating 

the ground. L a s t  year  we purchased three  thousand a c r e s  of land we ca l l  

the  Cowell Ranch, which we ' r e  going to  plant with var ie ta ls .  

T e i s  e r  : Where is that?  

Gallo: 1 is approximately 10 mi les  below Livingston. We fee l  that  the genera l  

a r e a  of Livingston and north produces grapes  that  make  f a r  bet ter  wine 

than f r o m  Livingston south. In the F r e s n o  area, '  t h e r e ' s  just  too much 

heat. And the f a r the r  down you go, the w a r m e r  i t  gets. And even though 

they do  plant var ie ta l s  there ,  w e ' r e  not s u r e  yet, a t  this point, how good 

that  wine is. Certa inly va r i e t a l  g rapes  down the re  will make bet ter  wine 

than non-varietals,  but a s  f a r  as the resul t ing wine, i t ' s  bet ter  i n  th i s  

a r e a  and north. 

Te is  e r  : Do you maintain a ce r t a in  balance between your own ac reage  and the 

tonnage you buy? 

Gallo: No. We will  c r u s h  this year  somewhere  around 650,000 tons of grapes .  

We will produce only s omewhere i n  the  a r e a  of 50,000 tons. Some of the 

vineyards  a r e  not yet  bearing. But our requi rements  for  g rapes  a r e  

growing a t  such a r a t e  that we couldn't hope to  keep a balance with our 

plantings. This i s  why 4 y e a r s  ago, i n  a n  effort  t o  encourage the 

planting of var ie ta l  grapes ,  we offered a fif teen-year contract  to growers ,  

guaranteeing them a minimum of $75 a ton o r  the market  pr ice ,  whichever 



i s  the higher, if they would plant the varieties that we feel a r e  the 

best for the wine business. 

I see more opportunity in more a reas  in this wine business, today, than 

ever before. Today, between this Modesto plant and the Fresno plant 

and the one in Cucamonga, we have something like 135-million gallons of 

capacity, and before the year i s  out we will have approximately 165-million 
/ 

gallons. Las t  year we built a new fifteen-million gallons winery a t  our 

vineyard in Livingston, which i s  included in the above figures. 

The industry i s  expanding because we have learned to make the type of 

wines that the consumer i s  considering beverage wines. Now they can 

drink them because they enjoy them. Twenty years  ago, o r  even ten years  

ago, most California wines were an effort for most Americans to drink 

unless they were people who had been drinking wine for a long time. If 

you remind me the next time you come, I ' l l  have someone take you through 

the plant. We just completed construction on that new building you see a s  

you come in. That's a new research laboratory. And really, they do 

some fantastic work there in developing new products and improving the 

products we have. Our wines today a r e  far  better than they were ten 

years ago; this requires more grapes and better grapes. That's why 

some years ago we started swinging heavily in our own vineyards towards 

varietals . 
Teiser: Ear l ie r ,  had you offered some inducements to growers? 

Gallo: Only higher prices. After all, in addition to the land today, it costs from 

$1000 to $1500 an acre  to bring a vineyard into bearing, So, a s  a result 

'of this, we did not find many growers planting - -  or  planting in the 



volume we need. So we offered this  plan to encourage planting. T h e  

industry is growing s o  fas t  that  we mus t  have m o r e  plantings, and  quickly, 

if we ' r e  to  maintain the  s a m e  quality. And this  we'll not compromise with. 

Therefore ,  with r ega rd  to the grape segment  of our  industry,  we mus t  

encourage the grower to plant bet ter  varieties. .  . . and quickly, if it wants 

to meet  the demand. 

T e i s e r :  These  var ie ta l s ,  a r e  they lower yielding? 

Gallo: They ' r e  somewhat lower,  but it's surpr i s ing  how the var ie t ies  we've 

chosen do yield respectable  tonnages. They ' l l  yield seven, eight and nine 

tons to  the a c r e ,  and some will - -  under e,xtremely favorable c i rcumstances-  

go a s  high a s  10 tons. And they make surpr is ingly good wine. 

Te i se r :  They ' re  much lower yielding in  the nor thern  counties? 

Gallo: No. Th i s  is a misconception. J?ifty, forty,  thir ty  y e a r s  ago, when it was 

all those hil lsides that were  in  g rapes  where the work was done with.= 

mule o r  by hand, those g rapes  bore two, t h ree  and four tons to the a c r e .  

But since then, growers  a r e  planting the  flat lands and lowlands, and they ' re  

sprinkling, and now they ' r e  getting seven, eight, nine tones to  the a c r e .  

T e i s e r :  You have bought grapes  f r o m  those nor thern  valleys,  have you not?  

Gallo: Yes. .Well, we have long-term contracts  , . with a number of wineries  i n  

Napa and Sonoma counties. '  At the present  t ime they a r e  the Napa Va'lley 

Coop.,  the Sonoma Coop., Mart ini  and P r a t i ,  F r e i   rot-hers and Guild-Ukiah 

T e i s e r :  Do you c r u s h  them h e r e ?  

Gallo: No, No. They c rush  the re  a t  their  plant, and we have long-term cont rac ts  

to take their  wine. They make the wine under our supervision. 



Teiser :  Do you use  them for blending o r  do you use  them by themselves? 

1 Gallo: Both. Some wines we put out a r e  s t raight  north coas t  county grapes,  wines 

I 
f r o m  there.  And some a r e  blended. How did this come  about? 

I 

Going back to the t ime that I had mentioned, as much as twenty y e a r s  

ago, i n  o rde r  to improve our  quality, we didn't u se  those wines either 

by themselves o r  to  blend. That a r e a  was not doing well a t  that t ime;  and  

s o  we rendered,  I think, a grea t  s e rv ice  i n  that a rea .  

When we went up there,  grapes were  about $50 a ton, and they didn't have 

a home. Those cooperatives were  on the verge of bankruptcy. We made 

these contracts  and we steadily have increased  their  pr ices  until this 

l a s t  yea r  (1970) we re turned  the grower around $250 a ton for  their  grapes.  

And as a resul t ,  whereas there was a period the re  twenty yea r s  ago and 

fifteen yea r s  ago that grapes were  being dug out, now they ' re  planting 

Teis e r :  

again. And, on the other hand, though they a r e  planting on the f la t  lands 

and lands that previously were  considered of marginal  value for grapes  

because the quality would not be as good as it is f r o m  the  hil lsides - -  

because of all the economics, they're planting i n  the flat  lands now. 

A r e  they finding the quality better than they anticipated? 

Somewhat bet ter ,  but not as good a s  f r o m  the hillside. But if you can't  

get them f r o m  the hillside any more ,  if they've stopped farming those 

lands,  then the next best  thing is the valley. So I think that the pr ice 

of grapes  up the re  now is such that t he re ' s  going to be accelerated 

planting. They're  digging up old prune orchards  and other things and 

planting them to grapes.  And cer ta in  var ietals ,  the better ones in the 



bet te r  locations, are bringing around $500 per  ton in  1970. Of course ,  

t he  heavy f r o s t  had a lot to do with it.  

Te i se r :  I£ the  p r i ces  keep going up, perhaps they'll go.back to the hil lsides.  

Gallo: I would rea l ly  doubt it,  because if  you c a n  produce only two a n d  th ree  and 

fou r  tons to  the a c r e ,  i t ' s  impract ical  with the high labor  costs .  . . and the 

high cos t  of planting grapes.  I don't think so. Except i n  some  smal l ,  

i so la ted  instances perhaps i t  may  occur,  but generally I would doubt it. 

With the proper  var ie t ies  that  we have developed i n  our nu r se ry  and tes ted,  

t h e  areas of Lodi, Modesto and Livingston produce rea l ly  respectable  

wines. 

Qualitv and Mechanization 

T e i s e r :  Do you supply plants o r  cuttings to  grower's ? 

Gallo: Yes. We make  them available to growers.  We a l s o  have tt grower 

Teis  e r  : 

Gallo: 

Te iser :  

Gallo: 

re la t ions  department,  which is a staff of men who, during the growing 

seasons ,  call on our  growers  and observe their  cul tural  pract ices ,  

advise  them when i t ' s  t ime  to  cultivate, advise them how to prune, 

adv i se  them when to  sp ray  and advise  them when to pick. 

When did you s t a r t  that?  

We stated that about seven yea r s  ago. 

W e r e  you the f i r s t  i n  the wine indus t ry?  

Yes. As f a r  a s  I know we a r e  the only ones who a r e  doing i t  today. 

This  is to our  in te res t  because we want the grower to produc'e the best  

type of grapes  that he can, which is ref lected i n  the quality of our  product. 



Te i se r :  This  is the  s a m e  type of p r o g r a d ,  I suppose,  a s  your r e s e a r c h  lab. 

This  is a para l le l  s o r t  of effort.  

Gallo: Yes. I t ' s  a program,  rea l ly ,  of improving the quality of our  wine. 

And whereas  techqicians c a n  today improve  quality immense ly  over  

what we  did before,  s t i l l  they can  only go s o  fa r .  You have to  s t a r t  

with the  grape.  Unless you have good var ie t ies ,  proper ly  grown, 

p roper ly  developed, why you ' re  jus t  not going to  produce that  quality. 

And I fee l  that  the quality of wine that  we s e l l  is rea l ly  r emarkab le  

cons ider ing  the volume that  we  produce. 

F o r  ins tance ,  we don't s e l l  to r e s t au ran t s ,  although we s e l l  be t te r  

than about  40% of all the wine sold in  California,  and one-third of 

the  Cal i fornia  wine sold  i n  the United States  is ours .  In other words ,  

one bott le out of t h r e e  of Cal i fornia  wine that ' s  sold i n  the United 

S t a t e s  is o u r s ,  and one bottle out of eve ry  four of all wine so ld  i n  

the United States  is ours .  Still ,  we don't s e l l  to  r e s t au ran t s  and  hotels.  

A s  a r e su l t ,  when I ' m  i n  r e s t au ran t s  and hotels,  I o rde r  the wines that  

they c a r r y ,  which a r e  t e rmed  p remium wines. I f ind that  I have  to  

be v e r y  ca re fu l  in picking those wines to f i d  one that  I c an  enjoy, 

w h e r e a s  my wines a r e  always clean,  fruity,  f r e sh ,  pleasant. T h e r e  

a r e  a few wines that  t he se  0 t h  r people produce that  a r e  be t te r  now, 

cer ta inly .  Louis Mart ini  may  have  a Cabernet  Sauvignon and h e  m a y  

have a Johannesberg Riesling,  but when you leave those, I would r a t h e r  

d r ink  our  wines. And the s a m e  way with perhaps Krug. They m a y  have 

a g r e a t  Chenin Blanc. . . they may  have a g r e a t  ro se '  - - but the r e s t ,  

I 'd jus t  as soon dr ink ours .  And when I get to Almaden, i t ' s  one o r  

two wines. I don ' t  know of any wines that Pau l  Masson has  that  I think 



a r e  bette'r than ours.  I think ours  a r e  better than theirs .  

And so it goes. 

F i r s t  of all, I think I a m  objective. I mean, I can afford to be. But i t  

might be that being in the business, my sensory keenness o r  awareness 

is such that I can detect in  those wines the things that the layman can't. 

F o r  example, in  many of those wines I get a musty flavor.. . an off-flavor 

- -a  contaminated, unclean taste.  You see,  they use mostly wood tanks. 

Wood is porous. Bacteria impregnates those pores.  That 's  why we went 

to steel. The inside of our  tanks a r e  lined with plastiglass. After all, 

you're filling and emptying these tanks. Air  gets to them. If you use 

a detergent that is powerful enough to cleanse the bacteria in  the pores  of 

wood, your wood's going to disintegrate. 

Teiser :  They use sulfur, don't they? 

Gallo: Yes. .  .yes ,  they do. 

Teiser :  And you don't have to use that? 

Gallo: Yes, but very much l e s s  than other producers.  We a r e  very sensitive 

about the use of sulphur. In wood, a s  a resul t  of emptying and filling, 

emptying and filling, over the years  bacteria develops s o  that the wine 

has an  off odor and flavor. And to me,  since our  wine is always clean 

because it is stored in plastic lined tanks and not contaminated in any way, 

most  wine stored in old wood tanks is unpleasant, tas tes  unclean.. .and 

that 's  exactly what i t  is ,  unclean. 

You know, years  ago, people used to marve l  a t  the winemaker who could 

s i t  down and taste  wines and tel l  you whose they were without seeing 



Teiser :  

Gallo: 

Teis er : 

Gallo: 

the  label. Well, i t ' s  not that great  a trick. Because each of these 

wineries that use wood has  developed a n  off-taste of their own, 

because there  a r e  different bacteria in each plant. And that 's  why 

we recognized this long ago. 

We discontinued wood soon after concrete came along, because i t  

was better. We had beautiful redwood tanks, 60,000-gallon tanks, 

some  of them were only two and three yea r s  old. We tore  them 

right  out and put in concrete. As soon as the s teel  tank proved to 

be  feasible with the proper linings, we tore  out the concrete and put 

i n  steel. 

What kind of lining do you use?  

We use a synthetic plastic lining in  these tanks, which we ~ p p l y  

ourselves. We're  building tanks all the time, s o  we have a crew 

that 's  constantly putting this lining on. As f a r  a s  transporting, that 

is moving the wine f r o m  one tank to another, we use  stainless s teel  or  

glass  pipes. 

I think you said you did not develop this type of tank h e r e ?  

My recollection is that J. B. C d  la, a t l l e e d l e y ,  used three s tee l  tanks 

for grape juice at  that time. And this is where we got the idea that i t  

was feasible to use  them for wine, and we s tar ted  putting them up. This 

f i r s t  tank you s e e  up he re  (pointing out the window) is a million-gallon 

tank. That 's  the la rges t  in  the industry. And the r e s t  of these a r e  

600,000-gallon tanks. 

Teis e r  : Is a million gallons too l a rge?  Why have you s o  many 600,000-gallon 

tanks ? 



Gallo: F o r  flexibility. We have a l s o  some  400's and 300's and 200's. 

I t 's  a l i t t le  m o r e  flexible s ize .  Our  plant i n  F r e s n o  is of a lmos t  

s i m i l a r  s ize ,  except we don't bottle down there .  And they ' re  

mos t ly  600,000-gallon tanks. 

Te i se r :  How, do you pro tec t  t hem f r o m  the hea t ?  

Gallo: D e s s e r t  wines do  not r e q u i r e  protect ion f r o m  t h e  heat. The s t e e l  

is exposed. Those that  have table  wines  i n  t h e m  a r e  insulated,  and 

the wine i s  r e f r i ge ra t ed  i n  the  tank. 

Te i se r :  Did your plant engineers  work on the se  o r  'did they work on them with 

other  engineers  or .  . . 
Gallo: We have a v e r y  skil led engineering depar tment .  Most of the  i deas  a r e  

the i r  own. But they obtain i deas  f r o m  & h e r  indus t r ies  and adapt  t hem 

if necessary .  They produce s o m e  of our  own equipment. Or ,  they 

buy equipment and adapt  it .  

T e i s e r :  You kave not used  the R ie t z  dis integrator  fo r  crushing,  have you? 

Gallo: The d i s in tegra tor ,  no. We t r i ed  i t  f o r  pa r t  of our  production some  

y e a r s  ago and  discontinued it. 

Te i se r :  Why? 

Gallo: Because dis integrat ing this  m a s s  might  be  sa t i s fac tory  for  dis t i l l ing 

ma te r i a l ,  but fo r  wine i t  impa r t s  too many unpleasant f lavors .  F o r  

example,  we w e r e  the f i r s  t to exper iment  i n  developing a mechanical  

ha rves t e r  fo r  picking grapes .  And we spent, about t h r ee  y e a r s  ago,  

something over  $250,000 i n  developing the machine.  The pr inciple  
/ 

was a vacuum. It would, with a l a r g e  hose,  suck  the grapes  r ight  

-off the vine and into a tank. The problem i s  that  i t  workcd too wcll. 

It not onlv sucked the grapes ,  but the leaves  along with i t .  And w h e n  



they a r r i v e d  inthe tank, i t  was  a s l u r r y  of g rapes ,  of g rape  pulp, 

and juice and leaves .  We w e r e  unable t o  find a way of separa t ing  

the  leaves  f r o m  the grapes ,  and we turned the whole pro jec t  over  to 

the Universi ty of California fo r  t h e m  to  s e e  if that  could be perfected.  

We've exper imented a l s o  with these  o ther  p r o c e s s e s  that  a r e  being 

used  -- of shaking. W e ' r e  hopeful. In fact ,  we have one of those 

machines .  Up to  now i t  accounts  f o r  a s m a l l  pa r t  of our  harves t .  

We ' r e  s t i l l  picking most ly  by hand. 

We w e r e  one of the f i r s t  to  a g r e e  to  have  our  vineyard unionized. 

When we  w e r e  approached by the union o rgan ize r s ,  we w e r e  glad to  

have  t h e m  organize  our  help. I have fe l t  f o r  a long t ime  that  the 

g rape  l abo re r  h a s  never  rece ived  h i s  fa i r  s h a r e  of income. I was  

r a i s e d  i n  the vineyard.  I know &at i t  means  to get  up a t  t h r e e  i n  the  

morning and sulfur  g r apes  and  s p r a y  and  cult ivate and  prune,  and 

as a r e s u l t  I can ' t  r econc i le  a m a n  working i n  the  field i n  hundred 

deg ree  weather  i n  dus t  and  d i r t ,  doing h a r d  physical  labor  and receiving,  

l ike  they w e r e  h e r e  only a yea r  o r  s o  ago, $1.25 a n  hour ,  when the  

women we have i n  our  bottling room i n  white smocks ,  si t t ing on a 

s tool  i n  a n  air -conditioned bottling r o o m  looking a t  bott les go by a r e  

getting $2.75 a n  hour.  T h e r e ' s  just  something wrong. And I just  

can ' t  r econc i le  the two. ~ n d  I 've a lways fe l t  that  field labor  should 

get  a lot  m o r e  money. We've always paid our f ie ld  labor  m o r e  than 

the prevail ing wage. However,  that  s t i l l  was not near ly  what i t  should 

be. And a s  a resu l t ,  when the unions c a m e  by - -  that  is, the o rgan ize r s  

c a m e  by - -  why, we told t hem we were  quite glad to  have t hem organize  

the help. And a s  a r e s u l t  of this,  I 've been in  favor of this movement  



Gallo: 

Te i se r :  

Gallo: 

throughout California to organize the g rape  l abo re r s .  This is 

cont ra ry  to mos t  people in  a s imi l a r  position to mine. I ' m  glad 

to s e e  that  they ' re  s ta r t ing  to make some  p rog res s  i n  organizing 

field labor.  So this is a movement I ' m  very  glad to  s e e  f r o m  a 

humanitar ian standpoint. Well, s o  much for  that. 

Adding a Bottle P lan t  

Shall  we go into the g lass  plant? We' l l  probably just have t ime  to  

cover  it. We went into the bottling business  i n  1940. 

This,  I 'm  told, is something the  whole industry  is grateful  t o  

you for.  

Yes, we helped to  hold the pr ice  of g l a s s  down. As I stated,  we 

went into the bottling business  i n  1940. Our business  continued to 

grow. I always had been a believer i n  buying a l l  your requi rements  

of' a given i t e m  f r o m  one suppl ier ,  just  as we used only one ra i l road.  

Since we've been in  business ,  all of our  t raff ic  has  gone on Sante F e  

Rai l road.  I've always operated on the  policy of making our  business  

important  t o  the supplier.  If we spl i t  i t  among many, we would not 

be impor tan t  to any. So we w e r e  buying all of our  g lass  f r o m  the 

United Can and Glass Company of Oakland, which was owned by Nor ton 

Simon. I found that every year  we w e r e  receiving glass  pr ice  increases .  

They would rece ive  a sma l l  labor  cos t  i nc rease  and they would inc rease  

the pr ice  of g lass  substantially. Every excuse to keep ra i s ing  the p r i ce  

of glass.  And we had become r a the r  important  u s e r s  of glass.  By 1955, 



Teiser :  

Gallo: 

1956, 1957 we were  using a lo t  of glass. We had r eason  to believe 

that  we were  using most  of United Can and Glass 's  output a t  that  t ime.  

So we undertook to make a study as to  how much i t  cos t  to  make  glass .  

~ r o m  the f igures  we could gather,  the c o s t  of sand and the cos t  of 

soda  a s h  and how much gas  and heat you would need and all that, i t  

s e e m e d  to m e  that they w e r e  making a r a t h e r  substantial  profit  and 

that  their  i nc reases ,  periodically, were  unjustified. As a r e su l t  of 

this,  we s e t  about to  inquire  as to the cos t  of a plant, and got pr ices ,  

and  w e r e  ab le  to project  what savings could be made by establishing 

a plant of our  own. And with this, we were  able  to, a t  that  t ime, preva i l  

upon t h e  bank to loan enough money to build a glass  plant. And the 

savings w e r e  in  accordance with the projection. 

Is bottle making equipment difficult to buy? Is i t  c losely he ld?  

It 's  not difficult to  buy. It was a t  that  t ime made  by the  Hartford 

E m p i r e  Company i n  Connecticut. T h e r e  a r e  o the r s  now making 

glassmaking equipment. Ther  el s something about the know -how 

tha t  is  foreign to mos t  people. So i t  was necessary  f i r s t  of all to  get 

enough money to build the plant, secondly to have i t  engineered to  

I 

be a n  efficient plant, and thirdly to get the know-how. All  of which 

we accomplished. ~ n d  f r o m  the day we s t a r t ed  the plant, i t  operated 

perfectly.  We had everything planned and t imed that well. We built 

the  f i r s t  furnace  in  1958, and about four yea r s  la te r  we had outgrown 

i t s  capacity and built another furnacc of equal s ize .  In 1970 we built 

a th i rd  furnace,  whose capacity is just a l i t t le l e s s  than the other two 

combined. 



we have never mahe glass for others. The plant i s  operated 

continuously for our own use. We normally ca r ry  about a million- 

and-a-half cases of full glass - -  f u l l  bottles - -  ready for shipment. 

Teiser :  Do I remember something about your developing your own type of 

glass ? 

Gallo : Yes. At the time that we determined we should go into the glass 

business, we had a contract with United Can and Glass for our require- 

ments. I called on Mr. Simon and asked that we be released from the 

contract, which he refused to do. They were making flint bottles; our 

contract called for their making a l l  of our requirements of flint bottles. 

My approach to him was that since I had developed his costs, I wanted 

a substantial reduction in the price. This he refused to do. Whereupon 

we put our research people to work to develop a different type of glass 

with the objective of developing a bottle which would lengthen the shelf- 

life of our product. An?, from our studies, i t  was the ultra-violet rays 

which get through which cause the wine to deteriorate. And so through 

our experiements we found elements that we could add which would 

obstruct the ultra-violet rays getting through the glass. And these gave 

the bottle a green color. So we gave i t  the name of Flavor-Guard. 

Teiser:  I s  this a proprietary formula? 

Gallo: I t 's  no longer a proprietary formula. The name i s  proprietary. So 

instead of using flint any more, we wanted this type of glass, and we 

could produce this ourselves because our contract didn't cover it. 

And we produced this glass a t  the outset. 



Teiser :  Did you fulfill your own requirements  f r o m  the beginning? 

Gallo: Right a t  the outset. The plant was designed to be l a rge r  than our 

Te i se r  : 

Gallo: 

requirements .  As a mat te r  of fact,  i t  took us  four yea r s  to  get  to 

the capacity of that plant. 

As I said,  as I understand it,  the industry fee ls  you have done a benefit 

to  everyone. 

Well, when we put up that plant there  were  no longer any pr ice  increases .  

As  a mat te r  of fact,  there  wes a dec rease  o r  two. So we did to that  

extent benefit the industry. Well, the s a m e  w a i  that P e t r i  benefited the 

industry when he put up his tank ship. He built this tank ship,a  nd 

based on that, freight r a t e s  stopped going up. And as a mat te r  of 

fact, we got s o m e  freight reductions. (Laughter) 

An Historic Maneuver 

Te i se r :  Were you in  on the beginnirg of the Wine Insti tute? 

Gallo: No. 

Teis  e r  : Did you approve of i t  i n  the beginning? 

Gallo: Yes. At the beginning we were,  as I said,  very  small .  Very, very small .  

And I was a youngster. We went into business when I was twenty-four 

y e a r s  of age. And i t  was all these old- t imers  who organized the 

Institute. We didn't join the Institute. We didn't join the Institute 

until five or ten yea r s  af ter  i t  was organized. And then I became 

actively interested in  it. Served two yea r s  as chairman of the board. 

Teis  e r :  Did you find that an  interest ing experience? To se rve  a s  chairman of the 

board?  



Gallo: Oh, only a s  you would.. . 
Well, I could t e l l  one experience before I was cha i rman  of the  board. 

That was quite s o m e  t ime before that  - -  jus t  a s  a younger m e m b e r .  

Le t  m e  backtrack.  

When we decided to  go in  the bottling business  and moved i t  up to 

Modesto, then the  war  s tar ted.  As soon a s  the war  was over ,  I think 

that  was 1945 -- that c r u s h  -- a l l  g rapes  became available. 

J u s t  before  the war  s t a r t ed  -- 1939 o r  1940 - -  Schenley had bought out 

Roma. And when the war  s ta r ted ,  a s  I have said ,  the  grapes  became 

shor t ,  wine was shor t ,  and i t  wasn' t  a ma t t e r  of selling wine any m o r e ,  

i t  was just filling o rde r s .  Schenley had taken advantage of t he  si tuation 

and requi red  r e t a i l e r s  to  take l a r g e  quanti t ies of poor table wine, table 

wines that  they didn't want, i n  o r d e r  t o  get whiskey. Lewis S. Rosenst ie l  

got the  idea that  market ing wine w a s  very  s imple ,  and he was going to  

monopolize the wine business.  So the  f i r s t  year  that  g rapes  became avail-  

able,  h e  s e t  out to  t r y  to  buy mos t  of the grape  supply and m a k e  the wine 

for  h i s  Roma. He employed winer ies  a l l  up and down the  s t a t e  to make  

wine f o r  him. But he made  a fundamental  e r r o r .  He paid these  winer ies  

a fee  for  making the wine, and authorized them t o  go out and pay whatever 

they had to  pay for  grapes .  He didn't give them any ceiling. So these  

winer ies  s t a r t ed  bidding against  each other  t o  get a s  many grapes  a s  

they could s ince  i t  didn't cost  them anything. And a s  a r e su l t  he  drove  the 

pr ice  of g rapes  on himself up to $120 a ton. 

We s t a r t ed  buying grapes  a t  $60 a ton a t  the beginning of the season  

l ike  everyone e l se ,  and the pr ice  during the season  kept going up. 



When i t  got to be $120 a ton,! we fel t  that  i t  was way out of line, 

and immediately  s t a r t e d  sell ing bulk wine. As a ma t t e r  of fact ,  

the few g rapes  we had left ,  we sold them a t  $120 a ton, too. 

Bulk wine had gotten t o  $1.40 and $1.50 a gallon. This was i n  

November and December  of 1946. I t  appeared to  u s  a t  that  t i m e  

that  th is  p r i ce  was unreal is t ic  and, as a resu l t ,  proceeded to 

s e l l  all the wine that  we could a t  around $1.40 a gallon. By the 

following July, bulk wine - - that  i s ,  bulk d e s s e r t  'wine - -  was duwn 

to  around fifty cents  a -  gallon. That year  Roma, which was owned by 

Rosenst ie l ,  l o s t  $18-million in  the  wine business.  As f a r  a s  I know, 

we w e r e  the only ones in  the  wine business  who made any money that  

year .  

The Dry  C r e e k  Winery Complex 

T e i s e r  : Would you r epea t  what you sa id  just  now, before I s t a r t ed  the r e c o r d e r ,  

about this  building ? 

Gallo: With r e f e rence  to this adminis t ra t ion building, we were  i n  considerable  

need of a s t ruc tu re  of this  type some  y e a r s  ago. We had outgrown the  

old offices, which w e r e  housed i n  the s m a l l  winery building that  we 

built in  1937. We had removed the tanks that  w e r e  put in  t he re  and 

converted i t  to  a n  office building. The f i r s t  offices in that building 

w e r e  just. a s m a l l  portion of the  building, but a s  the business  grew, 

we removed tanks and added offices and a l s o  the laboratory.  We 

at tempted to buy the proper ty  that th is  building is on, which is 

approximately 60 a c r e s ,  f r o m  the people who owned the s i t e  over the  

l a s t  ten yea r s .  However, they constantly refused to s e l l  the proper ty  



to us,  a s  they saw that we were increasing the s ize  of our irs tallation 

a c r o s s  the s treet .  We were  expanding every year ,  and a s  a result ,  

they fel t  the day would come when we would have to pay a ra ther  high 

p r i ce  for  this sixty ac res .  Of course, they were right. 

I c a n  s t i l l  remember  Dave Arata,  who, between h im and his  family, 

owned the sixty acres .  Every few months this gentleman would come 

over ,  look around, and note that we had put up a few more  buildings 

o r  a few more  tanks, and would break out in  a grin and say, "Well, 

you won't be able to keep this up very much longer without buying my 

property. " 

Negotiations over the ten years  were fruitless.  This delayed the 

construction of the administration building. We finally felt  that we 

could not buy the sixty ac res ,  and being' pressed  by the need of a 

building, proceeded to buy just a c r o s s  the rai l road track, east ,  

eleven smal l  businesses that were  situated on seven ac res ,  in  order  

to provide a n  a r e a  on- which we could build a building. We purchased 

each  of these businesses and tore  their buildings down (except for one 

which current ly houses our cap  producing facili t ies) and c leared  the 

t rac t .  Had the building designed t o p l a c e  on that piece of property. 

On the day before we broke ground there,  my son David came to me 

and suggested that we t r y  once more  to buy the sixty a c r e s ,  because 

i t  would be a f a r  better s i te  for the type of building that we had in mind. 

As a resul t  of that, Julio contacted Dave Arata again and pointed out 



that the new si te  for the 'new building had been cleared, that i f  he 

Teiser: 

Gallo: 

Teiser  : 

Gallo: 

we= to se l l  his property to us, i t  would have to be on that day. Otherwise, 

i f  we broke, ground the following day, i t  would be too late. Based on 

this he agreed to sell, se t  a price of something in the neighborhood of 
t 

$8000 an  acre, we purchased it. This was a rather fortunate 
1 

situation because tb.e building on this site i s  much better than i t  

would have been a t  the other location, which would be overseeing 

neighboring small  businesses and a residential area. 

How much acreage did you have here  before you purchased these.. . 
Before we bought this sixty acres ,  between the glass plant and the winery 

and the cap plant, there was approximately 100 acres.  

The acreage you bought where the small  businesses had been, i s  

that where your new laboratory i s  ? 

No. There's one building in one corner left there which is being used 

for the cap plant, where we manufacture caps fo r  our bottles. A d  the 

r e s t  of i t  i s  being used for parking area.  

With reference to this building, we felt that because our plant is industrial 

in  appearance, with all  large steel tanks in the open, which has the 

appearance of an  .oil refinery, we needed some type of effort to humanize 

the appearance of the organization and to give i t  a feeling of warmth 

which would help to improve the image of the organization to visitors and 

the public. With.-:4lis thought in mind, we set  out to t ry  to get an office 

building that wouicl help to tend in that. direction. We employed five 

architectural f i rms a t  a fee for each to develop a schematic idea that 

would suit our purpose f rom the standpoint of appearance, image and 



functional aspects.  On receiving the five ideas f r o m  the archi tects ,  

we discar'ded them all because we did not feel  that they would 

adequately s e r v e  the purpose. As a re su l t  of this,  people in  the 

organization just s a t  down with m e  and we developed the general  

idea  of this building. We have very crea t ive  people in  the organization. 

One of them is Albion Fenderson,  who has  been with us for sixteen 

y e a r s  and is a n  executive vice-president i n  charge of marketing, 

another  is Howard E. Williams, who is the vice-president in  charge 

of marketing serv ices ,  and my  brother,  Julio, who is i n  charge of 

production. These men  a r e  particularly creat ive,  and together we 

developed this general  design and then gave i t  to  the archi tectural  

f i r m  of John Bolles of San Francisco  to execute. I feel  that John ~ o l l e s  

did a good job in  executing the idea. The palm court ,  the pools and the 

landscaping were  done by Donald Crump, f r o m  Stockton, whom I consider  

a highly qualified man. He's done all the landscaping a t  my home. 

Teis e r  : You mentioned to m e  t h e  other day that the land was contoured. 

Gallo: Yes, this s i te  was originally flat, but Crump induced us to  do a g rea t  

dea l  of contouring which, in  my opinion, is all that he promised us  i t  

would be. As a sidelight, when the building was designed a d  under 

construction, the mat te r  of furnishing the offices came  up, and there  

were  s o m e  who took the position that, a s  a mat te r  of course,  a business 

office would be one in which a l l  the executive offices would be furnished 

and decorated pretty much alike; that an  industr ia l  decorator  should 

be employed who would lay out the offices to be fundamentally the s a m e  

- -  s a m e  carpe ts ,  same type of desks,  same type of wall covering, 

window shades.  etc. Those who advanced this thought felt that this 



was the normal  thing to do i n  offices, and a l so  i t  had the advantage 

that when vis i tors  walked down the hall  all the offices would be in  

harmony; they'd all be the same. After giving this mat ter  some 

thought, i t  occurred to m e  that all the executives in  this organization 

put i n  long hours  of work, and they're all very different people. 

And a lot of them a r e  very creative.  And that therefore each of them 

should be given a budget and allowed to  decorate and furnish h is  office 

to  suit  himself. This was done and everyone is particularly pleased 

about it. Examining each office indicates a different personality. 

And, as a mat ter  of fact, what few visi tors  we have find it a mat ter  

of particular in teres t  t o see  how each office is different. Not that 

it niakes any r e a l  difference what the vis i tors  think; the more  important  

thing is that each one who's working is working i n  an  atmosphere i n  

which he  is mos t  comfortable and most  happy. 

The outside of the building is concrete i n  which we have added ground 

glass f r o m  our furnace. As a resul t ,  it gives the surface a texture and 

appearance that is different f r o m  anything e l se  that you will see.  There ' s  

a li t t le green  tint, which on close examination is, I think, ra ther  

interesting. So much for th e building. 

T e i s e r i  Le t  m e  a s k  how long you've been here.  
I 

Gallo: We've been i n  h e r e  now three  years .  

Teis  e r :  I believe you lend i t  a t  t imes for public use?  

Gallo: Yes. Periodically, civic organizations such las  the Ar t  League and 

the symphony and organizations of that type want to put on a benefit o r  - 

want to exhibit the work that they a r e  doing. On certain occasions we 



Teis e r  : 

Ga 110 : 

Teiser:  

Teiser:  

Gal lq: 

do permi t  them to come and use the palm court,  and i t  has 

a t t rac ted  a grea t  deal of attention. All of these functions draw 

many, many t imes  a s  many people to them when i t ' s  known they 

a r e  being held in this building. 

Do I remember  reading that your f i r m  is the la rges t  employer in 

the Modesto community ? 

Yes, I believe we are .  

It s e e m s  to m e  I read  that you feel a responsibility toward the 

community. . . 
My brother and I, of course,  \yere in  Modesto a l l  of our business 

l ives,  and a s  a resul t ,  we feel Modesto is our home and a r e  pleased 

to do whatever we can to have a business he re  which the community 

can  consider as theirs ,  too. There 's  a closer  relationship between 

my brother and I and the community, and the community and us, than 

you normally would find in another area .  We find that - -  a t  least ,  we 

believe that - - people in  the community a r e  glad to have this organ- 

ization here,  and we, i n  turn, of course,  find this a very satisfactory 

place to be located. 

Before we leave the subject of your buildings here ,  the new laborabory 

seems  to m e  a building of some archi tect  ura l  distinction, too. 

The archi tectural  distinction of that building to me  is not a favorable 

one. I feel that i t  turned out to be a little low and squatty and heavy 
I 

in  appearance. As a result ,  the landscape architect,  Donald Grump, is 



contouring the foreground there in an  attempt to  soften up the 

appearance of the building. As far  as the building itself, i t ' s  

built i n  a horseshoe shape. Getting around through the back, there ' s  

- an  open court  there that's going to be developed. We've only occupied 

that building since the f i r s t  of June. As a resul t ,  the landscaping is 

in a process of being developed a t  this time. 

If I haven't already so  stated, that laboratory and research building 

is real ly unique, both a s  to the work that's being done there and i t s  

size. As fa r  a s  the wine business i s  concerned, no winery in the 

world except ours has a s tructure of that s ize  devoted to winemaking 

analysis and research. Nor does any other winery in the world have 

as many people spending their t ime with such fine equipment, developing 

new products, new wines, and improving those we have. The number of 

personnel in that building i s  about eighty. And each c lass  of wine we 

have has a separate winemaker and his assidtants. And each winemaker 

I has his own private laboratory, a s  well a s  access to a la rge  analytical 

laboratory equipped with very sophisticated pieces of equipment. 

Teiser  : Some of that equipment you developed? 

Gallo: Some of our personnel have developed some of the equipment, and some 

they have adapted to our particular use --that i s ,  to be used for wine. 

New Techniques and New Wines 

Teiser  : I believe some technical ar t icles  about that work have come out? 

Gallo: Yes. Our technicians a r e  constantly putting out ar t ic les  on the 

development of their new techniques and new findings that they make 

available to the industry. 

, 



Tei se r :  This brings up the point that, as I gather,  you feel  not only a d e s i r e  

Gallo: 

to  s h a r e  cer ta in  things with your community, you a l s o  s e e m  to feel  

a des i r e  to  sha re  things with your industry i n  this way. 

That 's  right. Our technicians do  attend industry functions and meetings 

a t  which they participate i n  seminars  and discuss  some of the things 

that we a r e  using and how we a r e  using them. We feel  that the wine 

industry will grow much fa s t e r  if everyone's wines a r e  improved. We 

fee l  that the wine industry is growing very  rapidly i n  recent  yea r s  

because the product i n  general has  improved tremendously over what 

i t  was twenty-five yea r s  ago. At that t ime, wines were  being made 

like they had been made for  centuries.  And there  were  few people 

who rea l ly  drank wine and enjoyed it, except some of the Italian, the 

F rench  and the German, who had been r a i sed  on wine. As f a r  as those 

who had not been r a i sed  on wine, the grea tes t  consumption was among 

those who were  drinking d e s s e r t  wines for  alcoholic reasons,  that is, 

drinking it for  the alcoholic content. But with the advancement of the 

technique of making wine, improving such wines as burgundy, sauterne,  

port  and she r ry ,  the consumption of these wines has  steadily increased. 

In the la-st ten yea r s  our attention and effort has  a l so  been directed to 

producing new types of wines that can  be drunk m o r e  readily,  that 

there 's  a des i r e  for ,  that don't requi re  a lot of previous wine experience 

to enjoy. These new wines can be classified a s  beverage wines - -  

wines that you can dr ink with your meal ,  wines that you can dr ink 

' between meals.  They're not high in alcohol. They 're  under 1470, 

usually averaging f rom 1170 to 12-1 1270, and have a very pleasant 

flavor. 



Teiser:  Which wines a r e  you speaking of? 

Gallo: The ones I 'm speaking of a r e  wines such a s  Ripple, Pink Chablis, Boone's 

F a r m  Apple, Spanada and some of our champagnes, others that we have in  

development that we will launch before the year i s  out - -  wines which it  

doesn't take any getting used to. I mean, you like them a s  soon a s  you 

drink them. And this i s  the a rea  that i s  literally exploding. 

Teiser :  These a r e  carbonated, a r e  they? Crackling ? 

Gallo: Slightly. Let me put i t  this way: Yes, carbon dioxide has been added, 

but this i s  only one feature of the product. 

Teiser: Whose concept was this originally, to introduce new wines? 

Gallo: As fa r  a s  new wines, they started, I believe, with Thunderbird. The 

wine itself not only was the f irst  non-traditional wine, but the name 

Thunderbird, too, was the f irst  non-traditional name used in the industry. 

This was Albion Fenderson's idea of a name for the product. It was this 

organization's idea, and that did not require a great  deal of imagination. 

We observed in the market place that people. were buying white port and 

adding concentrated lemon juice, which to a wine man was shocking. 

To  take a wine we thought we had produced with great ca re  and to find 

black consumers dumping a can of concentrated lemon juice in a bottle 

of our white P o r t  and drinking it  and thinking i t ' s  great . .  . ! As a result 

of this, we put this idea into the laboratory and had them produce something 

which was much better and that we could turn out and satisfy that type 

of flavor characteristic,  which was obviously very desirable. 

The idea of Ripple came a s  an aftermath of our having tried to produce 

a light-alcohol, carbonated drink, which could be drunk a s  a beverage. 



This we f i r s t  t r ied  in a product that was made of apples a t  about 9% 

alcohol and carbonated to five atmospheres,  which we introduced and 

called Scotty. This was placed i n a  smal l  6-215-ounce bottle with a 

crown cap, that looked like a bottle of beer. This  failed. I feel that it 

failed because i t  came a little ear ly  and our technical know-how was not 

up to developing a product that would meet  with consumer acceptance. 

We weren't able to develop a character is t ic  in  that wine that would enable 
I 

a consumer to continue drinking it. As  I reca l l  it,  you drank a few ounces 

and i t  became satiating. You couldn't continue drinking it. You didn't 

feel like drinking a second glass. 

I know many winemakers have many different ways that they will judge 

a wine. I simply judge a wine by pouring a glass  and drinking it and seeing 

whether I enjoy drinking it all, and if I want another glass. If I feel  like 

another glass  and have a des i re  for it, to m e  it's good wine. I 'm not too 

particularly interested in  how deep the color is and how pronounced the 

bouquet is and how high is the total acid and how low is the sugar. To  m e ,  

is it something I enjoy drinking and want more  ? If so, then i t ' s  good. 

And if i t ' s  not, I don't think i t ' s  good, regardless .  

But, profiting f rom the experience of Scotty, we developed an all-grape 

wine that we called Ripple. We star ted by putting i t  out in  tenth-size 

bottles. The Wine Institute had succeeded in changing the regulations so  

the law' permitted the addition of five pounds carbonation without paying 

the carbonation tax. We introduced it. We spent a grea t  deal of money 

advertising it. In most markets ,  i t  did not go. It did not generate 

volume expect in Los Angeles, where there was a small  but steady 



demand; and we continued supplying that. Then about two years  la ter ,  

through the Wine Institute, we succeeded in changing the regulations so  

we could have seven pounds, o r  seven atmospheres,  of carbonation instead 

of the five, and this materially improved the tas te  of the product. We 

also, during this period of time, improved the drinking charac ter i s t ics  

of the product. And it s tar ted to grow. We had it in  both r e d  and white. 

I Ripple Red and Ripple White. With stepped-up advertising, Ripple has 

been growing very  rapidly in the l a s t  few years .  And just a few months 

ago we added a third i tem to the line, whicb we ca l l  Pagan Pink. Now, 

we a r e  changing Ripple White to a pear-based product instead of grape. 

And these three  a r e  being promoted throughout the country. This  year  

Ripple will be twice our  Thunderbird in  Volume. I t ' s  growing very  rapidly. 

Teiser :  I believe it was Dr. Maynard Joslyn that said that you had put the  f i r s t  

r o s e  wine that wasn't a premium wine on the market.  I s  this c o r r e c t ?  

I 'm trying to recall .  We certainly were ei ther  the f i r s t  o r  simultaneous 

in coming out with a rose. I t  was a fairly obvious thing to  do. What we 

did introduce a few years  ago was a new pink wine we ca l l  Pink Chablis. 

This  name was the suggestion of Richard Witter. Pink Chablis was an  

idea that was developed here. The name was unique and provoking and 

fitted a lively pink wine very well. We introduced that and i t  has become 

a very  popular wine. ~ n ' d  we find that people who never drank Gallo 

before found this wine particularly pleasing, and i t  has been something 

that they apparently a r e  drinking in considerable quantities. 

Teiser :  I s  this in the special mold bottle, like the Rhine Garten? 

Gallo : No. You're thinking of the decanters.  The Pink Chablis .is in the 

regular Gallo fifth bottle and half gallon. 



- 57- 
Teiser :  You were testing, I imagine, a wine that I liked very much, called 

Rose Naturel? 

Gallo: Yes. Well, we were at  that time experimenting and testing. My 

brother a t  that t ime felt that a good pink wine should be dry,  and people 

who normally drink wine, who a r e  accustomed to  drinking wine, tend to 

like their  wines a little bit on the dry side. He felt that there would be a 

market  for a wine that was a little dryer  for those people who do drink 

wine as a regular course. We t r ied  it, and it was a very good wine, except 

that we couldn't generate any volume. , There  a r e  not enough people who 

appreciate a wine a s  dry  a s  that. And it was the forerunner of Pink I 
Chablis. With some slight changes in the blend, and a little less  sweetness 

and ze ro  pounds of carbonation and agressive advertising, it turned out 

to  be a product that had instant acceptance. 

Teiser :  The Rhine Garten, that was another "invention" of yours? 

Gallo: That 's  right; Howard Williams came u p  with that name. That was a pew 

fruity white wine, just slightly sweet. A better t e r m  would be "not dry." 

In  the decanter bottle, i t  has proved to be very successful. The decanter 

bottle was designed by Howard Williams. This bottle increased the sale 

of Rose1,  R hine Garten and Chianti of California dramatically. 

I t ' s  wine such a s  these - -  the Pink Chablis, the Rhine Garten, the Rose1, 

the Ripples, Spanada, Champagne and Boone's F a r m  Apple - - that have 

vastly expanded this wine market. These a r e  a l l  wines that you can drink 

in quantity. 

The surprising thing, about these wines i s  this: even those who at  one 



t ime pref=rred the very  dry  wines a r e  now drinking these wines that 

a r e  not dry  and seem to enjoy them, just a s  some people who before have 

drunk only very sweet wines a r e  now drinking these wines that a r e  almost  

dry  and enjoying them. It seems that you can develop a taste,  and if you 

drink a product repeatedly, your taste  tends to adjust itself to that 

measure of sweetness. 

Teiser:  Have you done any kind of,taste testing beyond your own staff on these?  

Gallo: Yes, we have a resea rch  department here which uses  panels both in 

San Francisco and Los Angeles for any new products, t o  sample them. 

Also, any new package, any new bottle, any new label, any new name that 

we put through, in order  to  a s s i s t  us  in determining what to  do. 

Teiser:  Do you see the future as involving many more  types of new wines ? 

Gallo: Y e s .  As I said a few moments ago, we have some new wines that we've 

developed which we think a r e  just great. 

Teiser:  You were speaking of the government regulations on carbonation. As  I , 

remember,  there  has been some discussion in the industry about the 

possibility of government regulations being changed so  that wines of a 

lower alcoholic content can be marketed. 

 gall^: Oh, I think what you must be referr ing to is the desse r t  wines -- 

lowering the State of California standard f rom 1970 to the Federa l  

standards of 1770 on Sherry  and 1870 on the other wines. Yes, there 's  

been a considerable amount of industry discussion on this, and it  now 

has occurred. 



Teiser: I think what I had in mind also was that Dr .  Joslyn said that Italian 

Swiss Colony had attempted to market a 3.270 wine and that it had 

failed. But I think he said that there was still  some interest in a 

very low alcoholic content wine that would be served quite freely. 
, 

Gallo: Well, we attempted something like that with Scotty. When did Swiss 

Colony try that? 

Teiser: 1932 or  1933, I think. 

Acquisitions 

Teiser:  What was the winery called Las  Palmas that you acquired? 

Gallo: Las  Palmas Winery was the Cribari  Winery at Fresno, which we 

bought in 1953. It was owned by the Cribari  family. They had gone 

into bankruptcy. They were operating under Chapter 11, and we 

acquired the property. One of the valuable assets  was a loss carry- 

forward of $1,400,000, which we could use. The winery a t  that time 

was approximately four million gallons, a s  I recall, of wooden and 

concrete tanks. Since then, we have removed everything that was a 

part of the winery a t  that time and have replaced it  with new and 

modern equipment. That plant now, with this year's additions, will 

be about sixty-five million gallons in size. I t 's  very well laid out 

and produces an important part of our requirements, there in the 

Fresno area.  

Teiser: When did you acquire the Cucamonga winery? 

Gallo: I n  the year of about 1959, we purchased the  Bartolomeo Pio Company, 

who were bottlers of wine in the state of Pennsylvania, and who had 

a winery in Cucamonga of approximately two million gallons. We 

purchased the production winery in Cucamonga a s  well as  the bottling 
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plant i n  Pennsylvania. We dismantled the bottling plant and converted 

the labels of Pio to Gallo and made shipments f r o m  here  i n  Modesto 

into the  s ta te  of Pennsylvania. The Pio  brothers ,  Albert, Elmo and 

Eugene, a r e  s t i l l  our representatives in  the s ta te  of Pennsylvania. 

Some t ime la ter ,  I believe i t  was in 1961 o r  thereabouts, we bought 

aut a bottler i n  Indianapolis by the name of Melody Hill. The owner 

was Marvin Laskey.  We a lso  dismantled this .bottling plant, converted 

their labels to Gallo, and bottled he re  in Modesto. 

Was there vineyard land involved inthe Cr ibar i  purchase? 

No, just the winery itself. 

The Cr ibar i  family has  gone on, has i t  not, in the wine business? 

Onc of the sons has  remained i n  the wine industry and is now 

employed by, I believe i t ' s  Paul Masson. 

Doesn't someone use that label? 

Yes, that 's  owned and used by Guild. But when we bought the plant 

we did not buy the labels that they had. 

Concepts and Prac t ices  

It was my impression that a t  one time you put everything under the 

Gallo label and then - -  maybe I 'm wrong about this - -  other t imes 

since, you have used other labels. 

Yes. When we star ted bottling (and that was caused by our buying 

those bottlers that we were selling bulk to) we converted the brands 

they had to Gallo, and we promoted Gallo through the years .  



Teiser  : This is a n  unimportant detail,  but for  the record ,  a n  a r t i c l e  i n  the  

Modesto Bee of July 24, 1954 stated: 

"E. & J. Gallo of Modesto have sold the 240 a c r e  vineyard included i n  

the holdings of the B. Cr iba r i  and Sons winery near  F r e s n o  to Clyde 

Pascha l  P i t t s  of Fowler . . . and Floyd Rober t s  Kerman, F r e s n o  

County. The Gallos purchased the  winery in  May for  a f igure i n  

excess  of $1,000,000. The vineyard property was sold fo r  m o r e  

than $100,000. " 

Is this c o r r e c t ?  

Gallo: Yes. 



~ e i s  e r  : Did you once have a "Gourmet" brand? 

Gallo : We never did develop that. We toyed with the idea of a different 

brand a t  a higher price,  but never have proceeded with the thought. 

Teiser:  You've never marketed a premium wine? 

Gal lo: No. About 1962, we developed a lower-priced line of wine that we 

called Red Mountain, or Carlo Ross i  Red Mountain Brand. 

Teiser  : Where did you get the name? 

Gallo: There was a Red Mountainwinery up above Oakdale. We did not 

own it. They closed during Prohibition. We just used the name. 

Teiser: '  And who was Carlo R os si ? 

Gallo: Car lo  Ross i?  There's a gentleman working for the organization by the 

name of Charles  Rossi,  and i t  sounded like a name that we could use  

for the purpose. 

Car lo  Ross i  has developed into ra ther  a substantial volume. It's 

current ly being sold only in California, and yet the Carlo Rossi  

Red Mountain table wines a r e  filling a need for a low-priced, good, 

sound, table wine. Burgundy, Sauterne, Rose. It 's something that 

people buy in gallons, and i t ' s  of good quality for the price. 

Teiser :  That's your only other label then? (Note: what about Eden R o c ? )  

Gallo: That's right. (looking a t  le t ter)  I s e e  you have h e r e  a question about 

concept of marketing, consumer studies, advertising, sa les  organization 

and brand manager system. 

Teis e r  : Yes. Some of that we'have covered. The br'and manager system.. . 
you said that you had in your laboratory a wine maker for each type of 

wine. Do they fall into the same  categories as your brand managers? 
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The brand managers  a r e  the marketing managers .  

But do they have the s a m e  departments  a s  your labora tory?  

Yes. I t  is the brand manager ' s  job to  rea l ly  manage his  brand, somet imes  

f r o m  the idea of the product t o  the package to  the market ing plan and the 

advert is ing of that p r  oduct, and to watch the sa l e s  performance and the 

profit performance to  s e e  that i t ' s  !a successful  product. 

I s  this  not a new sa l e s  concept? 

We went t o  the brand manager plan in  1960. We cer ta inly were  the f i r s t  

in  the wine industry.  It could be that now some  of the o thers  a r e  doing 

the s a m e  thing. 

Was i t  made reasonable  because of the growth of the company? 

That ' s  right. The company has  grown every  year  s ince we s ta r ted .  

The business  was pret ty  much a two-man affair ,  m y  brother  was taking 

c a r e  of production and I was taking c a r e  of s a l e s  until. . . oh, about s ixteen-  

seventeen y e a r s  ago  when i t  had gotten to  a s i z e  where i t  s t a r t ed  to  leve l  

off because there  were  just  s o  many things. t o  do that,  well, we couldn't 

do them a l l  and we didn't have the personnel to  do them. And i t  was a t  

that  t ime that we s e t  about to  develop an  organization because too many 

things were  just  sitting by waiting to get  done. And this is when we 

s t a r t ed  to  get men like Albion P. Fenderson i n  market ing,  Jon  Shastid 

in our financial a r e a ,  and Howard E. Williams in advert is ing and packaging. 

Char les  Crawford, of course ,  was i n  production f r o m  the beginning. 

Te i se r :  He was ? 

Gallo: Yes. Char les  Crawford came  h e r e ' a s  a youngster of about twenty-six 

yea r s  of age f r o m  Cornell. And shortly af ter  Howard Williams, Kenneth 

Ber t sch  came as  sa l e s  manager .  And these gentlemen then expanded 



 



their  effort by recruiting assistants.  And then from that we went to 

the brand manager system of marketing. 

Teiser :  When did the second generation of your family s t a r t  to  come in?  

Gallo: '- My brother 's son, Bob, upon graduating from the University of 

Oregon, came into the organization by interesting himself in the g lass  

plant, and developed into over seeing the glass plant for a number of 

years .  In recent years  he has expanded his responsibility to include 

assis t ing his father. In addition, he was responsible for the developmept 

of the trucking company that i s  known a s  the Fairbanks Trucking Company. 

Although primarily involved in transporting a l l  the mater ia l  for the 

g lass  plant, a s  well a s  a l l  the hauling for the winery, that trucking 

company now has a P. U. C. license and hauls for others.  

Te i se r :  I s  that a subsidiary company? ' 

Gallo: . No, i t ' s  owned by Bob Gallo and his brother-in-law J i m  Coleman, 

and my two sons, David and Joey. J i m  Colzman, who's my brother 's 

son-in- law, joined the company on leaving Oregon State College and 

is in charge of the bottling and shipping operation; getting the goods 

out, that's his responsibility. 

As  fa r  a s  my sons a r e  concerned, after leaving Notre Dame and then 

graduate school a t  Stanford, David i s  in the office here  in  marketing. 

Te i se r :  When did he join the f i rm?  

Gallo: It  was about five years  ago. He was primarily responsible for our 

getting into the champagne t>usincss. 



Te i se r  : He wrote  an  a r t i c l e  on i t ,  didn't he  ? 

Gallo: Yes. * We w e r e  not inthe champagne business .  He made a study of the  

champagne business ,  and made  projections and ac ted  as the brand  m a n a g e r  

fo r  champagne unti l  h e  inducekl u s  t o  go into the champagne business .  

He  got i t  off and going, and then turned it over  to  someone else.  He 

spends h i s  t ime  pret ty  much a s  a n  owner i n  that  h e  i n t e r e s t s  himself  

and keeps himself  informed as to  the market ing operat ions  pr imar i ly .  

My younger son, Joey, having gone through the  s a m e  schools,  joined 

the winery about four  y e a r s  ago, and h a s  spent  m o s t  of h i s  t i m e  --  i n  

fact ,  all of his t ime  -- i n  the s a l e s  depar tment ,  i n  traveling and taking 

pa r t  i n  s a l e s  projects .  

Te i s  e r  : 

Gallo: 

You're fortunate to  have had good young m e n  come  along. 

Yes. Although on the other  hand, the organization h a s  grown to  such s i z e  

now that  whether or  not they w e r e  in te res ted ,  this organization would and 

will continue to  grow a t  an  even f a s t e r  pace than i t  ha s  i n  the past .  I 

m e a n  i t ' s  gotten beyond any one man. 

Teis  e r  : Your functions today, and your brother  's, r ema in  essent ia l ly  what they 

were  i n  the beginning, I presume.  

Gallo: That ' s  r ight.  My b ro the r ' s  a r e a  of i n t e r e s t  and responsibil i ty i s  the  

vineyerds,  the  grapes ,  the production. And mine is the financing, the 

packaging, the 'adver t is ing,  the selling. Tha t ' s  how i t  works out. 

Te iser :  I understand that you have a very  long work day a lmos t  every  day. 

$:"The Gallo Champagne Story" by David Gallo, pp. 39-40, Wines & Vines,  
June,  1966 



Gallo: My day s t a r t s  a t  about eight o'clock in  the morning and I leave for  

home a t  s ix- thir ty  o r  seven o'clock, and I take the day's r epor t s  and 

mai l  with me,  and af te r  dinner,  why, I 'm  usually through by eleven. 

And ei ther  Saturday o r  Sunday will be spent onthe work that I haven't  

had t ime fo r  during the week. But this is not unusual, I think, with 

people in  my position. I know a lot  of men who put i n  a g rea t  dea l  of 

t ime. I find that  sometimes,  the m o r e  responsibil i ty they have, that 

i s  the m o r e  their  accomplishment,  why the h a r d e r  workers  they a r e .  

At leas t ,  I 've never been able  to  quit a t  five and go home and forge t  

everything and come back the next morning a t  nine o r  ten (laughter) 

o r  take off Wednesday afternoon a n d  go play golf, and Saturday a s  well. 

I just naven't been able  to l e a r n  how to do that. 

Te iser :  Pe rhaps  you enjoy your work. 

Gal10 : Well, that 's  exactly it.  This to  m e  is not work. I'd ra ther  do i t  than 

other things. Other people would r a the r  do other things than what they 

ca l l  work. What I do is fascinating to me. And a s  a resul t ,  when you 

do something you enjoy, why, you ' re  never t ired.  I can s e e  that when 

people a r e  doing what they want to do, why, hours  don't s e e m  to mean  

anything. I t  is i r r i ta t ing  to  this degree,  that t he re  a r e  a lot  of other 

things I'd l ike to  do that I just don't find t ime to  do. But I imagine 

everybody has  that problem. 

Does th i s  cover  about everything? 

I don't think so.  The re ' s  another page of interview subjects here .  



Wine Institute and Wine Advisory Board 

Gallo: (reading) "Accomplishments of Wine Institute and future challenges." 

Teiser:  I think we were starting to talk las t  time about the work that you have 

done with the Wine Institute a s  a committee member first,  and then a s  

chairman of the board. I think when you told the story aGout Mr. Rosenstiel 

you had just started to say something about your early work with the 

Wine Institute before you came to be chairman of the board. But I couldn't 

te l l  what thought was in your mind. I don't know if it  was marketing, 

prices, o r  . . . 
Gallo: Oh, I think, yes, (laughter) that must be how I got off onto this Rosenstiel 

thing. As a result of Rosenstiel's maneuver to t ry  to corner the wine 

market and make a l l  this wine, and then the price breaking, he found 

himself with this large quantity of high cost wine which had dropped 

dramatically in value. He came up with an ingenious effort to t ry  to 

save the situation, save the value of his inventory, by proposing the idea 

that California wine that was aged for four years should be permitted 

to be sold bearing the seal  of the State of California. 

And in order to be able to use the seal  of the State of California, your 

wine would have to be four years old. So with al l  this wine on hand that 

he couldn't sel l  anyway (laughter) this was a great idea for him. So he 

tried to get the industry to go for it, and this was one of the great battles 

in Wine Institute. I was just on the opposite end. I had sold my wine. 

I didn't have any surplus, and I wasn't apt to t ry  to find some artificial 

way of making old wine very valuable. General James K. Herbert was 

the manager of Roma at  that time for Mr. Rosenstiel, and he tried to 



put this idea through a Wine Institute Board of Directors' meeting down 

in Fresno. And so for a couple of months before the meeting, General 

Herbert was out trying to recruit ,support for the idea. And he did this. 

by buying wine from people who wanted to se l l  it, selling wine to people 

who wanted to buy it, a l l  at favorable prices, and making a l l  kinds of 

promises. But I was'able to point out the dangers of the idea, the enormous 

financing requirements that would be involved in  storing wine for four 

years before you could sel l  it. This would not in any way improve the 

quality of the wine. If you have a bad wine' to s ta r t  with, a n d  age it, it 

just gets worse, so this was no solution to any problem. And a t  the 

directorst  meeting, it was very close. We had a rea l  battle, and I won 

by just one vote. And I almost lost it because one of the people who 

was committed to me got confused in voting and voted the wrong way. 

I had to stop the vote and do it over again. (laughter) 

Teiser: Well, i f  the Wine Institute had voted in  favor of it, would it have been 

obligatory upon the entire industry? 

Gallo: Well, to this extent, that Wine Institute then would have been charged 

with going to Sacramento and lobbying for that law. And they a re  a 

very potent influence in Sacramento. 

Teiser: And you were a member of the board, of course, by then, and had 

been for some time? 

Gallo: That lsr ight .  

Teiser:  Did you and your brother serve alternately for sometime? 

Gallo: No. I f i rs t  became interested in Institute matters and was a board member 
I 

. . . well, I've been a board member for probably 30 years, and then 



later ,  Julio became interested and has been a board member until a 

few years ago when he got off the board and his son Bob has taken 

his place. 

Teiser:  Y outre  still a board member too? 

Gallo: Yes. And an  executive committee member. 

Teiser:  And you've done some special committee work, too, have you not? 

Gallo: Some special committee work, and I was chairman of Wine Institute 

for two years.* 

Teiser:  Do you have any general assessment of the Wine Institute a s  an industry 

organization? 

Gallo: The Wine Institute is a very good organization. It, a s  you know, 

represents almost the entire industry. 

Teiser: Are there any outstanding wineries that don't belong to i t ?  

Gallo: Well, the only one I know that doesn't belong is California Wine Association, 

I think that the membership must be something like 90% of the industry. 

Wine Institute serves a 'great  function in  several  areas.  F i r s t  of all, and 

I think most important, i s  in the industry's effort against trade bar r ie r s  

that a r e  constantly cropping up. And then the constant threat of increased 

taxes on wine. Also publicity and public relations. Wine Institute has 

done a great deal of very constructive work in improving the image of wine 

throughout the country. And through our publicity program, I think we've 

helped increase the consumption of wine. We've had, and do have, a 

medical rcsearch project that has been very productive over the years. 

We have a scholarship program. The scholarship program I initiated. 

Wine Institute is a very good, well-knit organization, and very effective. 

* 1957-1958 and 1958-1959 



Teiser: Are  there things you'd like to s ee  i t  do inthe future that i t  hasn't  in  

the past? 

Gallo: Well, since I have been a member of the organization for many, many 

years ,  and have t aken a keen interest  i n  i t s  operations, I find that 

it's doing a l l  the things I think i t  should be doing, and  doing them quite well 

Teiser:  I think you said when the Wine Institute was formed in 1934, your 

company was so  small  you didn't have time to even think about it. 

But by the time the Wine Advisory Board was formed in 1938, did you have 

more  f r e e  time to interest  yourself in industry affairs ? 

Gall o : I don't believe I was a member a t  the time i t  was formed, but some t ime 

later ,  as the company became larger ,  I did become a member of the Board. 

Teiser  : As I recal l ,  a t  the time of i t s  formation, a t  the time the marketing order  

was originally put into effect, there was some objection on the par t  of 

some people, including either you personally or  your f i rm. 

Gallo: We did take a position against the Advisory Board. And I don't reca l l  a t  

the moment precisely what our objections were. 

Teiser: Was there a suit brought? 

Gallo : Yes, there was. There was a suit brought, and I just can't remember  

what our differences were. Couldn't have been very important. 

Teis e r  : Yes, because you became a member shortly after. 

Gallo: Yes., I know that we had some differences. I know we stopped paying. , 

I know there  was either a threatened law suit or  a law suit, I forget which. 

And then that we reconciled our differences, and I've been quite a 

supporter of it. Actuzlly I guess about a third of a l l  the money that 

goes into Wine Advisory Board and Institute is paid by thi,s organization. 
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So a s  'I say, what the d i f f e r e d e s  were then, I really don't remember  

(laughter) and they couldn't have been very important. 

It 's  unusual for an  industry to have this dual organization, but it s e e m s  

to work well. 

Yes. Yes, quite well. That 's  probably why we have such a l a rge  

membership in Wine Institute, because most  of the money is collected 

through the Wine Advisory Board, where you have no choice. (laughter) 

Stabilization, Programs,  Public and Private 

. . 

So it doesn't cost  much to belong to the Institute. Did I discuss l a s t  

t ime the price stabilization program ? 

Only the brandy.. . 
Only the brandy one. Well, that was in 1938. 

The f i r s t  stabilization effort I know of that you would have been possibly 

involved in was the California Vineyardists Association, the Donald Conn 

organization. 

Gallo: Oh, yes, that was on repeal  of Prohibition. 

Te i se r  : You were not involved in  that? 

Gallo: No. Not in those days. That was too ear ly  for me. But the grape 

stabilization program in 1961, this program was a n  effort to improve 

the price of grapes for the growers of California, and one which I supported. 

And A. Setrakian was the motivating influence a t  that time, and I joined 

him in helping him to put i t  through. There was considerable opposition. 

A two-thirds vote was necessary,  and through my effort, we were able 

t o  get just enough to put i t  into effect. I had visualized this program a s  



one that would work to the mutual benefit of the growers and the 

wineries to stabilize our industry, to get a better return for the grower, 

and a t  the same time prevent surpluses of inventory so  that the wineries 

would be benefitted also. 

Unfortunately, af ter  the program went into effect, the growers, headed 

by Setrakian, attempted --  and did, for a year  or  two --  to direct the 

operation, since the board consisted predominantly of growers, to  increase  

the price of grapes without relation to their quality, and not too much 

relation to. the quantity. And, a s  a result ,  put a great  burden on the 

wineries. And the wineries' voice in  the whole program was to little 

effect. As a result ,  it became apparent to me  that the direction of the 

program had gotten completely out of hand - - that it was being operated 

for the very  short- term benefit of the grape grower with no interest  o r  

concern a s  to the long-term benefit of the grape o r  wine industry. I 

was unable to have Mr. Setrakian modify his views o r  take a long range 

view of the industry's problems and how this association should work. 

As a resul t  of that, when it came up for renewal, I threw my effort 

to  defeating a renewal of the program, and it was not renewed. You 

see  they, taking str ict ly the view of a grcwer, were interested in getting 

a s  much for their grapes a s  they could without adequate consideration 

of the inventories that were available in the state and with no regard 

for quality o r  variety. The organization was dominated by Thompson 

Seedless growers, and whether you produced wine varietals or  not, you 

were under their  influepce. And this could not work for the long-term 

benefit of the industry. 



-73- 

Gallo: Did I discuss the grape bargaining association last  time ? 

Teiser:  No. 

Gallo: Two years ago there was a movement to form a grape growers bargaining 

association in the Fresno area,  which we a t  f irst  thought well of, 

because we do feel that the price of grapes to the grower should be 

sufficiently high to enable him to produce f i rs t ,  those types of grapes 

that the industry needs, and second, grapes of such quality that they will 

make the best wine. And for a grower to do this, he must have a fair  

return for his grapes. Otherwise he will tend towards producing the 

varieties that produce the greatest tonnage, and his cultural practices 

will become very poor. If he i s  to produce good grapes of the right 

var4eties, he must be paid for them. It's just a s  simple a s  that. 

So we were in favor of the bargaining association. 

We have had the unwilling responsibility in this state in recent years 

of pretty much having to determine what the price of grapes should be. 

And then other wineries come in and either will match us i f  they feel that 

they can't buy them cheaper than that price, and if they feel that they 

can, why, they'll come out at a lower figure. So for this reason we 

thought that something like the bargaining association would be worth- 

while. However, this association had no plans a s  to how to handle the 

surplus grapes, and indicated no desire to include quality control. As 

a result of that, and the irresponsible statements they were making to 

the newspapers, we felt that we should adopt a completely different 

philosophy in our relationship with the growers from what we had in 

the past. 



My brother and I determined that what we should do -- what this company 

should do - -  is to determine what i s  a fair  price for each variety of 

grapes of certain quality, and what varieties we feel should be encouraged 
I 

in the light of the programs we have in production. And we should ear ly  

in the season come out with these prices and announce them to the 

growers; and these prices to reflect current  costs and a fair profit to 

the grower; and these prices weighted toward better prices for those 

I 

varieties we wanted to encourage the planting of. And also, a s  part  

of our philosophy, that we would only buy from and insure a home for 

the growers who will always sel l  to us, who will always look to us  a s  

a home for their grapes year in and year out. Our thinking being that 

since the industry has been in a turmoil of surplus (the grape production 

surplus has been -- *ti1 this year -- a,problem since a s  far  back a s  

anyone alive can remember), that since none of the artificial programs 

which have been tried and dropped would work, that what we should do 

is to run our own business and provide for the growers who sell  to us - 
a t  a price a t  which they can make some money producing the variety and 

quality we need. And we'll pay them that price and we will not buy grapes 

from anyone else,  regardless of how cheap they go. In other words, 

instead of trying to provide a home for al l  the grapes that a r e  produced, 

we're going to take a position: we're just going to buy from those 

growers who'are going to Supply u s  regularly and we'll pay them, not a 

price that's influenced by those who cannot sel l  their grapes, but a price 

I 

that they can make a profit on. And we feel that i f  other wineries would 

adopt the same policy for their growers, that then those growers who do 



not have a market  will not upset the market  for everybody e l se  by throwing 

their grapes on the market  and having some winery buy them, and le t t ing  

those l a s t  few tons s e t  the value for  all  the grapes.  Our position i s  that 

a g r o v ~ e r  who sometimes makes rais ins  and sometimes se l l s  for wine 

should not be allowed the option. If he ' s  going to be a wine grape grower -- 
that is, produce his T h o m p s o n ~  for wine -- he should se l l  to a winery every  

year.  If he 's  going to make  ra is ins ,  le t  him make raisins.  As a resul t  of 

this, i f  other wineries would adopt the policy we have adopted, that we'll 

buy only f r o m  those growers who will produce f o r  us, then the others  know 

they can ' t  s e l l  to a winery and they will se l l  their Thompsons for ra is ins .  

Las t  year  is the third yea r  that we have embarked on that program. Three  

y e a r s  ago the crop  was large,  which we anticipated, and although we paid 

$40 a ton in  1968 for  Thompsons for  a much shor ter  crop,  in 1969 be bought 

the Thompson variet ies  a t  $48 a ton. And whereas in 1968 we paid $45 a ton 

fo r  Tokays, in  1969 we paid $55 a ton for  Tokays. Whereas in 1968 we paid 

$60 a ton for the Carignane variety in  this dis tr ic t ,  in 1969 we paid $68. a 

ton. Whereas in 1968 we paid for Chenin Blanc in  this a r e a  $100 a ton, 

i n  1969 we paid $110 per ton. Whereas in 1968 we paid in this dis tr ic t  $90 

a ton f o r  French Columbards, in 1969 we paid $1 00. Whereas in 1968 we 

paid fo r   arbe era and Ruby Cabernet $90 a ton, in  1969 we paid $95. Whereas 

in  1968 we paid $50 for  ~ i s s i o n s ,  in 1969 we paid $58. 

In contrast ,  this past year  (1970), because of f ros t  and light c rop  setting, 

we came  out in  June and July with the following prices: Carignane $80, 

Grenache $80, Barbera  and ~ ' u b ~  Cabernet $120, French Columbard $120, 

Mission $70, Thompson $54 and Tokay $60. 



Te i se r :  

Gallo: 

Te i se r :  

Gallo: 

Te iser :  

Gallo: 

Te i se r :  

Gallo: 

In October of 1970, i n  recognition of the fact  that  the c r o p  was s h o r t e r  

than we had anticipated, we voluntarily paid a bonus to  ou r  g rowers  

a s  follows: 

Carignane \ $1 5 
- Grenache $15 

B a r b e r a  and Ruby 
Caber  net $10 

Columbard $10 
Mission $ 5  
Tokay $1 0 

In F e b r u a r y  of this  year ,  1971, unprecedented in th i s  industry,  we 

offered one o r  f ive year  contracts  to grape  g rowers  f r o m  Lodi south. 

These  cont rac t s  provided that  we would pay a s  a minimum the p r i ce s  we 

paid l a s t  year  including the bonus as minimums,  and that  we would pay 

m o r e  to all g rowers  who signed the cont rac t  if we paid anyone e l s e  more .  

The offer was well rece ived  and a l l  g rowers  signed up on a five yea r  basis .  

Do you s e e  a day when Thompson seed le s s  will be  completely r ep l aced?  

Not necessar i ly .  I think that  the Thompson Seedless  will always r e m a i n  

as a grape  that  will fulfill a cer ta in  need. 

Will have a place i n  the  wine p ic ture?  

That ' s  right. I t  will take many y e a r s  before we can  develop and produce 

enough of other types of var ie t ies  to rep lace  them. 

What about Miss ion?  

The  Mission may be replaced r a the r  quickly. I don't think that you ' re  1 

going to have replantings of Missions in  any quantity. 
. 

What will go i n ?  

'I'hc varieties 111111 a r e  going to bc planted over tllc fo r~ t : c i t b l c  future a re  

var ie t ies  like the French Colombard,  Chenin Blanc, Ba rbe ra ,  Ruby Caberne t , ,  
I 

this type of grape,  for  wine. 



Te i se r :  Th i s  plan that you've just spoken of, the contract  a r rangement ,  the  
I 

head of another company o r  group has  p ra i sed  you recent ly  for  this. 

Was i t  Guild? 

Gallo: Yes. That ' s  right. Yes, a s  a ma t t e r  of fact ,  all of the l a r g e r  

winer ies ,  a l l  the m o r e  responsible  winer ies  have felt  that  th is  was  

a r a the r  dar ing  thing to  do, but a g rea t  thing to  do. And they were  

glad to s e e  that  we did take this  action. I think, for  example,  

ideally a grower  should have ei ther  a long t e r m  contract  with 

a winery o r  a n  understanding that  eve ry  yea r  he  will s e l l  there .  

Th i s  way the winery knows that  i t ' s  getting that tonnage and the 

grower  knows he has  a home. And a t  g rape  season  he  doesn' t  

have to  go around peddling h is  g rapes  to  s e e  what he  'can get 

for  them. 

T e i s e r :  The  cooperat ives  s e r v e  this function i n  par t ,  don't they?  

Gallo: In par t ,  but the cooperative movement has  not been successful  

i n  this  state.  It got off to  a f a i r  s t a r t ,  but i t  has  not succeeded. 

I was  disappointed in seeing in  one r e spec t  that i t  has  not 

succeeded. It could have been a grea t  stabil izing influence, 

but they haven't been able to  develop the management to opera te  

effectively. You see, the wine business  has  gotten to be a highly 
\ 

sophisticated business  and requi res  t he  ve ry  bes t  people in  

each a r e a  f r o m  production to selling, and a f a r m e r  by nature i s  

not one. who will aggressivclly look for thc v e r y  bes t  personnel 

, that ' s  available.  



Teiser :  If cooperatives had succeeded, might they not be giving you 
l 

a kind of competition you might not like because they would be 

in a move favorable tax situation than a private company? 

Gallo: There was a t ime when I thought this was a possibility. It 's 

t rue  that they do have a tax advantage, but this advantage on the 

par t  of cooperatives is offset by the great  disadvantage of the 

difficulty of obtaining good management. It 's just difficult 

for good management to  remain and be directed by a board 

of d i rec tors  of f a rmers .  

Teiser :  The only one that I know of -- and perhaps this should be off 

the record  - -  that seems  to be entirely successful is Mr. 

~ e t r a k i a k s  which I presume he dominates. 

Gallo: I don't consider that a successful.. . 
Teiser :  I s n ' t i t ?  

Gallo: Not a t  all. I think that i t ' s  fa r  f rom successful. That happens 

to be a fact. They're in d i re  circumstances. 

Pas t  and Future 

Teiser :  The men you have known who have, you felt ,  made outstanding 

contributions to the industry.. . ? 

Gallo: I think the men who've made a contribution to the industry.. . 
we've mentioned Setrakian. I-Ie has attempted to hclp, and 

some years  has helped, the Thompson grape growers of the 



State of California, particularly through his  work with the 

Raisin Board. He has  been-successful in getting help f r o m  

the Federa l  Government to buy surplus r a i s ins  to ship them 

abroad. He deserves a great  deal of credi t  for  this effort. 

He has dabbled in trying to straighten out things in the other 

segment of the industry, the wine industry. This has not been 

successful, and has been fa r  f r o m  being something that was 

sometimes constructive. It was not a t  all. 

As fa r  a s  the people such as  Louis Martini.. . Louis Martini 

has rendered, I think, a great  service to the industry in that he has 

exemplified an  effort to produce the very best wines that this country 

can produce. He's produced, in  the past,  three  very  good wines as f a r  

as I a m  concerned. One was his d ry  sherry ,  which he produced in 

very smal l  quantities, but I thought was a very  good wine, and still 

is. Then his Cabernet Sauvignon, years  ago was an excellent wine. 

And his Johannisberg Riesling. In recent  yea r s  I feel his wines have 

slipped, but he has always exemplified the effort to make the very  

best wines possible, in comparison to those of Europe. As fa r  a s  

other men in the industry.. . you mean that have,made a contribution? 

Teiser :  Yes. Whom you have known and . . . 
Gallo: Yes. Well, I 've known them all ,  but. . . 
Tciscr :  Those vou feel hnvct madc o ~ i t s t a n d i n g  contril>utions. 

Gallo: Outstanding contributions. There a r e  men I know who've been in i t  



all their lives and have been good vintners and have struggled along, 

but clearly,  when you nail  i t  down to something concrete.  . . Take 

L. K. Marshall .  He was always cooperative minded. He was very 

influential in the cooperative movement, attended a lot of meetings, 

but that was about it. 

Louis P e t r i  made a contribution building that tanker. In doing so, 

freight r a t e s  to the E a s t  were maintained at a status quo for many 

years .  He purchased severa l  other wineries, the Mission Bell  

Winery and the Italian Swiss Colony, and then he sold i t  to the growers 

and got out. In most peoples' minds this was quite an accomplishment, 

although I feel  it would have been a grea ter  accomplishment if he'd 

stayed with it because, although he sold i t  a t  what was thought to be 

a fabulous price a t  $24, 000,000, the growers he sold i t  to paid him 

back out of profits in eight years .  And they just recently have sold 

the business to Heublein for a lot more  than that. But still I'd say 

he made a contribution to the industry. 

There ' s  Maynard Amerine, who I think has made a great  contribution 

to the industry. He's very knowledgeable, has done a great  deal 

towards developing and assis t ing wineries in the state in many ways. 

He's quite an authority on wine, a man I respect  very highly. Who 

e lse  i s  on the l i s t ?  

Teiser :  My list i s  based on an ea r l i e r  conversation I had with you. I think 

you mentioned Leon Adams ? I 

Gallo: Yes, well, that list was of people you would probably be interested 

in interviewing. Leon Adams, of course,  was the f i r s t  secre tary  of 



the Wine Institute, helped to organize it, along with H. A. Caddow. 

He was the secre tary  and r a n  it for a number of s tormy years ,  but 

his personality was such that he couldn't keep the industry together 

and s o  he was le t  go. Since then, of course,  he has been a wri ter  

of some success.  

Then, of course, there  is my brother,  Julio. He has probably done 

m o r e  to improve the quality of wine in this s tate  than a l l  the r e s t  

put together. 

Te i se r :  I'd like to a sk  you to discuss the Centra l  Valley a little more.  

Gallo: The  Centra l  Valley -- you mean its future in the industry? 

Te i se r :  Yes. 

Gallo: I think this - -  that we a r e  very rapidly developing variet ies  which 

do quite well in  this cl imate and make quite good wine. And the 

enormous volume of wine that 's  going to be consumed in this country 

in  the foreseeable future can only.come f rom this valley. It's going 

to be good wine, and it's going to be in the quantities that a r e  needed. 

And s o  I know that there a r e  going to be tens of thousands of a c r e s  

of grapes planted of the better variet ies  over  the next five o r  ten 

years .  The Napa and Sonoma Valleys can ' t  hope to produce what is 

going to be needed. We're fortunate to have the San Joaquin Valley, 

and the resea rch  that has been done a s  to variet ies  so  that there will 

be minor interruption in quality. We can make very satisfactory 

wines in this a r e a .  

Te i se r :  I've heard that there 's  an  increasing demand for  California brandy. 

Do you see that? 



Gallo: Yes, there's an increasing demand for California brandy. I think i t 's  

going to continue. I t 's  growing a t  about five o r  six percent compound 

rate, a s  I recall. We have introduced in certain test markets a 

brandy under the Eden Roc label. At this point, i t ' s  too early to t e l l  

what progress i t 's  going to make. 

Teiser: Are you making it  yourself? 

Gallo: No, this brandy we purchased. 

Teiser:  If i t  goes well, will you make i t?  

Gallo: Well, that's something that we'll cross  a t  that time. 

Teiser: I know you have traveled frequently in Europe. 

Gallo: Yes, I've made innumerable tr ips through Europe; in  fact, around 

the world. On my ear l ier  trips, I used to spend a great deal of time 

visiting wineries. After a few trips, I found that neither their plants 

nor their techniques a r e  equal to what we have here. As a matter of 

fact, in most countries of the world, they're thirty years behind us. 

And so my interest now every time I go to a country i s  to t ry  three 

o r  four of their wines a t  each meal to cover a s  many a s  I can a s  a 

matter of interest. I usually come home again confirmed in the opinion 

that we make far better wines than al l  these other countries, with 

the exception, of course, of the very best of France. The very top 

select French wines, whether they be the white or  red, a r e  superior 

to what i s  made in this country. . . a few of the chateaux. . . but how 

much do they produce? Each one will produce one thousand, two 

thousand, three thousand cases  apiece, and with this they have to . 



supply the world. Their regular wines a r e  not to compare with 

those of this country. And at  this time I don't think there a re  any 

good Italian wines compared to this country; and I don't think there a r e  

any good Spanish wines or  any good Portugese wines or any South 

American wines. They a re  either oxidized, mousey, have off flavors, 

acetic. I mean none of them, I think, begin to compare with what 

we have here. 

Teiser: Do you have any foreign markets for your wines? 

Gallo: No. Most countries of the world have arbitrary restrictions on 

American wines, either by higher import duties or  because they 

subscribe to the Madrid Agreement, which prevents American wines 

being shipped into their countries under names such a s  burgundy or  

sauterne o r  champagne or sherry or port. As a result, i t ' s  difficult 

to ship wines in there under other bases. And our costs a r e  higher 

than theirs. There i s  a prejudice already in those countries against 

American wines. And so I see no reasonable opportunity there. I 

know there a r e  some wineries in this country which for advertising 

purposes have made a great effort to send a few cases to a s  many 

countries in the world a s  they can. To me, this i s  not worth the effort. 

I'd rather spend that same effort in this country and sel l  many, many 

times more than that. The only wines we export a r e  for the armed 

services. But that's about all  there i s  to that. 

Teiser: Do you see anything in export in the future? 



Gallo: I think the opportunity in this country is so  great  that I 'd ra ther  

continue exploiting this than divert  effort to  something I don't 

think there  is any grea t  future in  anyway in the near  future. 

Finis 
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APPENDIX I 

The purpose of t h i s  meeting i s  t o  review and 

appraise our s a l e s  e f f o r t s  during the  p a s t  - in the  

l i g h t  of changing competitive conditions, -- and t o  t e l l  

you of our p r o g r k  t o  ensure the m a x i m u m  possible 

progress i n  t N s  coming year i n  Southern California. 

I need not t e l l  you t h a t  our competitors are 

working hardor and more i n t e l l i g e n t l y  than ever before. 

They have been a t  l a s t  jo l ted  by the  f u l l  r ea l i za t i on  

tha t  we not only have taken the first place posi t ion 

away from t hem,  - but are  first by a wide margin! 

We can understand tha t  they paid no mind when w e  

first s tar ted .  Their a t t en t ion  was on each other.. They 

made a t  least two e r r o r s t  

(1)  They did not r e a l i z e  the r a t e  a t  which w e  were 

progressing u n t i l  very l a t e .  

(2 )  They did not s t a r t  t o  do something about i t  

u n t i l  very recent ly  --- now tha t  we  have almost 

as much of the  market as  a l l  ~f the  other 

advert ised brands combined. 

L e t  u s  review the pr incipal  f aa to r s  tha t  have cont r ibu ted  

t o  our present posi t ion i n  this markets 



1. -OD= > - t 

I marvel st the job the boys at the Winery are 

doing. They continue t o  turn out an increasingly 

greater volume of wine, and a t  the same ti- m e  

constantly improving i t  and making i t  more sugerior 

than ever1 

& know=- and you krmw-- t h a t  we have far better 

wine than our competitors8 

2. -mQB ?,'. t 

Ourdistributor i s  determined to  make OALLO the 

only wine i n  thls area. H I S  organizing and merck~andising 

genius is outstanding. 

The most powerful and e f f ec t i ve  sales organization 

our industry has ever known. You are aP1 high caliber 

men. Nen, who for the most part realize that the brand 

i s  only as good as you are collectively,  - and you are 

collectively only as good as t h e  brand. 



Y few e a e ~ t i o - a  

1 Make your calla w i t h  increasing frequency and 

cultivate your accounts. A t  one time, one call 

per month upon a licensee was adequate. But 

competition forced you t o  call  two times per 

month. The increased competition riow makes i t  

imperative that you c a l l  on most of your accounts 

at least  once each week. 

2 )  Most of you take inventory of the retailer's 

sugp&y of G A l l o .  

3)  Most of you keep your shelves stocked. 

4) Most of you place bottle collars, shelf strips, 

and other materlal religiously. 

5) Most of' you book f l o o r  dis?Pays and counters. 

6 )  Most of you s e l l  the complete l i n e  on each ca l l .  

7) Most of you constantly reeJ.i%e the value of, and 

seek to  improve shelf position, and t o  consolidate 

position* 

8 )  Most of you use imaglnetlon on each c a l l  on a 

retailer,  ask ing  yourself you entor t h e  

s t o r e t  qtHow am I going to improve G A U O  i n  this 

store t h i s  time,.?" And on leaving the store, 

asking yourse l f t  "Mow gid A Jm~rove GALLO i n  this  

store as a result  of this dall . .?" 



It i s  because of t he  guidance, training and help 

you have received along w i t h  your awn native a b i l i t y  

and ambition, t h a t  you are the most successful wine-men 

i n  your area. You have helped t o  make the  brand, --and 

t h e  brand has helped t o  make you1 

Our priaing policy has proved t o  be sound i n  the 

l i g h t  of our obgectives and conditions exis t ing a t  the 

time. 

5. .e- 
A l l  of these have been much be t te r ,  and i n  greater  

quantity, than most of the  competition. Adequate i n  

keeping with the  overal l  conditions exis t ing a t  t h e  time, 

taking i n t o  consideration ourvs  and competitive pricing, 

r e t a i l e r  cooperation, and s tore  position. 

6. J N A C T I O N  OF TIE COW- 

Up u n t i l  recently, the  competition has been 

unbelievably inactive. 

Each of the above a ix  f ac to r s  has made i t s  f u l l  

contribiltion t o  our present position. 



During the  p u t  year, psrticul&~y during the  

last  half of t h e  year, we l o s t  what I had predicted 

t i m e  and again we vould lose ,  and t h a t  i s  the  l a s t  of 

the above six advantages 1 have referred to,  namely, 

Our competitors are no longer as laepl  Far from it. 

They a r e  today alert an8 very vide-awake, and they're 

now doing everything you've been doing f o r  years. 

O u r  competitors have learned w e l l ,  --the leasons 

we  taught t h e m  i n  merahandising, i n  point-of-sale vork, 

in servicing, i n  pr ice  policy, i n  atock rota t ion,  e tc .  

I have t o ld  you before t h a t  most competitive advantages 

are s t r i c t l y  temporary, and h w  much you gain from 

your temporary competitive advantages depends e n t i r e l y  

on how much, and how f a s t ,  you take advantage of them 

yJ&& you have them. 

We start this year by having l o s t  the advantage 

of the  i n a c t i v i t y  of competition. They are in f a c t  

very act ive.  

Hovever, we s t a r t  t h i s  year w i t h  t h e  best qual i ty  

w e  ever had8 More t i m e  and money i s  being spent on 

research and consumer preference vork on GALLO wines 

than w e  ever dreamed of a few years ago. 



We start tNs year with our distributor being 

viser, and more experienced. 

We rtart this year with the f i n e s t  and most powerful 
\ 

8ales organisation we ever hadl 

We s t a r t  this year real ls ing that there never was 

a proUuct bu t  what the qual i ty  could not be lessened 

a l 5 t t l e  and then sold f o r  a l i t t l e  uheaper, --and wine 

i s  no exueptian. Our emphasis w i l l  pef; be on price. 

We rtart off the  year w i t h  the greates t  advertising 

sppropriation i n  not only our Nstory,  but the  history 

of the wine buuinersl I am happy with our selection of 

advertising agency. The ef for t ,  i n i t i a t i v e ,  imagination 

and effectiveness of the i r  work i s  already apparent. 

I have told most of you a t  previous meetings tha t  

t h i s  wine business cannot avoid boiling down t o  one or  

two brands, --and tha t  i n  fact, tkis boiling-dovn 

process was well on i t s  way. 

I have told  you before, tha t  I n  ; the  last  analysis 

the con- i s  the boss, -not me, not you, -not the 

re ta i lor .  



The consumer buys that  brand whlcth he thinks gives 

N m  the greatest eatlefoation fo r  the money he spends. 

The &, -tho consumer--, does not know, and 

doesn't uare hem muuh profit  I make, you make, or how 

much the  r e t a i l e r  Wes. He buy8 tho brand he thinks 

gives N m  the greatast  satisfaction for the money, --and 

by sat isfact ion I mev tas tew prertigew or anything else  

hews  looklng for in a bdtt le  of vine. 

-, our greatest emphmia a t  this time-- 

If we are t o  a t t a n  our objective-- tha t  18, t o  completaly 

dominate the wine burinerr i n  t N a  area, we m u s t  

nece8sarily canalder the  factor8 that w i l l  create that 

sat isfact ion for the conrumer. 

(1) The quality of product  - which we Cave - and 

which we are  continuing t o  improve. 

( 2 )  The advertising vhlch we are doing, and which is 

the most extensive i n  amount and effectiveneaa 

i n  the Nstory of the wine buriness. 

(3) The r e t a i l e r so  recommendation. 



The first two ve are doing, and doing vell, t ha t  i s 8  

(1)  the  qua l i t y  of product; and (2)  t he  advertising. 

It i s  this Number 3, the r e t a i l e r s '  recommendation, 

which we are primarily concerned with a t  this meeting. 

@ r-on -in two forepar 

( I )  S i l en t  recomnsendation; and 

(2) Verbal. 

By wa i l en tw  recammendation, I man of course, t h e  

retailer having placed OALLO on t h e  beat shelves and 

consolidated. 

By giving a brand more space, shelf  consolidations 

i n  the  best position, t h e  r e t a i l e r  conveys t o  the  

consumer without opening his mouth, the recommendation 

t o  buy t h e  brand. By putting a brand i n  a dark corner 

o r  high-up on a shelf out-of-sight or  reach, the r e t a i l e r  

conveys the impression t o  the consumer t h a t  he i s  not 

recommonding it ,  tha t  It i s  infer ior .  

By and large ,  up t o  this time, most of you have done 

a good job i n  get t ing l a rge r  spread, more types and 

consolidations than your competi to~s.  H m v e r ,  i n  recent 

months, your competition has come t o  l i f e  and i s  attempting 

t o  obtain equal priaminence i n  the  stores... 



Those of you who were smart enough t o  have heeded 

the urging of your amploxer and workd hard aach and 

every time you went i n to  a s tore  t o  obtain 8 bet ter  shelf 

position and consolidation, can best offset  the attempt 

of ths competition t o  obtain a positione And, of course, 

those of you who were not smart enough t o  have done your 

job when i t  was easy, wil l  now have t o  do it  when i t  is 

much harder. 

You may ask-- 

WHAT W T.HE REASONS WHY RETAILERS SHOULD GIVE 
GALL0 BEST POSITION IN HIS STORE AND CONSOLIDATE 
SHELYES? 

They are as follows a 

1. Fast turnous.  OALLO sells f a s t  and by i t s e l f .  

Although other brands may cost N m  less, they're 

no bargain, as he must  force them on N s  customersl 

These other brands do n o t  have the quali ty and 

prestige, or consumer acceptance of GALLO, and 

therefore he r i sks  losing h i s  customers. 

2. New U-8 o A U O  research and conaumer preference 

studies develop acceptable types of wines fo r  peop le  

who never bought wines before. For example, Paisano 
t 

and Grenache Rose. 



Vines and ~ o s 6  were small volume items before GALLO 

research perfected them t o  a t t r ac t  new consumers. 

Now they are imitated - but never equaled. 

sold these types of wines t o  the public and is 

continuing t o  rend more and more new people in to  

liquor stores t o  buy these new wines. 

This is  a l l  plus business for  the retai ler .  

AS W&AI)ERS OF OUR I W T R Y m  IT OUR JOB T Q t  - 
3.) 1 t o  get new consumers. 

2) $0 make so e n s  that present 

consumers will drink more. 

This  Is a11 p l u s  business, p l u s  profit ,  that only 

GALLO is creating for t h e  retai ler .  

3) 20 P R O W  LBAGW UNIT SAXbE;s -- 
By having quarts, halves and gallons displayed 

i n  the  stme section, the customer i s  automatically 

traded up t o  a larger unit sale. It has been 

established that once a larger unit i s  taken hame 

it w i l l  be cbnrsumed ass rapidly as a smaller unit. 

TNs means p l u s  business, an8 plus profits,  for  

the re ta i ler .  



Therefore, t o  sum up, the re  a r e  three very good reasons 

why the  r e t a i l e r  will make more money by giving GALLO 

t h e  bes t  shel f  posi t ions  I n  the  s t o r e  dula t o  consolidate 

these  shelves. 

s: 
1) To promote l a rge r  unit sales. 

2) Fast turnover. 

3)  Hew business. 

Q&y VQQ, as a GALLO salesman, have these three 

reasons! Competitive salaamen honestly do not have the  

qual i ty ,  the  t~wnover,  the  i n l t l a t i v e ,  organization and 

know-how t o  expand the  presegt vine market. QJy you, 

have these grea t  reasons f o r  t h e  r e t a i l e r .  

U s e  them today, -- your competitors may be able t o  

u s e  them tOJll0rr~w~ 

You have been t o ld  time md again t h a t  i t  i s  harder 

t o  ge t  favored posi t ion i n  a s t o r e  today than i t  was 

yesterday, -- and it w i l l  be harder tomorrow1 It i s  
I imperative, t h a t  you ge t  the  best poait ion and shel f  

consolidations i n  each of your s t o r e s  where thls has not 

y e t  been accomplished. can do thls work1 Do 
I 

i t  a t  once. Do It today, -- 'because i t  w i l l  be harder 

tomorrow. 



- -- 
So much f o r  the s i l e n t  recomendation of the 

r e t a i l e r .  

Now as t o  his recomwndationr - 
I am r e a l l y  proud, and you t ~ o ,  c m  be proud of 

many things we have accompllaheds Excellent quelity, - 
good advertising, - good shelf position, - good merchaadlaing, - 
good consuer  acceptance, - and even demand. We all 

contributed to  thir accomplishment. 

But one place vhere ve've fa i l ed  miserably, -- 
was t o  achleve r e t a i l e r  r ea l l sa t ion  t h a t  GALL0 Mne l a  

superior t o  cnmpetltive onee; t h a t  the  O A U O  COMPANY i s  

superior t o  competitive wlne companies. We have f a i l e d  

almost completely a t  acquiring verbal recammendatIan of I 

G A U O  Wines from the r e t a i l e r  t o  N s  custozners4 

Our job, e ta r t ing  immediately, is t o  convince every 

dealer of the f a c t  t h a t  UALLG MINE is far superior i n  

quali ty t o  every other brand i n  our price category; tha t  

the qual i ty  of our wine today is  such tha t  t h e r e t a l l e r  

should recommend our wine t o  his customers as against 

wines i n  the sama oonsumer price range. 



He must haw that  we put a- i n  every 

bottle of vine than our competitors do. It costs w 

more f o r  the grape8 we use; it costs us more fo r  

proceesing; i t  coats ue more for aging. GALLO today 

is a far e o a t l i e r  vine t o  produce than any competitive 

wine . 
T h e  only reason we can s e l l  OALLO WIne a t  the p r i c e  

we do, i s  becauae we are the biggest gelling brand in the  

United S ta tes ;  It i a  only because of the economies of 

t h e  most mdern plant and equipment and great volume 

that we uan 8811 at the prices w e  do - and still spend 

so much money on advertiaingt 
L 

The average dealer does not appreciate the f ac t  that  

GALLO i s  so much better than other wines. He knows that  

G A U O  sells better. Ha knows that  customers are sa t i s f ied  

with G A U O  and come back for more= But the  average re ta i l e r  

tells you8 n A l l  these orines are t h e  same, -- there's no 

real difference between them, e one wine is as good as 

mother " 

But this is all wrong, and contrary t o  the  facts.  

That,  I s  the  attltuda we muet change, --and fast-1 



To help you do this, t h e  Winery harr prepared, a t  

considerable expense, a tool  designed solely  for tha t  

purpose, - to convince retailers tha t  GALL0 is a 
wine in t h e  aampetltiva price class, - and the 

q u a l i t y  wim at  the prioe. Al Fenderson l a  here t o  

present this too l  t o  you. 

If you do tb la  job, --and i n  my judgment It Is t h e  

most isportant  s ingle  job you've ever bdmn cal led upon t o  

do, and J& mt  be^ w, -you will make more real progress 

i n  1956 than i n  any previous years 

If you f a i l  t o  do tNs Job, you wil l  have missed the 

biggest single opportunity of your seUSng aeseers, --an 

oppor+,unity t o  uell Purrl;ttu, while all your coxngetitors are 

s e l l i n g  

Remember tha t  -- r ight  now, you have the opportunity 

t o  sell  qual i ty  on an erolusive basis, -wNle all your 

competitors are se l l ing  price, That i s  a once-in-+lifetime 

opportunity f o r  any real saleaman, - and I guarantee you we 

w i l l  not have t h e  opportunity f o r  long, - because once we 

hit the s t r e e t s  with the idea, our competitors w t l l  soon be 

out se l l ing  qual i ty  too, - even though they don't have i t  t o  

s e l l .  



Because tNs job l a  so Important to the entire 

o r g ~ s a t l o n ,  we're goiw to make i t  our f i r s t  order 

of businass, -to see to I t  that you do not miss this 

opportunity4 

Every man here, will I t m  sure, do this job with 

every one of Ma retailera, starting at  once. Any man 

who fails t o  do so all not only be hurting himself, 

-he vi2.l be hurting the entire organimittion. T h i s  is 

one big tean! We p u l l  together! 



APPENDIX I1 

Address by 

ERNEST GALL0 
CHAIRMAN OF THE BOARD OF DIRECTORS 

To the 25th Annual Membership Meeting of the 

WINE INSTITUTE 
San Francisco, California, May 26, 1959 

TODAY MARKS the end of my two years as Chairman of the Board 
of Directors. This is my last report to the membership as such. 

I see by the program that I am scheduled to deliver a report of 
what your Directors have been doing in the past year. Well-we 
have had six Board meetings, at which we have considered some- 
thing like seventy industry problems-but I'm afraid that such a 
report would be pretty dull. In fact, those of you who didn't have 
to sit through all those meetings are the lucky people here. 

So-instead of re-hashing the Board meetings-which have been 
reported in the Wine Institute Bulletins, anyway-I would prefer, 
and I believe you would prefer-that I talk about money and how 
we can make more money in the wine business. 

There are only three ways that readily come to my mind as to 
how we can make more money in the wine business-or in any 
other business, for that matter. One way would be for all of us to 
raise our prices, which history shows we won't do except to reflect 
increased costs-and besides, there are some legal barriers; or (2) 
to cut our costs, which is impossible, and (3) the only veal way- 
to materially increase consumer demand and the size of our industry. 

It is true that through the Wine Institute and Wine Advisory 
Board we have been and are engaged in projects whose purpose 
is to increase the consumption of wine in the United States. Some 
will say these efforts have been successful. The word "successful" 
unfortunately is a relative term. I do not agree that our industry's 
illcrease to an average of 149 million gallons for the past five years 
-from 136 million gallons for the previous five years-a gain of 
only 9%-is successful expansion of our industry. Not in the face of 
a 10% incrcase in population. Not in the face of the 30% increase 
in purchasing power during the same periods. And emphatically not 
when we consider the superior value our product, wine, has to offer 
the Ainericari public in conlpal-ison to the other alcol~olic beverage,. 

When I note that this country is now consuming a~liiually over 
2.6 billion gallons of beer, 212 illillion gallons of distilled spirits, 
and only 149 million gallons of wine, I must ask myself: Why? Why 



is there so much more beer and liquor sold in this country than 
wine? 

Let us look into the reasons why peo le choose to serve and drink \ each of the three kinds of alcoholic everages-beer, liquor and 
wine. Basically, there seem to be four principal reasons: 

(1) For the taste; 
(2) For the relaxing effect; 
(5 )  As a social beverage-the choice here being influenced by 

social prestige, and 
(4) Reasons of health. 
Let us examine each of the three kinds of beverages from these 

four stand oints. 
As to k e r :  Some people may drink it for the taste. As for irr 

effect, I would say that beer is refreshing. But few, if any, drink 
beer for social prestige. You seldom hear of anyone drinking beer 
for his health. 

As to Distilled Spirits: Few drink liquors for their taste. This is 
shown by the increasing use of vodka, which is even served in tomato 
juice; by the preference for light-bodied whiskey blends, and by 
the popularity of the new lower- roof straights. There can be no P doubt that their principal use b or effect. Liquors do have social 
prestige. As for health, relatively few people drink liquor for that 
reason. 

Now, what does Wine offer in these four respects-taste, effect, 
social prestige, and health3 

In taste, wines are the most delicious of all alcoholic beverages. 
The dozens of wine types offer many separate and distinct pleasing 
flavors. And now, with the new special natural wines, we are offering 
Americans entirely new flavors, which are winning new wine con- 
sumers. 

We all know that wine's effect is relaxing. 
In social prestige, wine ranks the highest of all beverages, but 

unfortunately the particular segment of high society that serves 
wine is, if anything, too high socially to influence or set a pattern 
for the average American family. The prestige appeal of wine is not 
getting over to most people in this country. That is one of our in- 
dustry's problems. 

So much for what wine has to offer in taste, effect, and social 
prestige. Now, liow about its values for health? 

In making these comparisons, I have been looking into the 
health values of wine. And what I have learned is, to me, astound- 
ing. Here I see an opportunity for our industry. 

I wonder what our consumption of wine would be today if the 
public had been made aware, back in 1938, that the University of 
California had found that wines contain enough of the "B" vitamins 
t e a n d  these are the words used in the report-"enough to ma- 
terially augment the average person's daily vitamin intake." 

I wonder what the consumption of wine in the United States 
would be today if the public had been made aware, in 1910, that 
Dr. Eric Ogden and his associates at the University had discovered, . 

I 



in their experiments using college students as subjects, that wine 
definitely stimulates digestion. 

What do you think would be thc consumption of wine today if 
the ublic had learned, in 1952, that Dr. Hamilton Andcrson, head 
of t e e University's Pharmacology Department, had discovered that 
wine contains a mild heart stimulant-a substance which acts some- 
thing like adrenalin. 

I wonder what the consumption of wine would be today if the 
public had learned, in 1953, that Dr. Franz Goetzl of the Permanente 
Foundation, after six years of experiments with hospital paticnts 
~vho suffered from lack of appetite, found that dry wines takcn with 
meals caused these patients to increase their food intake by more 
than 50%. He showed that table wine is the only natural occurring 
foodstuff that actually stimulates appetite. 

What do you think would have happened to wine consumption 
if the general public had known, in 1954, that John Gardner, a 
researcher testing wines at the University under a grant from the 
Wine Advisory Board, had isolated from wines a substance that 
actually killed certain disease germs-a wine antibiotic. This dis- 
covery was so important that when the Academy of Medicine at I 

Bordeaux, just last month, announced that they had discovered the ' 
very same thing, American newspapers published their announce-. 
ment as front-page news from Paris. 

I wonder what the consumption of wine in the United States 
would be today if the public had been made aware, in 1956, that 
Dr. Theodore Althausen of the University's Medical School had 
found that there is something in white table wines that markedly 
helps absorption of hard-to-digest fatty foods. This, at last, supplies 
the explanation of why wine with meals helps people who suffer 
from so-called "nervous indigestion." Just picture what would hap- 
pen if Americans, who are buying indigestion remedies ht the rate 
of 50 million dollars a year, only knew that wine could help them. 

I wonder what wine consumption in the United States would be 
today if the public knew that nutritionists at the University of Cali- 
fornia, in 1956, had finally found the scientific proof of the old 
family doctor's prescription of port wine for building blood. They 
showed that red sweet dessert wines retain folic acid, the vitamin 
that prevents anemia, and they also found a surprising amount of 
vitamin B,. Just imagine what these discoveries could mean in the 
United States where, according to one recent estimate, 66 million 
people, 38% of the population, are taking synthetic vitamin pills 
every day. 

I wonder what the consumption of wine would be today if the 
American public had learned, in 1957, that Doctors Leon Greenberg 
and John Carpenter at Yale University had discovered that wine 
materially dimmishes the basic level of emotional tension. In other 
words, that wine is a natural tranquilizer. I am sure it is a better 
one than the synthetic tranquilizer drugs that eople in this country, 
according to a recent estimate, are taking at le rate of 150 rnillion 
dollars worth each year. 

S 



What would you say the effect would be on wine consumption 
if the public could lcarn the very latest results, not yet puhl~shed, 
of some entirely new research at Yale University, which indicates 
that, wine can help peopie reduce weight? Thc Yale physicians find 
that when wine is included in low calorie diets, it reduces the 
patients' desire to eat between meals. 

Just a few weeks ago I read in the newspapers that Dr. Agnes 
Fay Morgan of the University of California had made findings that 
suggest wine may prevent hardening of the arterics, the principal 
cause of heart disease. This scientist had been studying wine's nutri- 
tive values since 1938. I suppose nost of you llavc read about it. 
Experimenting with animals, slic found that those fed wine had 
significantly less cholesterol in their blood than those fcd an cquiva- 
lent solution of alcohol. You probably also noticcd that thc most 
cholesterol was found in the animals that drank only water. Choles- 
terol, as you know, is the substance that deposits in thc arteries and 
causes them to harden. Imagine what would happcn if this became 
geiierally public knowledge in the United Statcs, where heart disease 
has become the number one killer among all c;~uscs ol death. 

C;rn you i~iiagiiic what our industry's volulnc woi~ltl I)c torlay il  
;ill ~ l ~ c s c  rllctlical rcscarcli [acts I 11;tvc ~iic~itio~icrl Jii~tl I,ccn cllcc- 
tivcly brought to tlic attention of tlic public when tlicy wcrc dis- 
covered? I have only mentioned those that I readily caine across, 
and I know there are more. 

I found that many of the facts about wine's health values were 
the results of research projects proposed and financed by our Wine 
Advisory Board. They only cost something like $300,000 during the 
past 20 years. Certainly these are some of the wisest expenditures we 
have made in that period. 

Now, then, I think you will agree with me that the health values 
of wine are really impressive, even sensational. How many other 
beverages have such values for adult consumers? 

Staying within the alcoholic beverage field and applying the 
measure of taste, relaxing effect, social prestige and health, wine 
must be rated as scoriilg "A plusw-head and sllouIders above the 
rest. Wine has by far the greatest number of reasons and the most 
powerful reasons to be consumed in the greatest quantity. 

So, it is not any lack of desirability in our product that causes 
ours to be only a baby industry in comparison to the beer and liquor 
industries. On the basis of desirability, we should have an industry 
many times its present size. Why haven't we? It's because the Ameri- 
can public generally doesn't know the virtues of wine. 

Nor is it  any fault in our advertising, because as we all know, 
under the Federal advertising regulations it is not permissible to 
advertise any medical or health claims for any alcoholic beverage. 
Anybody who has ever scen the kind ol  liquor ads that used to 
appear bclore prohibitioa unclers~ands why the regulatiuns prevent 
it. 1 looked up some of  hose old-time ails. There \\as the one where 
Rainier Beer used to advertise-with a icture of a woman holding r a glass high like a jewel: "Rainier Bott ed Beer-To It I Owe My 



Health-More Strength and Vigor in a single bottle than in a barrel 
of ordinary beer." Ads for Canadian Club Whiskey claimed it was 
"particularly adapted for medicinal use." Those lor Duffy's Pure 
Malt Whiskey called it "Medicine for All Mankind-the only abso- 
lutely pure malt whiskey which contains medicinal, health-giving 
qualities." Those Duffy ads used testimonials. A couple who had 
celebrated their 67th wedding anniversary were pictured and quoted 
as saying their health was due to drinking Dufly's whiskey regularly. 
"It tones the system, gives us good appetite and refreshing sleep- 
agrees with my wife, too," it said. Another DuiFy ad was headed: 
"Grippe and Pleurisy Cured-Tones up the Heart-Prolongs Life 
-Recommended everywhere by Clergymen, Temperance Advocatcs 
and Doctors--Has Rejuvenat~ng and Curative Powers-$1.00 a 
bottle." 

Ads for Rock & Rye read: "For all bronchitis, consumption and 
all diseases of the throat and lungs-put up in quart size bottles Lor 
family use." 

I also remember seeing an advertisement for Green River Whis- 
key that spelled whiskey W I S K Y ,  not W H I S K E Y. It left out 
the "H." The ad rcad: "Green River - the Wisky without a Hcad- 
ache-Wisky without an 'H.' Why? Because there's not the beginning 
of a headache in Green River Wisky." 

Wine ads weren't as numerous. But there were some-like Good 
Samaritan California Port Wine and Good Samaritan Crape Brandy, 
advertised by the Southern California Wine Co. of Los Angeles. 
The Good Samaritan ads read: "Recomn~ended by physicians - 
strengthening after illness - possess tissue-building qualities not 
found in ordinary wines and brandies." 

There also was Reihlen Champagne, which advertised: "Indorsed 
by the most prominent physicians of Europe--Used in large quanti- 
ties in hospitals-also in private practice on account of its purity as 
well as chea ness." 

No won er the regulations were written to prevent that kind of 
advertising1 

C 
It is a good thing for our industry and for the public that the 

able men of the Internal Revenue Service in Washington have done 
such a good enforcement job in preventing that kind of advertising 
since repeal. Such advertising would only mislead the public, pro- 
mote intemperate drinking, and provide the drys with ammunit~on. 
Moreover, the health claims made before prohibition were without 
scientific proof, and probably weren't true. 

But now the health values of wine are proved. We have an im- 
pressive array of facts supplied during the past 20 years by modern 
medical research. We must ask ourselves what would ha pen to 

these facts. 
P demand for wine and to our profits-real money-if the pub ic knew 

Let me tell you what happened to one product, which I shall 
never forget. This is a true story. 

When I was a boy, and our family couldn't afford steak, I was 
sent to the store twice a week to buy a dime's worth of liver each 



time. It was our family meal, because 10 cents was the price of a 
whole liver. In those days any butcher, when he sold you other meat, 
would give you, for nothing, enough liver to feed your dog or cat. 

I shall nevcr forgct that day in May 1925, when newspapers pub- 
lished an article headlined "Liver Extract Eases Blood l'ressurc." 
Dr. W.'J. MacDonald had reported this discovery to the Ontario, 
Canada, Medical Association. The National Livestock and Meat 
k a r d  had begun sponsoring research the year before into the effects 
of meat in the diet. Good Housekeeping Magazine published an 
article entitled "New Values in Liver." A New York Times head- 
line read: "Liver Called Best Food to Prevent Disease." 

What happened? People all over the country rushed to their 
butchers to buy liver. And the price of liver went up ovcmiglit from 
5c and 10c a pound to $1.00 a pound. And, boy, was I glad that I 
no longer had to eat liver1 

Even today, when the B vitamins and Vitamin A, in which liver 
is rich, are cheaper in synthetic form, you still can't buy calves liver 
lor ~iiuch less tlian $1.50 a pound. 

Imagine something like that happening to winel 
We have bee11 comparing beer, distilled spirits and wine by the 

four reasons Americans have for choosing an alcoholic bevcrage- 
taste-relaxing effect-social prestige-and health. In taste, we score 
high, but people only discover this when they taste our product. In 
relaxing effect we also rate well, but the public expects that effect 
from any alcoholic beverage. The two other reasons for using wine 
the public docs not know. The general public is not aware of the 
great prestige that wine enjoys in the highest circles of society, and 
the public does not know the health values of wine. 

Now, I hope that all of you will share the conclusions I have 
conie to: 

(1) That we now have a great opportunity to increase consumer 
demand for wine. 

(2) That what the grape and wine industry needs is a fully 
organized industry effort to make the American public aware of 
wine's really high social prestige and wine's great health values; and 

(3) That these are the sure ways to build our industry and to 
make more money from wine. 

Although today I cease to be your Chairman, my interest in ex- 
panding our industry to the rank it deserves in the economy of our 
State and Nation continues, and is greater tlian it has ever been. 
And so I lan, at the next meeting of the Advisory Board, to pro- 
pose speci [ c ways in which we can and should acquaint the Ameri- 
can public with the two important reasons for using wine of which 
the public is not now aware-social prestige and health. I think you 

I 

will agree with me that it is our responsibility to the public, to our 
industry, and to ourselves. 



Sales Meeting Speech delivered October, 1959 

APPENDIX I11 

I appreciate the epportunity you have provided ua to meet with 

Pu, Partioularly since you have given ue of p u r  time in the  

middle e f  a week, I know ybu all have given up important work 

t o  eome t o  thir meeting. I t rus t  nu w i l l  f ind this meeting t o  

be mrth p u r  while. 

It has been several years mince I have met with you, I used t o  

drop in on you, and an quite a few of your aoceunts, pret ty oftear, 

You've taaght me a l o t ,  and I've always anjoyed it. In fact ,  for 

qui te  a few yearr, r i r i t i n g  with you gentlmen has been one of pp 

greatest pleaaurer, and I've missed it. X want p u  t o  know uhy 

you havanet been reeing me lately,  It is  not because I wae idle. 

It was only two yearr ogp - l e s s  than t lm years, in fac t  - tha t  

Callo wine waa sold i n  only 23 rtatea. Since then, we've opened 

seven more states -- Hawland, Tennerree, Arlcansar, Deleware, New 

H ~ c o ,  Pennsylmnta -- and just a month ago, Okhhoma. With 

AlabkP and Hawriialao having become rtater,  Gulh wine now se l l8  

in 32 statea. Yea, we've bean pret ty busy, just  opening new markete. 



But that i a n t t  all wetre been doing. It is the other  thing8 

we have been doing that will in teres t  you most. In March of  

l a s t  year ore opened our new laboratory, with one of America*@ 

greatest food and beverage researchers - - Dr. Robert J. 

Bouthilet - - i n  charge. This department has already contributed 

importantly t o  our production and quality. To make good wine, 

4 factors  a r e  iuportant r 

Type and condition of  grape 

Proper fernemtation 

Sanitary Storage 

T e e h n i d  IChow-How 

(1) A1 to  the type and condition of the  grapes we use, we are as 

selective as the  m-called " P r d u m  Wine* producerr. 

We have recognized for  years t h a t  grapes make the beat wine a t  a 

given s ta te  of maturity - - a t  what we term a certain sugar acid 

ratio. I will not bore p u  with a highly technical discussion - 
but i n  laymanfs language, i f  grapes are green when made into wine, 

the wine is harsh. If the  grape8 are overripe, the wine is f lat  

and without character - - l i feleas.  A l l  bpt the mPrenium Winen 

pmducers t r y  t o  get overripe grapes as with the  increased sugar 

you get more gallon8 per ton, and the reeult  i a ,  of coarse, cheaper 

wine. 



I t e l l  you tha t  Gallo i s  t h e o n l y  company other than  the Vkemium 

Wine" pmducers, t h a t  i n s i s t s  on crushing the i r  grapes tht go inte 

wine a t  only t h e  proper sugar acid ratio. 

(2) As t o  propar f ernentation, we t h i e  year instal led 1,800,000 

gallons in Modeeto and 1,200,000 gallons i n  Freano of additional 

fermenting capacity - - mare than double w h a t  we had, Thie will 

resul t  in bet ter  controlled and cooler ferneatation, which means 

superior wine. 'Phis year t h i s  greatly increased iernemting capacity 

raved us from a near calamity. As you know, we had a 2-inch rain a 

few weeks ago - - the heaviest i n  reoorded hietow for  that  time of 

year. Rot and mold ha6 started, and the  grapee on the  vine a re  be- 

coming useless for wine purposes i n  some areas of the s t a t e  already, 

Without thie added fementing capacity, we would have been oaught 

ehort t h i s  year. We are  able t o  clash our requirements i n  this 

emergency in 35 days, ending approximat ePy October 15th - - whereas 

it would' have required u n t i l  November 15th = - a timc too long t o  

Paake our requirements t h i a  year. Grape8 w i l l  not be f i t  fo r  wine 

beyond Octobar l s h ,  

(3) Sanitary Storage - extremely hpor tan t  - I dl1 discuss this in 

dckail la ter .  



(4) Technical Know-How. In addition to the largast and b e s t ,  

trained s t a f f  of technical men in the Wine Industry making our 

wine, we are  the  only winery having ecientiets doing basic re, 

searoh in the United States. 

What I have jus t  told y ~ u  about 

Type and Condition of paperr we use 

Cool and proper Fermentation 

Sanitary Storage - - which I have alluded 

to  and dl1 diacuss in a moment 

Technical ghaw-How 

are  a l l  extremely important. I want you to know that  we are way 

out i n  front on quallty, and that  we have the wherewithal t o  stay 

there. 

Yes - our wine corts much more than the  competition. However, 

when we real ize the  - 
great amount of money that  mud be spent 

today i n  advertising to  get people t o  

t r y  your product - 
the great ~ u n t  of daily effort  on the  

part of both managsslent and ademan ta 

a e l l  a product during these competitive 

times - 



I believe it to be foolhardy t o  t r y  t o  save money by compmmiaing 

on quality. 

Oltr wines are the  best we know how t o  make today regardless af 

c o d ,  The consumer ie getting a h e l l  of a bargain, and more and 

more con~umere are flnding it out every day! 

Only because of our volume, efficiency of operation, and concen- 

t ra ted  effort  can we afford t o  s e l l  such costly wine a t  the  pr ice 

we do, and still spend aa much as we do i n  advertising, Our new 

research laboratory i s  contributing importantly to  our quality, 

I n  June of l a a t  year we completed building of the biggest wine 

warehouse i n  the  United States, It covered an area of six acres, 

and i t s  capacity was 2 million casee, Already t h i e  year, we had 

t o  enlerge it fmm 2 million case capacity t o  3 million cases. 

It i s  now 1100 feet long and 300 feet  wide, 

In July of last year, we completed building the  most modern glass 

plant west of t h e  Mlbsissippi - - and Gallo became the  f i r s t  winery 

i n  the world t o  have i ts  own bott les  manufactured a t  the Winery. 

T h i s ,  involving an expenditure of over $6-million was - as you know - 
t o  make Flavor-Guard Bottles f o r  Gallo wines, 



We have, during the last two years, improved our vineyards, 

planting a number of new variet ies  for finer,  bet ter  tasting, 

Gallo wines. 

Larst year, as a resul t  of Gallo reeearch, we made a major advance 

toward greater s t ab i l i ty  and bri l l iance i n  wine, when we developed 

equipneat for  the use of the new ion-exchange pmceser, which c lar i -  

f i e s  wine bet te r  than any other method. 

This year, we perfected and instal led costly new equipnent tha t  

now separates the  free-run juice - - thatre  the f i r s t  squeezing - - 
from the grapes a t  the monent the skins a re  broken. We thereby 

have shortened the time during which juice i s  i n  contact with tha 

panace, It means that  Gallo wines, henceforth, w i l l  be even more 

del icate  and more br i l l ian t  than ever before. 

For the past few yeam we have been mrking on an improved closure 

for Gallo wines, t o  give a t ighter  s e a l  tha t  wu ld  also be safe 

against tampering, and t h a t  would be easier  to  open - - a major 

new consumer advantage, By April of t h i s  pear we were using Alcoa 

pilferproof closures on the ent i re  Gallo Une, as you know. 



We have also made advances i n  the b o t t l i w  of wine, with ins ta l l -  

a t ion of new high speed equipaent of ent i rely new design. 

E!ut the  greateat qyality advance w e  have made since I was with you 

last i s  the  t o t a l  elimination of wood tanks i n  our winery. Our 

research has shown us, a s  it has shown the  producers of f ine  wine 

in Germany, tha t  Wooden Cooperage has no place i n  Kinamking o r  

aging - - tha t  mod, being porous, i s  a haven for  bacteria. If 

you could look a t  a cross-section of a nine tank atave under a I 

microscope, you would see bi l l ions of bacteria. A s ter i l iz ing  

agent powerful snough t o  penetrate the pore8 of the mod to reach 

and k i l l  this bacteria would have t o  be w powerful that  it would 

destroy the  wood i t s e l f .  Wood tanks cannot & properly steril ized. 

YOU have a l l  heard s tor ies  of how the old Wine Taster6 claimed great 

tas t ing  sk i l l ,  because they could t e l l  a t  what winery a certain wine 

was made. The t ru th  is, it was relat ively easy. Over the years, 

the bacteria i n  the mod tanke of each plant would develop an off- 

t a s t e  - o r  odor - of i t s  own, so t h a t  it was very a s y  t o  ident ify 

each uinery 9 r wine. 



Wine i s  a food l i kq  milk. It requires t h e  greatest  sanitation, 

Some years ago, milk was carried i n  wooden buckets. Today that 

would be unthinkable, I n  a very feu years, it w i l l  be unthinkable 
', 

to use wood fo r  wine storage, 

During t h i s  l a s t  year, a t  great expenae, we ripped out 3,700,000 

gallons of wood tanka a t  one sweep - - the  last of what we had, 

These were replaced with glas8-lined s t e e l  tanka - giant bott les,  

i f  you w i l l 1  

Todax, are t he  oaly winen C d f o r n i a  t ha t  can boast of 

not havin8 moden tank l e f t  i n  i ts  ce l la r ,  although other  - - 
wineries a r e  now beginning t o  follow Galle i n  this advance a s  

t h e i r  meena permit. 

Winery expansion to keep up n i t h  dssaand, has also kept us  busy, 

You have already heard about our addition, l a s t  Spring, of 4,200,000 

gallons of capacity at  our Modeah and Fresno wineries, And of our 

purchase this June of the 2 4 l l i o n  gallon Pio winery a t  Cucamonga, 

i n  Southern California. 

Two years ago - - in 1957 - - t h e  t o t a l  storage capacity fo r  Gallo 

wines was 3 2 d l l i o n  gallona, Today, it i e  43-million gallons, 



You have already a e m  some of our recent packaging impmvementrs, 

such a s  the  new labe l  for  Thunderbird. 

During t h e  paat two years, we have worked on a aolution t o  a major 

packaging pmblera - - t o  bring up t h e  qual i ty  of t he  regular Gdlo 

package t o  the  qua l i ty  of our wines. For a number of years now, 

we have real ized t h a t  the  only way in which the Hpreniumn nines 

were be t te r  than ours  was in t he i r  packaging. We employed the  

nation f a  foremost package deerigner - - Walter Landor. His job was  

not easy - - on the one hand, he had to come up with a package 

tha t  would look at home with and i n  the same c lass  as, t he  premium 

wines - - and on t h e  other, package tha t  could be produced a t  speeds 

heretofore unthought of i n  any wine plant i n  the  world - - speeds up 

to 300 bo t t l e s  per minute 5 

It has taken tremendous e f for t  t o  reengineer  and re-tool to  a t t a i n  

these speeds for a custom prdum-type ,  two-piece label. We now a r e  

s a t i s f i ed  we can do t h e  job, and expect to gp in to  this production 

in about 3 weeks. Much work ha8 been done, and. you may know of t h e  

intensive store-testing we have been doing recently. 



I believe that  the new two piece label i s  one of the  most 

important e tr ldes fomarel we have ever made, It w i l l  give 

our fine quality wine the personality it deserves - - it will 
give us great opportunity t o  make new efforts, in those 

neighborhoods, OP amongrat those groups of consumers, who 

require a new slant t o  get them to  t r y  our wine rat this time, 

It wtll make it muah easier  t o  get consmers who never tasted 

Galls wines before t o  t r y  then, 

It w i l l  a180 give as a second chance a t  t b e s  volat i le  group8 

who once drank Gallo and changed - - epecifically, the large 

Negro market t We know the  negro particularly, but also evergone 

elre, i s  moved by appearance, by anotion, sometimer a girmsick, 

T h i s  two piece label  package has enough prestige appearance t o  

get us back our r ight fu l  share of the negm market i f  properly 

present ad. 

T h i s  two piece label  should materially help t o  Increase our volume 

with consumera of a l l  levels, T h i s  two piece label  gives you a r e a l  

opportunity. It i s  a package that bespeaks the t rue  quality of Gallo 

wines, which a r e  equal to any wine8 a t  any price, 



These things I have told you a re  t h e  most hpor tan t  things we 

have been doing since I saw you last tha t  have t~ do with plant 

f ac i l i t i e s ,  product, and packaging. I wanted t o  bring you up-todate 

i n  t h i s  regard. 

Now then - - 3uci-b a8 we have been working a t  improving the quality 

of our wines, improving the appearance of our  package and improving 

our plant f a c i l i t i e a  - - em have we been working on and overhauling 

OW marketing concept. 

We have f e l t  tha t  our volume increase during the  past few years has 

berm coming too slow - - juat as though we were up against a ceiling. 

We realirced that progress above this point was to be hard and slow 

i f  we continue t o  use the same marketing techniques tha t  were so 

effective Just a few years ago. 

I n  analysing our experiences and studying the success of other 

consumer pmducta we have datemined tha t  there is no reason t o  

be limited t o  a t a p t i o n  o r  very slow growth - - i n  fact ,  there i s  

rea l  opportunity for  a rapidly increased volume for  each of you. 



This i s  because we have determined a wag to create i n  the minds 

of consumers i n  the  en t i r e  market, regardless of neighborhood, an 

Image of Clallo as the  brand of premtige, quality, and preference - - 
so m u c h  rn t ha t  it i e  in a chss  by i t s e l f  - 

T h i r  wiU be dme  by two things - 
Fire t  - The scope of OF advertising and by the  

nature of i ts  content - - which I wLIl 

c a l l  on Howard Willlama to reveal t o  you 

- - and, 

Second - Our new concept of t o t a l  s e l l ing  - - 
which I w i l l  c a l l  on A 1  Fenderson t o  

explain ta you. 

After they a r e  thron*, I w i l l  t a l k  t o  you again - - 
Now: H. Williams 

Now: A. Fanderron 



Fmm w h a t  you have heard from Howard Williams, you have learned . . 
(1) That we have the best thought-out advertising 

campaim t h i s  year tha t  we have ever had. We 

have a real mersage t o  deliver, and it will be 

delivered with prestige and effectiveness. 

(2) #pW much more we are advertirdng than our 

competition. In fact ,  how much more advertising 

6 a l l o  i s  receiving i n  this area than most other 

ieading conswam products. 

From what JSL Fenderson has told you, you have learned our plan of 

t o t a l  sel l ing . . 
(1) What t o  t e l l  the  r e t a i l e r  about Callo advertising - 

That it pmtects  the wine buainesa 

That  it increases the  overal l  wine hsinesm 

T h a t  it insures the value of a r e t a i l  out lat  

That it increases t h e  value of a r e t a i l  outlet. 

(2) What t o  tell those r e t a i l e r s  who a r e  80 shortsighted 

tha t  they a t e  only interested i n  todayte profi t .  

Tha t  i n  t e w s  of money invested in wine he makes 

feu. more money on fas t  moving Gallo than any other brand. - 



Very Important - - the  measage I want you to take out of t h i s  room 

and never forget - i a  

What H. Williams h l d  you about the scope of our 

advertising and the nature of i t s  content - and, 
What A 1  Fenderson to ld  you about our new concept 

of t o t a l  selling, 

Fmm what I to ld  you a t  the beginning of t h i s  meeting, fmm w h a t  

you have learned from Howard Willlams and Al Fenderson, yon must 

rssrUze the  odd* a re  heavy in our favor - 
We have ba t te r  product. 

We have bet ter  packaging, 

We have bet ter  plant f ac i l i t i e s ,  

We have larger  plant fac i l i t ies .  

We have bat te r  people - i n  production, i n  advertising, 

i n  sales. 

We have bet te r  dis tr ibutors  with better salesmen. 

We are  spending more money advertising than the  a r t i r e  

i n d u ~ t r g  cmbined t 

We have thinking - we have ambition - 
We have a plan - Heavy and outstanding advertiering 

- aad t o t a l  se l l ing  1 



We excel every other competitor i n  each and every respect. 

NO competitor ean t e l l  us he i s  be t te r  i n  even one respect - - 
accept perhaps a t  playing golf 1 

Hen - t he  w h e  businerr i s  there  for us to take, and we a re  going 

to take it t 

TMs is  not t h e  type of an organization tha t  l e t s  opportunity go by! 

I have t o l d  you befere - - wbat i s  required i s  t h e  joint  m&ximum 

effor t  of t h e  winery - t he  d i s t r i bu to r  - and you, the naleranan1 

So tha t  there  w l l l  be no miounderstanding tha t  may jeopardize t h e  

success of  this operation, l e t  u s  review once again t h e  reeponeibi l i t iea  

and e f fo r t  required by each of us, t h e  Winery, the  Distributor, t h e  

Salesman. 

Although Al Fendereon eaid a l l  you m a  know t h e  ABC's, the  elementary 

things that  should be done i n  a etore  - the  tw, days just  spent in  

surveying etores  would make it advisable a t  this time t o  review them. 



I have to ld  you this before, i n  years gone by, but it is worth 

repeating. 

A, The Winery must supplyt 

1 - A Superior Product. 

2 - Outstandingly packaged, 

3 - Properly Priced. 

4. - Effective merchandising tools and d d s ,  

5 - Create Consumer acceptance and demand. 

6 - Provide the benefit of our experience obtained 

i n  other markets, 

9 - A s  leaders o f  our industrg, we must also expand 

the present wine market. 

B. The Mstr ibutor  must t 

1 - Have the determination to  make G a l 1 0  the  only 

wine i n  his te r r i tory  - which he has. 

2 - Maintain, t rain,  and supervise an effective sales  

force - which he has, 

3 - Provide intensive display ac t iv i ty  - which he has. 

4 - PIPvide f a s t  delivery of wine t o  r e t a i l e r s  a f t e r  

the order i s  received - which he has. 



5 - Keep adequate inventory of a l l  types and siaea. 

If t h e  dis tr ibutor  does not keep an adequate 

inventery - both the  Winery and the  aaleaman 

a r e  hurt. 

(a) The Winery i r  hurt i f  the MstrrLbutor does 

not carry adequate inventory because - 
(1) It w i l l  be wasting advertising money 

by the pmduct not being available t o  

the Consumer. 

(2) Too much &elf space being devoted t o  

the cornpet it ion. 

(3) Our lacking domination of  stores which 

i s  essential for  the  re ta i le rs '  s i len t  

recommendation, t o  which I shall refer  

t o  again soon. 

(4) Rush order8 t o  the Winery in ter fere  with 

n o m l  bottl ing schedules, thereby making 

oar production operation more costly. 

(b) The salesmen are  hurt .  i f  the  .Mstributor doer 

not carry an adequate inventory because: 

(1) You cannot keep fmm shorting re t a i l e r r  on 

ordera, which means they s e l l  a competitive 

wine which prolongs the  competitor's l i f e  

and strength. 



(2) You cannot re11 maximum quantities. 

(3) You cannot s e l l  mn*lmum varieties. 

(4) You cannot s e l l  maxhum spreads. 

Without maximum quantities, var iet ies  and apreada i n  s etore, yon 

f a i l  t o  receive the re ta i le r ' s  silent rccamnepldation to which I 

ahall  refer  t o  again i n  a mmmt and i s  ro important t o  t h e  succesr 

of a product. 

So you re8 how it 5.8 vital fo r  a dis tr ibutor  t o  carry an adequate 

inventory i f  he i a  not t o  hur t  the Winery and the salesman, a s  w e l l  

as himself. haa kept an adequate invent0 ry. 

Now - I have l le ted  the  responsibili t ies of t h e  Winery, as w e l l  as 

tha t  of the  Mrtributor,  i n  this effort. I will discuss the respon- 

s i b i l i t y  which i r s  t ha t  of t h e  salesman. 

C. The Saleman mu8t.t 

1 - Get replacanent i n  a l l  stores, 

2 - Get the rertailers* verbal recomrnsndation by 

thoroughly se l l ing  him on the  story of Gallo 

quality, packaging, p r i c i ~ ,  advertising, and 

Gallo rerponsibility, prestige and leadership 

in the  industry, You murt 80 sell hjsp t ha t  the 

r e t a i l e r  will recommend Galle tmd glwitch his 

customers. 



' 3 - You must get the best shelf position and 

consolidated - t h a t  is a l l  your sizes and 

types together to get the maximum visual 

ef f act. 

4 - You must get the maximum spremd for  the 

same purpose. 

5 - You must place point-of-sale material at  

every opportunity i n  quantity. 

(a) Point of sale material i s  advertiring a t  

the last moment before the sale. 

(b) It a t t r ac t s  the  attention of the consumer 

to your pmduct at  the c r i t i c a l  moment - 
#hen he is trying t o  decide what wine to buy. 

(c) It makes your wine look more important. 

(d) It nukes it look l i k e  the re ta i l e r  i a  reconuuend- 

ing it. 

(e) It reuinds t h e  consumer of our advertising. 

(f ) Point-of-we material prices merchandise - 
it is a service to the re ta i l e r  - and shelf 

s t r i p s  t e d  t o  increase your spread and to 

maintain shelf po rition. 



(g) You must use imagination on each c a l l  te 

the  r e t a i l e r  - atking yourself each time 

before you enter a s t s r e  rnHow em I goin8 

to  improve Gallo i n  t h i s  s tore  a s  a reeult 

of t h i a  c a l l  - and what shall I trJr next 

time I cal13n If you w i l l  do tha t  before 

a d  a f t e r  each c a l l  on each store, I assure 

p u  t h e  pmgress you make w i l l  be surprleing 

to you. 

By accomplishing large shelf spreads, good position, placing 

point-of-sale, having floor displays, having Gallo cbminate the  

s tore - you a re  having the  r e t a i l e r  unuittedly s i l en t ly  recommending 

Callo t o  each and every person who eaters his  rtore. giving a 

brand real prominence i n  his store, a r e t a i l e r  conveys t o  hi8 customer 

his recommendation of tha t  brand over all others without opening h i s  

mouth. By putting a brand low in  a dark corner or  high upon s shelf 

out of sight and reach, t h e  r e t a i l e r  conveys t h e  impression t o  the 

consumer that  tha t  br'and i s  not recommendad and t h a t  it i s  inferior. 



Ww then - i f  you get the re ta i le re  t o  verbally recomaend Gallo 

t o  his customer8 as  I have mid - by sel l ing him on t h e  story of 

Gal lo  quality, packaging, pricing, advertirilrg ond Gallo reapon- 

mibility, prestige and leadership i n  the industry, and - i f  you 

gat the re ta i l e r s  a i l t n t  reco8ppendation by - as  I bve pointed 

out - getting the  beet shelf pomition, largest  spread, conrolidation, 

all eiees and types, place point-of-mile i n  quantity and religiously, 

ax¶ use your imagination on each c a l l  - you w i l l  have done your full 

share along with the  Winery and the Distributor. 

Ranember this - the brand i s  no stranger than you men - and you r m  

a r e  no stronger than the  brand, So we must all wollc together. 

On the latat ocearsion I apoke fa you, I pmmiaed you the Winery 

would give every ounce of effort  tha t  it pomsessed t o  r ea l i r e  

our common ob3ective. A t  the  b e ~ ~ g  of this meeting, I recited 

the thing6 the Winery ha6 done eince I saw you last, How well the 

Winery i m  fu l f i l l ing  QV pmmlse of i ts  ef for t  - is, of course, f o r  

None-the-1888, - X p&ae you greater effort  by th@ Winery than 

ever befere, 



So did our distrfbutar  - - Hr. - -nuke8 

pmaise, and I a m  my he h a  lived up to hie promlae up t o  

t h i e  time, and I have every reason t o  believe and hope tha t  he 

w i l l  continue hir outstandin$ effort, 

So did you make pmmirer - - and by aud large m a t  of you have 

lived up t o  your promises up t o  thie, t h e .  I hope tha t  there of 

porr who have mrked ro w e l l  w i l l  continue, and thore of you who 

have not - or  those of you who are  new hare - w i l l  ree thing8 in 

a new l ight ,  and make a freah new start .  You owe it to the r e s t  bf 

as, but moat of a l l  t o  youraelf and your family, 

In c lodng l& me say - although mme wil l  say Gallo has made great 

progress during tha last 2 years - our r a t e  of pmgreas w i l l  be 

stepped up and greeter a s  we develop more msn to help us in 

Modeeb - We w i l l  be looking over your t e r r i t o r i e s  in t h e  hope 

of finding man t o  help ur, 

Hope t o  aee you moner next time1 



Delivered February 28, 1963 
Stanford Univerrity Busineea School 

BUILDING A SALES ORGANIZATION FOR GALL0 

I wae invited by the Chairman of your eynpoaium group, 

Tad Winane, a few weeke ago to come to talk to you. I told him I phould 

be glad to come -- what did he suggeet I talk about? "Something about 

the problems in building a males organization for Gallo', he replied. 

In a chat with him a few day8 later, he happened to make a 

remark which characterieed a philorophy which I have long felt and 

believed. It occurred to me that I probably would be more helpful to 

you if I discuesed that subject, inetead -- i t  being a broader and more 

fundamental eubject -- and it will include reference to 'Building the 

Gallo Sales Organization'. 

Tad Winanr @ statement, and the subject I intend to discues with 

you here today is: "Young hien'e Capacities a r e  Ueually Underertimated 

By Most Companies". 

1 have felt thie way for s long time. I muet have felt that way 

when I w a s  your age -- about 30 years ago. I believe I will demonetrate 

the fallacy of underestimating a young mant e capacitiee best not by 

giving you a theoretical diecueaion, but by an example -- a true care  

hietory -- the story of E & J Gallo Winery, and how the Gallo ealee 

organization war built. 



But firslt a word aa tg who and what the Gallo Winery is today. 

Gallo is the largest wine- producing and marketing organisation in  the world. 

This position haa been achieved even though our producte am of this t$me 

have complete distribution in  only 26 etatea, and partial distribution in 16 

ot2iers. W e  still have a lot of growing to do. W e  have planted and developed 

eeveral thoueandsl of acres  of vineyarde at Livingston. ~t Modesto we have 

the world'e largest winery, with 32,000,000 gallons capacity, and other 

large wineries a t  Fresno and Cueamonga. In addition, we have long-term 

contract@ for the entire production of 8 other wineries, eituated in  various 

parts of the state. b e  have recently built one of the largeat glass plants 

in the weet to make our own bottlee, and another plant to make our own 

b ~ t t l e  caps. 

But, let 's  go back and start  at the beginning. In the fall of 1933 

when my brother Julio and I were just about your ages -- 23 and 24 years 

of age respectively - - prohibition lawe in the U. S. were repealed, legaliz- 

ing the sale of wine and other alcoholic beverages for the f irst  time in 15 
\ 

years. We were small grape growers a t  that time, during the depth of 

the depreeeion. Our combined caeh consisted of $5,900.23. 

Nith the legalizing of the production and sale of wine, I saw what 

I conaidered a natural opportunity. We quickly decided to go into the wine 



I took inventory of our rerourcers: 

I Experience in producing wine -- none l 

Experience in marketing wine -- none 1 

Cash -- $5, 900.23 

C~nfidence - - Unbounded ! 

P.t that time I honestly felt I could do anything anyone elee could 

do -- not because I w a s  brilliant, but because I w a s  willing to devote aa 

much time and effort ae was neceeeary regardleee of sacrifice. To 

s tar t  a winery, $5,900.23 did not appear to be enough. A building, 

grape crusher, prees, pump, filter and tankr were needed, as a mini- 

mum. 

With enthusiasm I told of my plans to go into the wine bueinerr to 

my relatives and friends, but anticipating my need for money, they cut me 

short by saying they had no money to lose. 

C:uickly realizing I could not raise the money for a building, I 

rented a building from the railroad a t  $60 per month. I went to San 

Francisco and found a emall machine shop that w a s  building crushers and 

prePreee in anticipation of repeal of  prohibition. R salizing the owner wae 

venturesome, I had no difficulty in buying the crurher and preer (approxi- 

mately $2,000) on termo of a 90 and 180 day trade-acceptance basis. 

Tha redwood tank manufacturer6 required more pereuaaion, but 

finally rold me 100,000 gallons of cooperage for $4,000, also payable on 

90 and 180 day trade-acceptance. 



It warP now late in August -- just before the grape harvert. I 

now had facilitiee and know-how, but needed grapee. I contacted grape 

growerr, I pointed out that graper were being sold at  only $8.00 per 

ton, I pointed out that on December 5th i t  would be legal to oell wine 

again for the first time in 15 years, that wine would sell for probably a 

minimum of 5Q$ per gallon. A ton of grape. would produce 160 gallone 

of table wine. If they would bring me their grapee, I would make wine 

and would either give them or sell for their account 60 gallon8 of wine 

in return for each ton they delivered to If the wine would sell for 

50C per gallon, i t  would grose, them $30 inetead of $8 per ton. This 

would give m e  for my ehare 100 gallone of wine per ton of grapes they 

delivered to me without any coat for grapee. On t h i ~  basie, I rucceeded in 

getting enough grapes to f i l l  the winery. 

I now had wine, but no customers. Repeal of prohibition on 

December 5th was drawing close, and so were the due dates of the trade 

acceptancee I had isaued in payment for the equipment and tanks. 

One morning, a few days before the 5th of December, I received 

a letter written by a prospective purchaser of wine from Chicago, re- 

questing eamples and prices. It was addressed to all in California who 

had taken out licenses to produce wine. 

Knowing my bills were coming due, i t  war imperative that I got 

 hi^ order. I took eampler and boarded a plane that rame day for Chicago, 

and the next morning w a s  at  the office of the proopective purcharer when 

he arrived. He remarked at the coincidence -- that he had julst &ritten 



me, and here I war in hie office about the sarrrct time. I let it go at  that, 

and sold him 120 barrel6 -- 6,000 gallons at 50$ per gallon -- receiving 

a check for full payment in advance. I continued eaat, eatabllehing curtomerr 

in sufficient number to take our production for the year. With a first yeartr  

profit of $34,000 our plant was immediately enlarged, embarking uo on an 

expanlslion program which hae never ended: 7-million additional gallone a r e  

scheduled to be added thio year, for example. 

The structure of the wine induetry from repeal of prohibition in 

1933 to about 1940 was largely that of wineries producing bulk wine and 

selling i t  to bottlers in variour markets. Bottlere, in turn bottled the 

wine and sold i t  under numeroue labele to retailers. Sales by wineriee 

to bottlers and bottlers to retailers were made principally on price alone. 

It was at that time essentially a commodity businees. A bout 1940 the 

rtructure of the wine industry etarted to change. There was a growing 

realization that the future would belong to Brands. Commoditiee do not 

create a position in the market for their seller r. The 60-called 'Igiante'' 

of the induetry of that day were making clumey efforta to market a omall 

quantity of their production under their own brands. 

I realized that the Gal10 future would be in developing our own 

brand. Again I took inventory of our resources: 

Experience in packaging - - None I 

Experience in advcsrtiaing - - None l 

Experience in merchandieing - - None I 



Experience in eelling to retailere - -  None! 

Financial capacity to launch a brand --  very limited! 

Experience in producing a quality product -- at  leaet as 

good a s  any in the industry! W e  had already eetabliahed the 

nucleus of what wae to become the foremost wine research 

and quality control laboratory in the industry. 

Although we were operating a t  an increasing profit each year, 

our earninga were required for the continuoue growth that had been taking 

place: increased plant, inventoriee, and accounts receivable. 

Confidence - - Unbounded ! 

Becauee of my complete lack of experience in brand promotion, i t  

just made sense to start  eotabliehing a brand slowly -- in epite of what the 
I 

"giants" were attempting. 

I started by acquiring two of my customers: a bottler in Los Angeleo 

and a bottler in New Orleane. 

I went to LOB Angeles, literally to reason out how to e ~ t a b l i s h  a 

brand for Gallo. 1 went into etoreo, looked a t  their physical layout, aaked 

questions of clerks and owners: from this study in the store6 I came to some 

simple conclueions: 

Everything being equal, a consumer buy8 brandm he knows and ham 

confidence in. I reasoned that brand knowledge and brand confidence comes 

only from -- advertising --, or  one customer recommending the brand to 

another, - - o r  reconlnlendation of the retailer. 



When I otarted to think in terms of establishing the Gallo brand 

back in 1941, I quickly came to the conclurion that I did not have the 

reeources to elrtablish consumer knowledge of and confidence in the pro- 

pored Gallo brand by media advertioing. I rimply did not have sufficient 

money available to upend the large oumr required even in thoee day8 to 

make an impreerion by newspapers, radio o r  billboards. There war 

no televieion in 1941. Therefore, conoumer advertieing at  that time, ae 

far  ae I was concerned wae impoeoible. 

Recommendation by one coneumer to another ? This couldn't 

happen until you get rome consumers started first -- beaides, our product 

at that time did not have euch ouperiority in quality ara to merit euch 

voluntary comment among consumers. Therefore, the only avenue open 

to me in eetablishing Galio a t  that time was the retailer1@ recommendation. 

Since the Retailerto Recommendation was to be eo vital in establishing 

Gallo, it was obvious a very careful study and appraisal of this effort w a s  

imperative. By talking to retailere and by reasoning, I came to the following 

conclueions which, incidentally, have stood the teat of time. 

First, retailers are ,  ae a rule, either too buey or too indifferent 

to vocally recommend a product very long, even for monetary coneideration. 

Second, effective retailer recommendation can be obtained without 

hie raying a word - what I term hie eilent recommendation, by obtaining for 
. , 

Gallo dominant exporure, making Gallo visually very important in the rtore. 



I reasoned that by giving this dominant visual expoeure and 

importance to a brand in the retailer'e etore, the coneumer would 

accept this dominance a s  indicative of the retailer1e conaidered opinion 

a r  to which brand ie the beat, and in effect, which one he ie  recommending. 

It would give the consumer confidence in buying Gallo. I came to thie 

simple conclusion back in 1941 when I started ertablishing the Gallo 

brand, and ite importance ie as imperative today as i t  Wac then. Having 

determined that for the firet few years, st least, I would be limited to 

promoting Ciallo by the retai ler8@ silent recornlendation, I met about to 

determine how I war to obtain thir dominance in the retail  etore. 

A s  I have proviouely stated, up to. this time wine wa8 sold pretty 

much ae a commodity. dottlere used almoet any shape bottle, unattractive 

labels, and eold principally.on price. No effort w a s  made by a bottler to 

get any particular poeition in a etore for hie wine. A s  a reeult, their 

bottles were stuck around mixed with everyone else8e wine. A real  

hodge-podge. 

Again in talking to retailers, putting together their thinking and 

euggeetione, and using juet plain common eenee, I determined that I could 

obtain the retaiger'e eilent recommendation by the following: 

1. Producing and maintaining a high quality product. 

2. Packaging the product in a die tinc tive manna r denoting quality. 

3. Providing a conatant fair and eure markup for the retailer by 

fair-trading the consuiner price. 



4. Occasionally providing a "deal" or  extra incentive to the re-  

tailer to encourage him to buy sizes o r  t y p e  he w a s  not carry- 

ing, o r  to juet load him with enough Gallo wines to absorb his 

purchasing power and exclude competition. 

5. Overcoming the retailer 's usual objection of "no room" for a 

n e w  brand by providing an attractive metal rack holding ten 

came  of wine. T h i ~  w a s  eelf-liquidating from the profit on 

the f irst  ten-caee order. 

6 .  By sending mailing piecer, "broadsides", I called them, to 

each retailer each month. These were very bold, colorful 

pieces unfolding to 18 x 24 inches. Their purpome war to: 

announce our pronlotional programs, 

eho* pictures of our F. 0. S. materials, 

Show a reproduction of the single full-page ne wmpaper color 

ad we would x n .  This technique prclved to be euryrieingly 

effective in giving the Gallo brand status. 

I reasoned that i t  would be imperative to constantly exert great 

effort to have the retailer stock all typee and sizes of Gallo 

wines in quantity, 

To obtain the most visible position a t  eye level, 

T r im  ehelvem with the colorful P. 0. S. w e  provided. 

To  uee bottle collar@ to attract consumer attention to Gallo 

winas. 

Rotate stock, and keep the Gallo ahelves otocked, 

Duot the bottles. 



To place counter dieplays of Gallo wine next to the carah 

register. 

And to talk to the retailer about the quality of our produCt. 

A l l  of theee thinge would have to be done to obtain the re- 

tailer ' 8  silent recommendation. 

It became apparent to me that to do all of these things to 

obtain the retailer's silent recommendation in each store 

would be quite a job. 

The next matter to consider wae how to get all thie done at the 

retail level. I started by talking to wholesale liquor dietributors. Thir 

was the method of distribution used by other wineriee. 

I roon learned that a liquor distributor's ralssman ueually ha8 

eeveral lines and many sizes of whiskies, gine, cordials and imports a s  

well as wines for sale. A s  a result, it is not unusual for a wholesale 

liquor distributor's salesman to have *ell over 500 iteme to sell. This 

made it impossible for him to devote much of hie effort to selling wine. 

It became immediately apparent to me that I could not hope to get 

the intensive sales effort that was required to do this job by the method of 

selling the retailer that my competitors were ueing. 

The only thing that made mense to me war to have retailere called 

upon by salsrmen concentrating their entire effort on Gallo. 

Thie meant the creation of a males force. 



I wanted men with a background of retai l  eervice. I hired young 

men f l - ~ i ~ l ~  tke ranks of the soap, grocery, soft drink and tobacco industries. 

Zach inan ."as given epecific accounts, required to make regular calla and 

daily reports.  

The sales force was divided into teams of 10 m e n  each. A super- 

visor &as employed for each team. 

Retailers ir, i .os  r'ngeles soon felt that here +,as a braad on the 

move. For the f i r s t  tirze, here ;"as a of coasistent quality. 

.' t trac tively gackaged, 

.I' ggresaively rnercllandised. 

We inmiediately assurned the status of leadershib. 

In those days A e   ere f i rs t  and alone in  the ailic: business to do 

these things - -  sirnple principles, but a s  a package, extrerrlely effective. 

Our p o g r e s s  in Los i' ngeles  as phenon;enal. Continuing to use substantially 

the same technique, as soon a s  Ne establielled onz market .ve invaded another. 

In this latter regard, I shv~lld s a y  that an important colitribution to 

Gallo progress has been by recognizing the capacity of acd encouraging 

young men to go into business for themselves a s  dietributors of Gallo wines. 

You may be intereeted to know, for example, that our distributor for 

the whole San Francisco Bay Area ie one of our former salesmen. Our New 

York distributor is owned by a former  salesman and his forrrier sales  manager. 

Our etate of N e w  Jerrey diatributor io owned by a former  winery 

etate manager and the former  saler  manager of another Gallo distributor. 



I T heee organizations, to mention only a few, have grown to  be highly 

effective argsnizations with approximately 100 salesmen each. 

There  a r e  a number of etatea we are not yet in and await the 

development of proper personnel. We are alwaye ready to  aeeiet a pereon 

of proper capacity and integrity, if he wante to become a dietributor for , 

Gallo wines. 

I mention this to esr~phasize that although some con:panies under- 

estimate s yoilng ~ n a n ' s  capacity, there a r e  many who do not. 

In those fe V.U states ahere  w e  do distribute through wholesale liquor 

distributors ,be require a separate wine sales force concentrating on our 

wines alone. 

; long ~ i t h  our c l e s~re  to expand our distribution, it became 

, ., , necessary to build a  sale^ organizatiun. 

T o survey potential markets 

'I' o establish and train distributors 

T o  fezd back to winery headquarters market information 

T o  convey to distributors winery policy, programs, assistance 

and supervision. 

Mortly from the ranka of the salesmen w e  developed winery 

representatives, etate managere, regional managers, brand managere, 

dietributors. A s  time passed, it was to  be expected that cornpetition would 

react  by attempting to do the things w e  were doing. 



But in most cases, it war too late. We already were generating 

the capacity to advertise in newrpaperr, radio, and then televieion. From 

utarting as perhape the smallert, we were uell on our way to become the 

largeet. 

Now, of course, our competitive capacity alro include8 a highly 

rkilled merchandising materials production department as well a6 the 

usual advertising department. 

With the development of our new productr, w e  recently inetituted 

the brand manager system of control, to maintain maxiinurn effort on each 

product. Under this system, each brand manager is virtually in business 

for himself. He i o l  responsible for hie productr in: 

Testing 

Initiating proposed budgets 

1- ac kaging 

Initiating proposed advertiring campaign8 with the advertieing 

agency, 

3 orking out advertieing schedules 

Initiating effort on the part of the merchandising department to 

create promotions for his brands 

Checking the market am neceeeary to determine that the sales 

department is exerting ratisfactory effort on his brands, and, 

E stablirhing sales quotas 

In short, he i s  virtually responsible for the euccees or failure of the brands 



It ie  him job to see that the Winery'a resources a r e  uaed 

effectively to further the a a l ~  of hie assigned brands. 

In every growing organization there ir a rhortage of capable 

men. New products, new markete, new eonceptr open up new poeitionr 

requiring more and better executives. 

U p  to a-fe w years ago, we looked to employment agencies for 

such men. Thie eource proved to be increasingly dieappointing. We 

found that middle-aged men of rea l  ability, except for unusual citcumstancar, 

don't change jobs. Their value is usually fully recognized by the company 

they a re  with. In contrast, three yearr  ago our director of marketing, quite 

by chance, happened to emplm a young man who rtruggled through to receive 

him M. B. A.  here a t  Stanford. With a minimum of training, this young man 

har developed into an outrtanding brand manager. This war a powerful 

reminder that young men's capacitier a r e  usually underestimated. 

With thio thought in mind, we decided to immediately institute a 

prograrri of developing our own executives. We employed a man with a 

background of college teaching and personnel training to head u p  a recruiting 

and training program. 

Thie training program i s  conductecl in Loe Angeles, where we operate 

our own distributing organization. Thie affords us a unique claee and field 

training opportunity. This training in Los Angelee is for a period of 6 monthr 

to 1 year. The trainee, in addition to c lars  room work is required to upend 

time as a ralerman handling for reveral months the full responribility for 

our products in 80 to 100 stores. Next, he become8 a junior district manager 

I 

in charge of 5 or  6 ealeemen and some 600 storee, and i n  a few more mohthr, 
I 



a district  manager in charge of a team of 10 salesmen covering approximately 

1,000 stores.  During thie period he is under constant appraisal by not only 

the training director and other LOB Angelee personnel but also occaeionally 

on-the-ground checks by at least  one company vice president from Modesto. 

He is required to come to Modesto approximately once a month to  sit in on 

advertieing meetinge, and t o  diecusr his observations and reactions, and t o  

review the problems of hie training in order to better judge the direction 

hie aptitudes a r e  taking. By the time the trainee is ready to leave Los 

P ngeles, both he and w e  kno* whetner he w i l l  more  likely be succeseful 

in salee, advertising, o r  brand management. Some w e  find should not be 

in these fields a t  all, but rather  in production or administration, Because 

of our growth, we have executive needs in these a reas  as well. Now in 

concluding, I hope I am leaving you with at  least  the following: 

1. Succes~ fu l  people never think of the t e rm  - "It can't  be done". 

2. \+'hat you may lack in knowledge or experience, whether it 

be in production, adrriinistration o r  salee, you can overcome by 

hard work and common senee 

3. More and more business organizations a r e  becoming aware 

of young men's capacities. 

4. More and more businees organizations have prograins for 

rapidly developing young rnen into executives. 

5. Don't underestimate your own capacity. 

You may not now know ahere  your greatest capacity lies, but you can - 
quickly find thie out by joining one of the many organization8 which a re  in 

a yoeition to give you opportunity to demonstrate your ability to find and 
\ 

organize facts. 



To  give you the opportunity to think about them 

To give you the opportunity to come to conclueiona 

To give you the opportunity to recommend action 

and then, to give you the opportunity to ca r ry  out the programs you devise. 

With such an opportunity and with encouragement and guidance, you 

w i l l  quickly determine your capacity for growth, You can help to prove again 

that young msns'  capacities are usually underestimated, 



by ERNEST GALLO E. & J. GALL0 WINERY 

[El). SOTI-: .\I(I!,~)c EI.II(*S~ CNIIO is a cisiontrr!l, btrt if 11e is, 
t11(1 rc,c.or.tl i~i(lic.crtcs tlttrt lit! is N cery ~)rtrcticcrl OIIC. 111 this 
crrtir.1~. l)crsc,tl or1 (I rrBcrBttt tcrlk to tllc ttlcnthcrs of tile Aincri- 
~ ( I I I  Soc.ict!l of E:~rologids, Gtrllo rrlcpcrstrrcs the present ugcrinst 
thcl ptrst, crr~tl t l ~ e  frrttrre N ~ ( I ~ I I S I  tile ~)re.~etlt. CIIIZO'S m(r111- 
atiorl of' the* Ctrlifort~icr tcinc inclrrstry9.y frrtrrre urr~orrt~t.~ to 
strrtittg 111crt if tlrc! irttlrrstry is t~ot  onc of t11e "good sized in- 
drrstrics" of tltc U. S. 30 yecrrs frort~ notr;, if tr;ill not be be- 
crrrrse of (1 lack of 11otcr1ticrl.1 

SISCE tlir \\'inc I~itlustry is ol)st~rving the 30th anniversary 
of tlir rcpcill of prohi1)ition this year, I feel it is proper to 
revie\\. tlie col~tlitio~l of our int111stry on repe;ll of prohil~ition, 
to ilsses ollr c u r r c ~ ~ t  st ;~tr~s ;titer 30 years ot existence, ant1 
with this 1)ackgrountl ;mtl informntion, to ;~ttclmpt to project 
ourselves into tlic nest 30 !.ears. 

\Vc shall see that if \ve st~cccetl in tlrveloping our potentiill, 
we hove ;I st~r~risinglv great future. 

The deserving of totl;t!l-\\dirther gro\vc.rs, e~iologists, mar- 
keting mi-n, m;ln;tgers or o\\,nrrs-slio~~lcl look for\v;~rcl to tlie 
future \\,it11 anticip;ltion anti excitement. 

So\\,, k t  11s stitrt from the beginning: December 5th, 19:33. 
To m;tke gootl \\line you ~ieetl good gritpes, ant1 what grapes 

\\.rrr ;iv;til;tblr in 1933? During tlie fiftrcn yt,nrs of prohibition, 
fine tirblc \vine grapes almost tlisi~ppcitrecl, ha\,ing 11ccn re- 
pl;tcrtl \\it11 thc! common vi~ric~tics. This h;tppr~lctl bi~citusr 
\\.i~ii. \\,;IS m;ttlr in thr liomc tl~crillg prohil)ition, ;~ntl gr;tpibs 
hat1 to l)c rugg(btl to tri~vcl long distit~iccs ;teross the cou~~t ry  
to people who tlitl not kno\v any more al)out grapes tllit~i 
t l ~ i ~ t  thcy \\-crc! either \vhitc or I~lack. 

, So, il l  193:3, insignificant variet;tl acreage esisti~d. \'iticul- 
turi~l pr;icticcs \vecc quite eleme~~tilry. Tlic g r ~ \ \ ~ c r s  were, in 
Iitrgc p;trt, inexperienced people \\tho li;~tl bee11 ;ittlncted to 
gr;tpis growing from other walks of life 1)ecause common 
\,;~rictty grapes \\!ere bringing phenomen;~l prices in the East- 
ern Ircsli gr;tpc market for Iiomemittle \vine. 

These gro\\,ilrs knew little itl)ot~t mitintilining proper soil . moisture, fertiliz;ttio~~, or pruning and spl;~yi~lg pritcticcs. 
Thrir limitctl kno\vledge resultetl in light yirltls per acre 
itntl inferior gritpes. 

Today, bceiulsc of rcsc;trcIi Ilv the Univc~sity of Ci~lifornia 
i~ncl mc-mbers of tlic i~~clustry, vitic~~ltural pri~cticc-s Iiavc b(3c.n 
improvrtl ;trltl ;ttlv;tncctl. Tllc r111;untity prot111ei.d per ilcrc is 
fiir gl.cb;~tcr ant1 thc quality is f;tr I)csttc.r, tl1;111 tliitt Of 30 )'CitI'S 
itgo. rn;tking possil,lc tlic productio~i of niorc, ; t l ~ t l  much l~ctter, 
\v111t*. 

IIo\\.cvrr todity, 30 yel~rs itltcr thc rcl~i.;tl of prohil>itio~r, 
\ire still linve ins~~fficirnt ;Icrr;tgr pliir~tctl to fin<. wine grit1)i.s. 
This is one itre;t \\,here \ve ciuniot t ~ k e  pricle i n  accolnp- .. lishrnel~t. 

\Ve 11;tve h;ttl the <c.so~~rces ;it 1i;l11tl to grc-;ttly improvc ant1 
incrc.:tsc t l ~ e  pliinti~rgs of gootl vi~rii.t;tl \vinrm;tki~~g griipes. 
Too fe\v of us have tlonc this, to tlittc. \Ve ci11i IH: grc~~t ly  
eneouragcd, ho\vcvcr, hy the increasing i~itcrcst itntl nction of 
growers and vintltcrs in tlic litst scvcrill ycilrs. 

In the nest 30 ymrs. I kl icvc that our research will dcvelop 

grape varieties of considerably higher yield, with desirable 
vilrietal chi~mcteristics which are at least equal to the very 
best we now have. I rate this as a goal of greatest importance, 
for I consider the dcvel~pmellt of more fine wine grapes as the 
key that turns the lock that opens the door to the future. 

On the repeal of prohibition, the little winemaking know- 
how available to the industry was limited to a hantlful of 
older men who were entering the wine business as proprie- 
tors, and to a few pamphlets published around 1914 and 
earlier by Professor Bioletti of the University of California. 

For example, all that my brother and I knew about wine- 
making at the time of Repeal was how my father used to 
make wine in the basement for our own use. Some of you 
may remember what homemade wine was-something like 
grapejuice in December and something like vinegar in June. 

My brother and I started looking for a winemaker. \Ve ran 
down various lends obtained from old timers who used to 
work in \vineries before prohibition and we reached a dead 
end each time. The people we sought had either passed away 
or could not be tracked down. 

A search of the local library unearthed two of Professor 
Bioletti's pamphlets. These pamphlets were probably the dif- 
ference between going out of business the first year because 
of an unsalable product, ant1 what was to become the Gallo 
Winery of today. 

I believe I would be safe in estimating that there were 
only itl~out half a dozen trained enologists, chemists and 
tcchnic~nns in California 30 years ago. Today we have about 
thrre hundred, and about ten to tweiity are joining the  
industry annually. If this industry groivs as I think it will, 
we will soon have several times this number. 

Increased technology, breakthroughs into new scientific 
areits in other industries which are adaptable to ours, explo- 
ration of new areas, and development of new products will 
rerillire an increasing number of highly trained enologists, 
chemists, and technicians. The enologists of today and to- 
morrow now have a tremendous base of knowledge to build 
upon. 

Let us compare the know-how and practices of 30 years 
ago wit11 those of today. 

Thirty years ago we burned s ~ ~ l f u r  sticks in tanks. Today, 
we have automatic SO, feed, and we are now on the thresh- 
oltl ot completely eliminating SO, in winemaking. 

Thirty years ago oxblood, isinglass, or sk~m milk, \\,as used 
its a clarificant-and used only when there was a full moon. 
Today, it's Bentonite or ion exchange on any day of the year. 

Thirty ycars ago most fermenting was without cooling- 
\\it11 thc res~~ltnnt stuck \\line coming from fermenters, tasting 
fl.lt ant1 over-heated. Today, all our fermenters have cooling 
coils, and fermcnting temperatures are under reasonable con- 
trol. \Ve are already thinking in terms of automatic control 
of the temperature to its optimum point in the fermenters, 
tlcpcanding on the variety of grapes-perhaps as low as 50" F. 
for some with properly selected yeasts. This will be one of 
the great steps forward in improving our quality and contrib- 
uting to the enormous increase in consumption that is in 
the offing. 



I I N . . . w h t  we &d yesterday is obsolete today . . . 
Thirty years ago we depended upon the natural wild yeast 

to start the fermentations; today we have pure wine yeast 
cuke, and before another 30 years we may be using selected 
enzymes alone, to develop the very best characteristics from 
each variety of grape. 

Thirty years ago oxidation was a problem of great magni- 
tude. Xlanv wines were already oxidized at the time of 
bottling, with the result that we were exposing the new 
American market to inferior-in some cases, undrinkable- 
wines. Is it any wonder Americans were so slow in developing 
a desire for our table wines? 

In recent years our enologists have tackled the oxidation 
and shelf-life problem and have made great strides. This has 
contributed materially to the healthy increases in table wine 
consumption, and these increases will be augmented by new 

.. developme~its in the offing-the use of atmospheric control 
and antioxidants. 

One of the most dramatic improvements in the last 30 
years has been in winery sanitation. 

From the use of small, leaking, sometimes contaminated 
and molcly wood tanks, our industry has progressed to the 
giant plastic-lined, insulated steel tanks that are comparable 
in sanitation to giant thennos bottles. We can wonder if 
greater sanitation is possible. Much of our cleaning is done 
manually, and I believe the next 30 years will bring fully 
automatic sanitation. 

Thirty years ago, the only way known to bottle wine with 
the hope of keeping it from spoiling was through the addition 
of excessive doses of SO,. This destroyed much of a wine's 
niltural, delicate character. Today, we do slightly better by 
pasteurizing into the bottle, and considerably better with 
DEPC. Thirty years from now we will have been using selec- 
tive antibiotics and sterile filtration for many years. 

Thirty years ago we had Ebulliometers for alcohol test, 
sugar stem for solids, and litmus paper for acid. We have 
now progressed to semi-automatic, micro-dichromate alcohol 
test, refractometer for solids, and recording titrimeter and 
gas chromatography for identifying minute quantities of the 

.' congenerics in grapes and wine. The future will hold for us 
fully automatic wine analysis with digital computers compiling 
the necessary data. 

No one in this business is more aware of these changes 
taking place today within the industry than the enologist. The 
enologist has revolutionized the art of winemaking and 
through modern technology and advanced scientific theory 
will augment this revolution to the point where methods 30 
years from today will have made today's practices even more 
obsolete than the the methods of today have made obsolete 
the methods of 30 years ago. 

Of course, the people within the industry have changed, too. 
Let us look at the people who entered this business on the 

repeal of Prohibition. A few had been winery owner before 
Prohibition; another few had been in winery management. 

These were people who had remained associated with the 
industry tllrough vineyard holdings or through attempts at 
producing or selling gmpe juice and/or a little sacramental 
wine, They had for years been clinging to the hope that 

Repeal would some day come. But when it came, it found 
them an impoverished lot. 

By and large, however, the people who fushed into the 
wine business at Repeal were people who were attracted to it 
mainly because they saw n new industry coming into being. 
They jumped in with 110 experience, training or capital, hoping 
to find a quick way to make money. 

Both categories of people had to think first of survival and 
only then of the consumer. 

Because of ignorance and/or necessity, they bought grapes 
as cheaply as possible, produced wine as cheaply as possible, 
and sold it as cheaply as possible and couldn't pay their debts. 

Is it any wonder that our industry started SO chaotically 
and grew so slowly? 

At its start, we saw the same wine bottled under several 
labels and priced to the consumer as low as 39c per fifth and 
as high as $1.75 per fifth. This did inestimable damage. Con- 
sumers switched from one brand to another, sometimes to 
higher prices, in their search for something they might like. 
Unfortunately, they too often found the same poor' quality. 

The first attempts at bottling were clumsy and crude- 
packaging left much to be desired. Today, wine packaging 
receives great care and effort and is often the result of the 
best packaging engineers and designers in the world. 

Wine now costs little more to the consumer than it did 
shortly after Repeal, and the quality has vastly improved. 
Wines today are actually a real value. I am sure that during 
the next 30 years, the quality of wine received by the con- 
sumer will be increasing faster than the price-the competi- 
tion of other beverages will see to this. 

Today, I believe we are equal to the challenges ~f competi- 
tion. The wine industry is now comprised of comparatively 
well-financed people, whether they operate as an individual, 
a corporation, or a grower cooperative. The personnel is highly 
skilled and trained in the areas of viticulture, enology, pro- 
duction, and marketing. People in management and ownership 
today are, on the whole, competent business people. They are 
modernizing and building new plant facilities, placing increas- 
ing emphasis on training and skill in the areas of chemistry, 
technology, enology, marketing and management, making the 
best wine possible with the grapes available, developing and 
planting new grape varieties, developing new wines, and in- 
creasing our sophistication in marketing wines. 

It is noteworthy that the California wineries, by voting for 
the Fermenting Materials Marketing Order, have shown they 
are starting to appreciate the importance that the quality of 
wine is to play in our future. This is an historic initial step 
forward for the improvement of the quality of California 
wines. 

Let us compare the wines produced 30 years ago with those 
produced today. 

Then, our table wines were heavy, very dry, high in tannin, 
usually oxidized, coarse, harsh and often sour. Today they 
range from full-bodied red wines to light rose and white wines, 
reaching in sweetness from quite dry to very mc.llow, permit- 
ting tlre unsophistiqated as well ns the cnticul a~rtl thc ex- 
perienced to find a wino of their pnrtic~ild~r I~king. 



Our %)';i, \\rilles of 30 yeilrs ago were limited to Port, Sherry, 
~[r~sci~tc~l ,  Tokay and Angelica. They were unstable, of crude, 
inconsistc'nt ~ ~ r ~ n l i t ! ~ .  ;rncl were consumed primarily by unfor- 
t l l l l n t c b ,  lo\\-incomc? individrlals. 

Totl;ly o11r cIc.ssc*rt wi~ies are materially improved, and are 
Il(,\\r of s ~ ~ c l ~  clrinlity that they are being increasingly consumed 
by people ill higher income brackets. 

Tllcse clcsscrt \vines will be further improved, ~erhaps  by 
]o\vering thc alcoliol from 20% to possibly 18% or 1796, 
or perhaps by developing better varietal characteristics through 
viticc~ltrlre. 

Special Natural Wines have made their place, currently 
representing 1 out of each 6 gallons in the 20% category. 

California table wine shipments have increased from 12 
million gilllons in 1935 to 46-million gallons in 1863, and 
~,R\ .c  nvcrilgcd all increase of 10% per year the last five years. 

.\n:,~i.ic;~n 20% twines have grown from 19-million gallons 
:-: ::?.:.i to I l+million gallons in 1963. The disturbing fact, of 
. ....'. is that tlre consumption of 20% wines has not in- 2 '. .-< ' 

,.rc.iscd during the last five years. 
\\'ithout question; the Special Natural Wine category pre- 

sents a challenge to develop wines that can stimulate the 
volume of the 20% category. This is an area where the enolo- 
gist can develop products limited ,only by his imagination and 
the Internal Revenue regulations. 

The wine industry, like any other industry, cannot stand 
still. It will either progress or regress. As a result of increased 
purchasing power, education, leisure time and advertising, 
customs and taste change very rapidly. 

Thirty years ago if the producer of any product turned out 
a standard, dependable product, he "had it made." So 'much 
so, tbat you may recall what Henry Ford was led to say in 
reply to his marketing department's request for the production 
of Fords in various colors. Said Henry: "They can have any 
color Ford they want, as long as it is black." We know that 
this policy was changed fast when the great Ford Motor 
Company was within inches of going broke as a result of 
General Motors, Chrysler and other automobile companies 
giving the public something new and better, as well as many 
beautiful colors from which to choose. 

Faced with,similar competitive forces, the wine industry 
must grow faster if it is to continue to grow at all. It must 
grow faster by constantly .improving its existing wines and 
developing new wines. Hard liquor, beer, soft drinks, juices 
and new beverages that'are not even in existence today will be 
increasing competitors. Thirty-five percent of the food prod- 
ucts sold today were not even in existence five years ago. The 
radical changes in consumer buying habits in such a basic 
commodity as food are attributable to new products, as well 
as to effective advertising and marekting. We must accelerate 
our rate of progress, or fall behind in the race for public favor, 
and fall short of our full potential. 

The marketing of wine has become a highly specialized 
and very complex profession. 

Today we have merchandising, advertising, and sales peo- 
ple who are equal in calibre to those in the most competi- 
tive fields of consumer products, and who use the same effec- . 
tive techniques. We can be confident that they will compe- 
tently promote our wines. 

Up to this point, we have reviewed together the progress 
this industry has made during the last 30 years. We were 
reminded of its humble beginnings. We have assessed' our 
cl~rrent status. And we have previewed a few examples of 
the ir~.~provements that could well take place in the wine 
int l l l . , :~) .  (Illring the next 30 years. 

\\'llat was my purpose in taking you through this highly 
respectable record of the induetry's accomplishments to date? 

My purpose was to esti~l~lish that the last 30 ye:irs have 
been a period of "preparation" and that now-30 years after 
our start of preparation-we are ready for "commo~cemer~t." 
The commencement of what can be a 30-year period of fan- 
tostic growth in our industry as a result of our current c.~piicity 
in viticultural expetience, technology, facilities, marketing 
and management. 

Stated in another way, my purpose was to prepare you f o ~  
the acceptance of such volume goals for the next 30 years 
'that, although they may at present stagger the imi~ination 
of some, may nevertheless be accepted as a possibility. 

I need not remind you that Europcan wine consumption 
averages over twenty gallons per capita, while ours is less 
than one gallon. I do not accept the idea that the American 
taste is different from the European when it comes to wine, 
except that it is-strange as it may sound-more sophisticated. 

The American taste for wine is more sophisticated in that 
the American public--except for the very low income con- 
sumer-will not drink a wine unless it is quite good. We know 
that this is not the case with the average European. 

As far as Americans are concerned, all of us have had 
many occasions to observe how repeatedly they require the 
refilling of their glass when served a truly fine wine, and, 
how unapologetically they simply leave their first glass of 
wine after the first sip, if it is not really good. 

From this clue our industry must take its cue. 
If we recognize both its significance and potential, if we 

have the intelligence to see the opportunity, and the courage 
to seize the challenge, the California wine business can be- 
come one of the "good-sized industries" of the United States. 

We know that Americans will, buy and use what they enjoy 
because they can afford it. From my observation, I know that 
there are wines in existence of such desirable characteristics 
that the American who will not enjoy them is the exception 
rather than the rule. Furthermore, these wines would be 
desired by most Americans for daily use if they were auail- 
able in quantity at reasonable prices. 

For example, asuming that advances in viticulture, tech- 
nology and volume production made it possible, what do 
you think would be the American per capita consumption 
of wine if wines such as Wente's Pinot Chardonnay, kion- 
davi's Chenin Blanc and Martini's Zinfandel were available, 
in all liquor stores, markets and supermarkets at 72c per 
fifth, $1.25 per half gallon, and $2.15 per gallon in California, 
and proportionately priced in other markets? Gone would be 
the attitude of "I can take jt or leave it." 

These wines have sufficiht appeal to be used every day 
by a great many people-ar.d very important, not only would 
they be served often, but the quantity consumed at each 
use would be sevdal times that consumed now. Partly filled 
glasses would be replaced by empty bottles. 

What could our annual volume be by 19947 According 
to the U. S. Census Bureau, 30 years from now-in 1994- 
our population will have reached 160 million adults, with 
an average disposable family income of $13,000 versus to- 
day's $7,000. They will have the benefits of higher educa- 
tion and increased leisure time. They will be aware of the 
therapeutic values and the low caloric content of wine. \Vine 
will have assumed its rightful place as a nutritious, enjoy- 
able, wholesome family beverage. 

Let us make some projections. 
I ask you this question: If it is possible, throl~gh increased 

plantings of varietals, advances in viticultural practibes, and 
advances in technology and volume prodl~ction, to make table 
wine of the quality I have described, at the relatioe prices 
I hue stated-then wouldn't you agree with me that it is 
safe to assume that 30 years from now at least 40 million 



" . . .what we are doing today is I# 

already ohlete tomorrow . . . 147 

ptxoplc+)ne-(lui~rter of the . projected ilclult populi~tiorl of 
160 million-\vould use two glasses of table wine pcr day 
on ;In ;~ver;~gc? 

Hcrc is the shocker! Two glasses per day by 40 million 
pc,oplc meilns a consumption of 1 billion, 100 million g;lllons 
per ye.lr. Yet, untler our assumption, this projection is by 
no inc.lns unrei~listic. 

As to dessert wines, ;~ssuming no change in the  tax rela- 
tive to distilling spirits, I believe our enologists will b e  able 
to make such .improvements in product as to permit us to 
;it lei~st maint,lin our current per capita consumption. This 
\vouid mcirn 132 t ~ l i l l i o ~ ~  g;illons of dessert wines consumed. 

Although thc sales volume of Special Naturi~l Wines has 
Icvclrd off, 1 hclicve th ;~ t  Spc~cii~l Naturi~l Wines have not 
rci~chctl thcir frill, potci~tial. I 1,clicve that we shi~ll I,e able 
to protluce wines of such appci~l as to enable 11s to at  least 
increasc our volume of Special Natural Wines proportionate 
to the increase in populi~tion. This will mean an annual vol- 
ume of at Icast 20 millioli gallons per year by 1994. 

As to sparkling wines-Total United States Champagne 
consumption has, as you kliow, grown a t  an average annual 
rate of 7% per year for the last three years. An American 
is, in my opinion, a natural for being a comparatively large 
consumer of good Champagne. H e  likes the dramatic, en- 
joys the fizz, is status conscious, and call afford it all. 

Based on the current 7% annual growth rate and based 
upon the projected population 30 years from now, we  should 
be  selling 40,000,000 gallons of Champagne per year by 1994. 

And now we come to still wines with residual carbon 
dioxide. Here was an idea that could have opened a great 
new volume. Certain vintners, who could not possibly have 
been hurt by the idea, prevailed upon Washington to limit 
the carbonation to five pounds instead of seven. And since, 
as you know, the five pounds is actually the maximum, you 
must, in order to b e  sure that you d o  not exceed the limit, 
carbonate to  approximately four and one-half pounds. This 
new product \\,as licked before it got started, it  was destined 
to hardly make a ripple. What volume the future holds in 
this area is dependent upon increasing the  amount of car- 
bonation currently permitted. Since it is impossible to guess 
how long it will be  before Internal Revenue regulations will 
permit a modest and necessary increase, let us not include 
ihis category in our projection. 

The  consumption of American Vermouth has remained 
fairly static for the lilst five years a t  about 4 million gallons. 
I can see nothing a t  this time which indicates significant 
gro\\~th in the future. 

No\\, let us total the projections w e  have made: 
0 1 billion, 100 million gallons of Table Wines. 

132 million gallons of Dessert Wines. 
20 million gallons of Special Natural Wines. 

, 40 million gallons of Champagne. 
4 million gallons of Vermouth. 

Totill: 1 I~illion, 300 million gallons of wine consumccl an- 
nrli~lly in Amcrica by 1994. W c  can achieve this volume if 
thc viticr~lturists, cnologists, marketing men, management and 
winery proprietors I~iive the foresight, courage, and drive of 
pioneers-f empire builders; if they become imbued with 
the spirit t h i ~ t  this wine business ciln be  truly a great business. 

Let us consider what the industry will need to produce 
the t!-pe of wines described, a t  approximately the prices 
referred to, in the quantities projected. 

It \\,ill need nearly 8 million tons of good varietal grapes 
for t;~l)lc wines and a t  ],east 1,700,000 tons of the  common 
varieties for Dessert Wines, Special Natural Wines, and Ver- 
m o ~ ~ t h .  

For wine illone, thcre would be required approximately 

t1oril)lc the csisting 474,000 acres that ;Ire prcscntly in grapcs, 
for all piirposes. 

Our ilitlnstry's prol~lem of thc immccli;~te future appcilrs 
to be not that of being plaguctl with too mitily ovc:rall acrcs 
of gr;lpes, but rather of tlis;~lloc;~tion of thosc i~crcs  ;~mong 
the various gmpe varieties. There are  too milny acres clc- 
voted to raisin and table varieties ant1 too few acrcs dcvotctl 
to fine wine varieties to provide prosperity to the p o w e r  and 
to permit wineries to supply the demand for the type of 
wine the American consumer is preparcd to b ~ l y  in quantity. 

Therefore, it would seem that there can be  little sympi~thy 
for the grower who persists in plilnting table and r:~isil~ 
variety grilpes. In fact, mcthotls shoultl I)c fount1 to cncv)rir- 
agc? growers to repliice somc of thcir cxistillg t a l~ la  iintl raisin 
grape variety vincynrtls wit11 good wine v;irictit!s 1)). clis- 
semination of information, by lo;~ns, 1o11g tcrm contri~cts, ant1 
any other way possil~le to achieve this cnd. 

This would provide an imtnedinte and ecot~omicnllr/ so~rnd  
way for reducing the production of t a l ~ l e  and raisin grnpc 
varieties currently in over-nroduction: this \vould immediatclv 
increase the price of table, raisin and wine grape varieties. 

This would also start to provide a supply of good varictiil 
wine grapes, commencing five to seven years from now whcri 
the replanted vineyards come into bearing. By tha t ,  time w e  
will already b e  desperately in need of an additional 300,000 
tons of good wine variety grapes merely to maintain our 
current quality and keep u p  with the current table wine 
consumption growth rate. 

T h e  industry should be  able to produce increasingly supe- 
rior wines, to sell them a t  a price within reach of the  average 
consumer, to use sophisticated marketing methods and effec- 
tive advertising to expand its sales, and to prepare for the  
increased volume of business which lies ahead. 

Scientific, economic, and  managerial developments a re  pro- 
ceeding so rapidly that it is almost impossible to  keep up. 
Scientists are  synthesizing elemental materials never before 
in existence. W e  are in the middle of a population esplo- 
sion. Digital computors are  in their infancy. Radioactive 
isotopes will show us the mysteries of grapes and wine which 
w e  cannot now explain. Growth hormoi~es such as  Giberellin 
will control the  size and quality of fruit. Radiation preserva- 
tion will b e  a reality in wine. Expandable warehouses \\rill 
b e  of blown plastic foam and will make insulation, carpentry 
and concrete a thing of the  past. What w e  dicl yesterday is 
obsolete today; what we  are  doing today is already obsolete 
tomorrow. 

The  future demands more specialization and awareness 
of progress, and each professional group within the wine 
industry-whether in science, marketing or management- 
will have its hands full trying to keep u p  with the compe- 
tition of other beverage inclustries. 

With our eyes set on the goal, and wit11 recognition of 
our capabilities ant1 potential, our il~cltistry, insidc of 30 
years, will less resc~nlblc our il~dustry of toil;~y, th;m orlr 
intlustry of totlay resembles our industry of 30 ycb;lrs i~go .  

Our industry necds more nncl inore nlcll \vho strongly I)(:- 
lieve that our commencement is todirkry. SIPII \\.I10 \\.ill 0111y 
for a moment look back to the humble beginning of 30 ):cars 
ago and compare it with the progress that has bccii nl i~dc 
as of today, for the sole purpose of appreciating all the capil- 
bilities we  now have and realizing the opportunities that this 
great industry holds forth for us. 

W e  have just cotnnieticcd to gro\\. \Ve can look' for\vartl 
to the stimrlli~tion, the excitement and the re\\.;~rcls thnt \\.ill 
acwmpilny our developme11t~lcvelo~~n~c11t into ;HI intlristry 
of stilttire ilmong the leilding indr~strics in thc U~~itr . ( l  Statc,s. 
Our futuru is truly exciting. 

WINKS t VINES AUGUST. 1964 
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