
Brief biography
Stefano Inama, forty-nine, after finishing his classic studies, went on to obtain a degree in food science in Milan. He 
then completed his specialisation in applied biology at the Cranfield Institute of Technology in Great Britain beginning 
to work in the biotransformation sector. At the same time, in 1990-91, his passion for wine saw the start of the first 
experimental winemaking tests in his father’s company.

The beginnings
The first bottles were produced in ’91 to be followed by others in 92/93/94. But the debut of the first vintage, the first 
production on view and presented to the public, was in 1995. 
“An enjoyable adventure from the start,” Stefano Inama tells us, “when, in 1991, almost as a “joke”, I presented the first 
bottling of Vulcaia to the company and a mini production of Sauvignon (about two or three thousand bottles of each). 
It was an experiment that, in my heart of hearts, I was convinced would be effective. A commercial move that wouldn’t 
go unobserved, one that would immediately capture the attention and enthusiasm of wine lovers. This unique produc-
tion of Sauvignon was different, almost crazy and without doubt a challenge in an area dominated by Soave Classico, a 
wine whose “past” reputation was already going through a bad patch. My interest in this option before the Sauvignon 
production goes back to one of my good ideas on obtaining the first important results for a variety, for a vine that, back 
then, was certainly not suitable and we didn’t know if it could be adapted. It was only thought that it might be…. But 
commercially speaking, Sauvignon was a new idea that, to a certain extent, could attract the market’s attention to the 
company (such an attention that, out of all of the wines we could have made at the time, especially Soave, none would 
have been able to arouse). We made vitue a necessity. This is the only real marketing move we have idealised within 
the company and it is undoubtedly a winning one. Almost all the wines in our entire range originated from here: the 
two Soaves, the Foscarino (’92), the Chardonnays (the young Chardonnay in the early ‘90s and the Campo dei Tovi 
with a limited production) and the Vino Dolce, the result of drying out the grapes following a procedure concerning 
various working techniques. I already had the formula in my mind, which was immediately translated for the white 
wines. It’s obvious that, in view of the results obtained and the gradually gained skills and experience, the importance 
of tasting the wine at a later date, bearing in mind the development of one’s own increasingly refined taste in the evalu-
ation report, should be pointed out. A wine made three or four years ago is no longer satisfactory, it can definitely be 
made better… This is where our growth began, then we increased the family with Michele Wassler and expanded the 
team with Emiliano Manfro and Riccardo Monteverdi arrived to deal with the operational-technical aspect and with 
Roberta Fratusco and Maria Rosa Niero for the administrative concerns… My father, Giuseppe, has always been, for all 
of us, the grey eminence. And so, in 1995, the commercial development phase began.

Growth
In terms of growth, the consecration of the Vulcaia Fumé, which has won many awards, should be mentioned. It is a 
wine of great personality that, whether you like it or not, has precise connotations that also derive from its fermenta-
tion in barrels. “A wine,” Stefano explains, “according to our philosophy, must express its territory and naturalness 
to the greatest degree possible and leave hints of a unique context, a particular and striking connotation. And then I 
believe that Man can obtain interesting results by working in very close contact with Nature and by deeply respecting 
it (in this sector especially, we should content ourselves with being “controllers”, or rather “observers”). There is an 
evolution within our philosophy, which intends to continue to encourage preserving the strong personality of a wine. 
With growth, both in terms of quality and the expansion of our vineyards, we have acquired an increasingly more 
varied system of competence, which allows us to interfere consistently less with the vine, applying the most suitable 
modalities and systems in accordance with the laws of minimalism. Therefore, from this ‘modus operandi’, for us and 
for any good vine grower, a great gamble arises, the risk of constantly assessing the border between a good result and a 
false naturalness. You need to have the right vine-goodness measuring tape, you need to know, for example, what is re-
ally happening, at all times, within the different organoleptic processes. The main thing is to try and interfere as little 
as possible with those wines that should be clean, pleasant and resistant. Behind our decision, our vocation, there are 
(the new magnificent production of that “revamped” Soave Classico, which has achieved great acclaim everywhere is a 
good example) years and years of research stages, difficult trials and intense application experiences. All, besides and 
beyond the possible inate good essence of the wine. Real wine is not improvised…It is more difficult to work in natural-
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ness and to make simple things than it is to make complicated ones. 
As for the production of red wines, the merit goes to Giuseppe Carcereri – a truly valuable technician – for having 
introduced me to the Berici Hills area. This is an area with an extraordinary morphological aspect (due to the brady-
seism phenomenon) where the first experiments with selected grapes were being done in order to produce excellent 
wines. I realised that it was really exciting to discover an area that had never before been correctly assessed. I put heart 
and soul into this operation. A lucky operation. The first vintage (’97) was extraordinary. The second one also gave 
good results despite the torrential rains at the end of the harvest which, to some extent, reduced the development po-
tential of the wines. But this didn’t stop us from producing interesting wines. A remarkable result, which convinced us 
of the optimal potential of the area. In fact, in adverse conditions, the best areas are seen in the small vintages where 
interesting wines are produced in any case. While, in the same situation, the less suitable areas tend to produce wines 
with weak personalities. We knew we were on the right track and, since 1999 we have been buying new land and vine-
yards. We have fallen in love with the natural vineyard at Carmenère, a vineyard which is giving us great satisfaction 
and which will produce unique wines. An extremely interesting production that is already in the making.”

The vision of wine
My vision has certainly changed, is still changing, over time: in 15 years a person grows progressively, one becomes 
increasingly fussier and definitely more difficult to please. I believe it is something that happens generally. Once the 
tasting stage is over with its many wine tastings, rediscovering and refining the passion for taste, I find that there are 
always fewer wines with something different to say. In the evolutionary panorama there has been a stagnation in the 
qualitative growth of wine with a net predominance for long-range commercialisation, especially at the beginning of 
the century. But growth in the sector had reached a considerable point at the beginning of the 1990s, roaring years. 
Yet I do find the rediscovery of the interest in Nature and in our territory, which has not yet been completely defined, 
much more interesting. I prefer to work internally, applying the philosophy connected to vineyards, adjustment, 
management and minimalism and the understanding of all these phases… All this is part of a deep respect for the 
operational aspects that we already know. Because it is from here that a unique, unimitable wine of great personality 
is made. Generally speaking, it is not by delegating to third parties or by calling up a fashionable consultant that “that” 
good wine which will go down in history is produced, but it is by working in full respect of grape production as a whole 
that will do it. We are at a good stage with the Soave. There are good possibilities also with the red wine production. 
We still feel very young in this sense. Life is long…..

Is making wine a vocation?
Quite frankly, I don’t know. For others, who knows?… I rediscovered my interest in wine at thirty. I was in England in 
the late 1980s and, despite all of the affirmations of Italian products, our presence in the most competitive market in 
the world was, to say the least, pitiful. That’s where I got the input – a real stirring up of a pride in creating something 
good, right there in that country, in a complex and difficult context but one that I think I know very well. This was the 
first spark that attracted me to wine. In an attempt to strengthen, even minimally, the reputation of Italian products, 
I sent some bottles of a particular production from my intial experimentation phase in my father’s company, with the 
intention of attracting a certain public to wine. At the time I was already a wine enthusiast in general but, as a student, 
I certainly couldn’t afford to buy very expensive wines. This is a habit I still have even now – I purposefully never buy 
very dear wines. I find it rather unrepresentative because a wine that has been recommended many times often doesn’t 
come up to expectations. … Shrewd and studied managerial planning, an eye on expenses, together with investment 
containment are golden rules, concepts of extreme importance in our company organisation. Monitoring ones own 
strengths, trying to get the right balance, contribute to avoiding mistakes: for Inama, at the centre of our investment 
policy is strengthening the productive well-being of the vine and vineyard. To some measure we have been sufficiently 
repaid for our approach which, in the wine, is well tangible and is in accordance with the development of a philosophy 
that goes against the current, which tends to favour the aim of productive excellence. The world of wine, on the other 
hand, has more aspects, showing both sides of the coin: in first place, vine production as a passion … There can be, in 
the list of trophies, some wines that, even if they have won awards, don’t really have great personalities. It should also 
be pointed out how this sector is the object of true marketing, which didn’t exist once in Italy. In the soul of an Ital-
ian, if you don’t mind me saying, you can see the characteristics of a good dealer before you see a good wine producer. 
Nowadays it is difficult, among the managerial aspects, to see the aesthetic sense given value, which tells us about the 
existential philosophy of a company, seeing that, in fact, gratification resulting from awards and earnings seems to be 
the prime objective. On the contrary, the qualitative aspect that can be attributed to a great wine can only be obtained 
in those vineyards that are cultivated with an extreme passion, trying to understand and make it yours, living it, the 
daily life of an agricultural company. And I think I can say how, in full respect of this organisation, it will be possible to 
produce, on a continual basis, historical wines of great body that strongly characterise the terrain.

Inama market analysis. International opinions of the Soave Classico...
Undoubtedly I’d say it is a good commercial success. 50% of our production goes to the domestic market, in accord-
ance with a traditional managerial interest in distributing Inama visibility throughout the national territory. In Italy, 
as abroad, our visibility is mainly well established at a niche level. In England our labels meet the favour of a group of 
sector operators and wine enthusiasts. Inama is an exclusive organisation that has roused the interest of some ex-
tremely receptive producers, now our loyal clients, and growers who love to taste the essence, discover the soul of the 
wine and who don’t just stop at the label. In this sense our visibility is second to few. A further reason, then, for pride, 



personal satisfaction, as well as confirmation of a success in the making. It is also an incentive to continue down the 
road towards even further visibility. Wine sector workers, high level catering, wine experts – one of our most famous 
clients is Harold Pinter who recieves four cases of Foscarino a month – they know our wines very well and appreci-
ate them. Of course, the public at large, perhaps not so attentive, or with only a limited knowledge of wine, is aware of 
other more accessible brands. At the moment Inama lacks a little visibility in the long-range, particularly for Soave, 
which has an easily affordable cost and a variable range of enjoyment. But here we hit a painful note: we should re-
member how, in the structure of the targeted market, Soave is, for the Anglosaxon public at large (Great Britain and, 
up to the last year or two, the United States), still hounded by decades of ideas and negative events that have practi-
cally destroyed its reputation. Compared to Pinot Grigio (used on large scale, often produced industrially, and which 
somehow still enjoys a pseudo-credibility), Soave, according to an unfortunately well-rooted opinion, still suffers from 
negative credibility and is a wine-victim. This legacy which, day by day, has heavily weighed and continues to weigh on 
the commercial flow, makes it impossible to calculate missed sales and the indirect damage that this negative idea of 
Soave suffers daily. 
Our Soave Classico, thanks to more than ten years of study and research, has recouped the old traditions of our fa-
thers, giving it extraordinary bouquet and aroma. In order to make this wine of ancient lineage known, an immense 
commercial operation has determined its success, promoted with dedication by our agent, Michael Palij, who is, 
without doubt, one of the most famous masters of wine in England and an expert on Italian wines. A more complex 
procedure towards acclaim for this wine has been establishing visibility in the USA, a market that has only been con-
solidated for a year or two, thanks to the setting up of winning strategies adopted by the team led by our general agent, 
Brian Larky, who has made public interest boom, not only for Soave but for all our wines. In the States, the problem of 
territorial visibility in this sector has never been posed. Up to a few years ago, it was simply an interesting fact for the 
public at large, a logical consequence, caused by mass production, managed by large retail outlet cooperatives. Despite 
repeated, sterile, dissertations of quality, zoning, experimental vineyards or DOCG… And, in Moscow, Soave Classico 
costs just Euro 1.99 a bottle on the shelves! What can they give for Euro 1.99? What’s the point of complaining then, 
if a slightly inattentive, high level catering business doesn’t buy at all or decides to keep, just for stock purposes, “a” 
Soave which will never be a renowned wine…. On the contrary, those farsighted operators, vigilant custodians of their 
own image, continue to investigate that bunch of producers who, with indisputable and great effort and professional-
ism, produce “the” better Soave. A wine that is undoubtedly unique and incomparable and which has finally managed 
to widen the gap and one which, after having obtained a “niche” success, is receiving more and more confirmation, day 
by day, and extending its own field of action. 
It is a good moment too for exportation to Japan, according to a satisfying prospect of general growth, (15%), already 
confirmed throughout Europe, Scandinavia, Russia, Ukraine, as well as the Caribbean area. And, I repeat, we are aim-
ing above all at visibility, at developing our presence, both in the domestic market and in those areas now thought of as 
traditional markets – Great Britain (10%), Japan (5%), the United States and Canada (35%). An interesting fact: in the 
Quebec area, sales have gone against the trend (unlike other places) in terms of the reputation of Soave which, in this 
area, has maintained good levels.

There are eleven Inama labels so far. Anything new in the pipeline?
It’s a little early to say… In reference to the Berici Hills project, if all goes well with the 2004 vintage, we expect a 
“small” production of Carmenère, purely from one vineyard and a unique wine of its kind, to go on sale (3,000 bot-
tles). It will be the first great test of this vineyard…

Short and medium-term projects 
Apart from what I just said, our project is to continue, with constancy and determination, with fully understanding 
our territory and not to stop but to keep on adding to our sack of knowledge which must pursue continual improve-
ment. Therefore, I don’t forecast, in these terms, any further expansion. The company takes all our care, every hour of 
the day, with vineyards extending for a total surface area of 50 hectares (30 for white wines and 20 for reds). Further-
more, our project in Abruzzo, for Binomio, a joint-venture founded in 1999, thanks to an association that arose from 
a mutual passion for fully evaluating the productive capacity of Montepulciano, with a friend, Sabatino Di Properzio 
(who I met in ’97 when I was starting my tests on bradyseism), owner of the agricultural company Fattoria la Valen-
tina, at Spoltòre, in the Pescara area. On that very occasion I put aside my dream about creating a great Montepulciano 
wine. His company began to experiment with grape selection with good results. Later on I decided to go ahead with the 
objective, surpassing any difficulties of distance. But the turn of events, the stroke of luck, occured in ’99. We found the 
ideal place in the Parco della Maiella – an old Montepulciano vineyard, planted in 1971. The clone used was an “Africa 
clone” with a very low production and small grapes and bunches. We decided to buy it. It was a winning idea for both 
of us, a great personal satisfaction. Already in the following year we had an excellent production (12,000 bottles, the 
annual average, and increasingly requested by wine lovers) which, in 2001, was awarded a score of 95/100 in Wine 
Spectator. It was a clamorous success on the American market. But, in our opinion, the 2002 harvest will exceed all 
expectations.

Any secret dreams
No, not secret ones. My dreams are in unveiled and on the table. I want to create great classic wines that will remain 
in the classifications of the world of wine.... If one looks at France, for example, before Italy, one can see how, in real-
ity, those areas took centuries to make great wines, legendary brands. In fact, apart from the legends, everything that 



regards the real quality of those wines was done after the war, from the 1950s on. I am convinced that, if we could 
drink fresh nineteenth century wines now (except for very rare exceptions), we would find very little of the concept of 
that magical wine we speak of today... Taking into consideration the enormous experience of French producers and 
comparing it with that of the great Italian vine growers, we could race ahead with experimentation quite quickly today. 
Thanks to the contribution of personal know-how, of each grower’s experience and thanks to a complete study of 
viticulture and the territory, the effective comparison of all this information could lead us to reach, within a few years 
– and through a rather complex procedure whose stages should be noted on a chart – a constant productive yield that 
would allow us to place our great wines among those very great ones, which also have a much higher price…
Since I often go abroad, I have seen what is lacking to strengthen the visibility of our sector and what would be needed 
with the support of various producers. We have to find a way to create a univocal institution, almost a great theatre 
stage that would enhance the very many exception products of Italy, its bio-diversities, its goodness… An institution 
that would underline, in a broad sense, a concept of Italian spirit that isn’t linked to the interests of individual pro-
vincial or regional producers. A similar institution has existed abroad for some time now. Foreigners are very good at 
working towards the well-being of others and of the community. We go in the opposite direction when we are asked 
to emerge from individualism. This excessive ‘watch out for yourself’ characteristic is a great defect, especially in the 
world of wine. In fact, all of the positive developments that have come about in the last 25-30 yeras are known only to 
a group of passionate grape growers, certainly not to the international public at large. Of course it would mean invest-
ing time and availability. The interest of wineshops would have to be roped in to collaborate. In general, the world 
overseas, wants to hear a lot about Italy, more than the very important but clearly-defined value of the historical and 
artistic traditions of each city or region. So, in regard to
our sector, the foreign public doesn’t want to stop and identify that individual productive potential of each single ter-
ritory, but is asking to be directed, according to global criteria, towards getting to know our entire country. This is a 
project that I would like to see become fact.


