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Around the world with cork stoppers

Natural, micro-agglomerated and capsulated stoppers. Ergonomic,
customised and two-disc stoppers. Stoppers for wines, sparkling
winesandspirits. Cuttingedge technologicalstoppers. Stopperswith
anegative carbonfootprintandstopperswithunparalleled physical,
chemical and oenological performance. We produce more than 5.5
billion ofthese magical cylinderseveryyear, forapproximately 19,000
customers,includingthe world’sleadingwineries. We have subsidiaries
inmajor wine-producingmarketssuch as Spain, France, Italy, South
Africa, Chile, Australia or the United States. Join us on a trip around
the world of Amorim cork stoppers.




3 Editorial
Christophe Fouquet
4 Corticeira Amorimisone of the world’s most
sustainable companies
5 Corticeira Amorim wins the Best Raw Materials
Sustainability — Europe 2020 award
6 Inclusive greengrowthisthe answer
Mohan Munasinghe
10 Around the world with cork stoppers
17 Thegrape decides. Harvestsatthe
Quinta Nova de Nossa Senhorado Carmoestate
20 Eco-friendly rugs
Sugo cork rugs

22 Planet Cork:corkinamuseum

23 150 Years: Act Four

AMORIM NEWS



The beginningof thisnew decade has,
unquestionably, brought anew set of
challenges for organisationsaround the
world, no exception. But, throughout this
difficult period, we remain confident in our
company’s collective ability to overcome
yetanother complicated periodinour
150-year history. Thislonghistory remains
the core basisfor our current strenghtand
resilience.

Some 25 yearsago, artificial stoppers
moved quickly to take advantages of the
limitations that Nature imposes upon
cork. But Amorim’s response was swift. A
broad corporate reorganisation delivered
notonlyamuch “leaner & meaner”
productionanddistributionstructure, it
alsolaid the groundwork for the launch
of crucial new products. Coupled to this
massive corporate reengineeringinitiative,
the company also spearheaded the
digitalisation of its processes.

Today, not only are we now growing

faster than any of our competitors, we are
effectively able to gain market share from
many artificial stoppers. Amorim Cork
remainsthe clearindustry leader, with
anannual 5.5 billion cork stopper output.
Showingtrue leadershipin thisfieldis
somethingthat runsasdeepin our minds
astherootsofany cork oak tree. Not only
was Amorim Cork the first company inthe
industry to presenta comparative, peer-
reviewed Life Cycle Assessment of closures,
we were also the first to incorporate cork’s
sustainability’s credentialsinto the very
fabric of our commercial offer.

The enormousinvestments undertaken
by the company over the last 20 years have
created auniquely competitive network.
Coupled with highlevels ofindividual

and collective motivation, our company-
wide evolution hasenabled averitable
reinvention of cork.

Although new challenges will always
remain areality, the company’s
commitmenttoresolve the TCA issue, at
the beginningofnext year, will represent
another milestone in our more recent
history. And once we finally close this
current chapter, the fact will remain that we
canalwaysimprove both our productsand
our client’ssatisfaction levels.

Finally, aword of deep-feltappreciation

for the way that Corticeira Amorim’s entire
structure hasresponded - and continues
torespond - to thison-goingpublichealth
crisis, especially for those that stood firmon
the frontlines of our industrial production
processes. They literally kept our factories
hummingand for these men and women-a
very special thank you. They helped tokeep
the company onthe right track. But we

are also very much aware that the work at
Corticeira Amorim will never be finished,
and that our commitment to further growth
mustnever falter.

Formany years, “ Pas de fatalité!” became
kind of Corticeira Amorim’s unofficial
motto, an exclamation which simply meant
thatno outcome was predetermined and
that we would always fight to uphold cork’s
rightful place inthe mindsand hearts of
allour stakeholders. Thisisnot surprising
assoonasone realises that the ability
tochange destiny duringthe hardest of
timesisfirmly embedded inthe DNA of
this family-owned company, the Amorim
Group.

Christophe Fouquet
Co-CEO of Amorim Cork.
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Corticeira
Amorimis
one of the
world’s most
sustainable
companies

Corticeira Amorimisone ofthe

50 companies takingpartinthe 50
Sustainability & Climate Leaders campaign.
The projectisorganised by TBD Media
Group andits contents will be distributed
by the Bloomberggroup. Itincludesabroad
range of organisations who are leadingthe
fight against climate change worldwide.
Sustainability, technology and innovation
are the otherdriversthatled totheselection
of participants of the 50 Sustainability &
Climate Leaders programme, which also
includesbusinessleadersfromareassuch
asthe pharmaceutical, petrochemicaland
financialservicessectors.

Corticeira Amorim is the only Portuguese
representative in the 50 Sustainability &
Climate Leaders campaign. Itaccompanies
corporate giantssuch asthe Groupe
Rocher (France), Novartis Pharma AG
(Switzerland), Ericsson AB (Sweden),
Heidelberg Cement Group (Germany),
Prysmian Group (Italy), Suntory

Holdings Limited (Japan), Wilo Group
(Germany),John Deere (USA),REHAU
Group (Switzerland), MANN+HUMMEL
(Germany), Statkraft (Norway), SSI
Schafer GmbH (Germany) and Archroma
(Switzerland).

Arankingofleadingcompanies that
“Corticeira Amorimisvery proud to
belongto”, explains Anténio Rios Amorim,
Corticeira Amorim’s Chairman and CEO.
“Thisisaclear signthat we are on the
rightside of history. We are workingwith
perhapsone of the most noble product
offered by nature inasustainable way,
respectingnormal growth cycles, using
circular economy principles, without
wastingraw materials, and throughout

the production process contributingto
decarbonisation of several industries. We
are convinced that cork offersan answer to
the many challengesthatlie ahead in terms
of sustainability and will help delivera
promisingfuture”

The 50 Sustainability & Climate Leaders
projectincludesasummit ofthe 50 leaders
that willbe held in New York under the
auspices ofthe United Nations. Scheduled
for 2021, the conference will be aligned
withthe UN’s17 Sustainable Development
Goals. The programme willinclude the
participation of business executives,
ambassadorsand experts. The goalisto
promote the exchange ofideasonhow to
achieve greater sustainability, highlighting
recent technological solutions, favouring
disruptive innovation, and fostering
socially responsible leadership.
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Corticeira
Amorimwins
Best Raw
Materials
Sustainability
—Europe
2020

Corticeira Amorim, the world leader
ofthe corkindustry, hasbeen awarded

the top prize in the category, “Best Raw
Materials Sustainability - Europe 2020”,
aspartofthe awardsattributed by

Capital Finance International (CFL.

co). The renowned English magazine
highlighted the company’s pioneering
attitude towardssustainable development
and underlined its commitmentto
conservation of cork oak forests. It also
highlighted Corticeira Amorim’s dynamic
approach toin-house and external
innovation, thathas made it possible to
find new uses and markets for cork.
Thejuryalso praised Corticeira Amorim’s
dedicationtoupholdingbest practices
intermsof environmental, social and
governance (ESG), while maintaining
ahigh-level of profitability. CFIL.co
highlighted the wide range of applications
of cork, from cork stoppers, architecture,
tospace exploration. The jury reiterated
that corkis completely natural, always
reusable, and is extracted cyclically
without causingdamage to the cork oak
tree. The English magazine also highlighted
theimportantrole played by the cork

tree,and itsassociated ecosystemin terms
of climate regulation. They noted akey
reference for the corkindustry:for each ton
of cork produced, the cork oak forest can
sequester up to73tonsof CO2.

Corticeira Amorim’s Chairmanand

CEO, Antdnio Rios Amorim, disclosed
that “we are extremely proud to receive
international recognition of Corticeira
Amorim’sglobalstrategic commitment
toSustainable Development. Especially
our defence of cork and the cork oak forest.
We work with a unique raw materialand
believe thatit respondsto the challenges
of modernsociety, benefittingpeople,

the planetand the sustained growth of
organisations.”
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Inclusive
greengrowth
isthe answer

Mohan Munasinghe, winner of the Nobel Peace Prize,
is one of the world’sleading authorities on climate
change. In an exclusive interview, from which we
publish various excerpts, the physicist,academic and
economist from Sri Lanka argues that combatting
climate change must be integrated within the
sustainable development strategies of companies.
The forestry sector and winegrowingare clear
examples of thisinterconnection.

Sustainable development is a goal, and
also a path. How can we move towards a
more sustainable society?

Yes, the goalissustainable development
and the pathiscalled Balanced Inclusive
Green Growth (BIGG). Sustainable
developmentrequiresthat we harmonise
the triangle between the economy, society
and the environment. Therefore, BIGG
means that we must strike abalance
between aninclusive society,agreen
environmentandagrowingeconomy.

The case of Corticeira Amorim is
especially relevant because our business
depends so much on sustainability,
without which, we don’t have raw
materials, we don’t have a business,
period. How do you see the sustainability
approach at Corticeira Amorim?

When we talk about sustainable consumers
and sustainable producersthatsupport
each other, Corticeira Amorimisavery
good example. Basically, you are developing
aself-sustainingcycle, of sustainable
forestryinyourregion. I think that’s
exactly right. I think certainly, in terms of
carbonrelease youare excellent. Because
basically youhave azero ornegative
carbon footprint, whichis very important,
andbecause your corklastsalongtime
and youare suckingcarbon fromthe

air. You are practicingthe conceptofthe
circulareconomy agreatdeal. And you
arealsointerested in sustainable forest
management, the environmentand

biodiversity, and the social perspective.
The fact that youare providingjobs,

taking care of people, in terms of working
conditionsandsoon,inavery traditional
industry,isinnovative, at the frontend. And
intermsofthe products. So, I think that
youareavery good example of thistype of
sustainability approach.

“The climate isimportant not becauseitis

an abstract scientific phenomenon, but
because it will affect the next harvest

and the growth of the vineyards, their
profitability, the quality of wines, the way
they are going to pay their workers, all

of these factors”. What can you tellus
about the impact of climate change on
viticulture? In the Western Mediterranean
basin - where cork trees grow, and also on
aglobal scale.

The change inthe air temperature and so
on, suggests that with global warming, the
winesor the grapesthatare suitable for
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Climate isimportant not because it is some abstract scientific
phenomenon, but because it’s going to affect the next harvest and
the growth of the vineyards, their profitability, the quality of the
wines, how are they goingto pay their workers, all of this.

certainregions will shift. Thatisgoingto
beareal challenge and generally the same
grapesnow will either survive better, or not.
Thisisnotjust true of the Mediterranean
butall over the world. The temperature
increaseisvery gradual, that gradual shift
will affect wine growers over the long

term. There are changesin rainfall, which
generally involveslessrainfall, particularly
inthe summer. That will, of course, depend
onthe particular region, but that willalso
be somethingthat wine growers have to be
particularly careful of.

Within the framework of Balanced
Inclusive Green Growth, what can be
done to find a solution that benefits
people, the planet and prosperity? What
role can be played by companies such as
Corticeira Amorim in this process?
Forindustrial countries, the pathis
essentially to maintain, or evenslightly
improve, their standard of living, while
reducingthe use of environmental
resources. So, itis essentially about
reducingenergy use, water use, land

use, but producingas much goods, or
more goodsthanbefore. Thathasallto
dowith technology and the processes.
Andbusinessesare very key players. For
the middle-income countriesthereisa
different curve. Middle income countries
are asked not to follow the example of the
rich countries, because they have reached
aposition where they have to reduce their
resource consumption. Instead they should
use the lessons from previous years, use
new technologiesand innovation, which
isthe word you use, to find the balanced
inclusive green growth path (BIGG) that
willallow themto arrive at the same end
pointbut with muchlessresource use. It
isaleapfroggingtype of approach with
innovation, thatisfor middle-income and
low-income countries.

Sustainable lifestyle hasto do, for example,
with consumption. Ifyoulookat food,
one third of the world’sfood production
currently iswasted. So ultimately if you

have enough sustainable consumersand
enough sustainable producers helping
eachotherandbuyingproductsthatare
sustainable, youwill have asustainable
society. Butif consumersare wastefuland
the producersare notresponsible in the
respective advertising, youwillnot get that
outcome.

“We can make development more
sustainable if we integrate mitigation
and adaptation policies to climate
change in the sustainable development
strategy”. Can you develop this concept
and explain how Corticeira Amorim, as
world’s leading cork processing company,
can make these practices even more
effective?
Climateisimportantnotbecause itis
some abstractscientificphenomenon,
butbecauseit’sgoingto affect the next
harvest and the growth ofthe vineyards,
their profitability, the quality of the wines,
how are they goingto pay their workers,
allofthis. So, once you bringthat kind
ofrelationship and show the linkages
betweenthe different areas of sustainable
development, thenyou’'llgetalot more
supportfor climate change. So thatisone of
the thingsthat the sustainability-oriented
companiescando. The other thingthey can
doispractice what they preach.lamsaying
this particular for companiesthatare doing
“greenwashing”, whichisnotthe case for
Amorim, because youare very sincere. You
canhavealotofinfluence and we are not
only talkingabout traditional marketing,
Weare tryingto harmonise the sustainable
developmenttriangle. So the company
hastolookafter itseconomicandfinancial
basis first. And that’s fair enough because
the original purpose of the company was
tomake profitsforitsshareholders. But
there are many other aspects to that, which
isnotjustthe bottomline, but nowalittle
bitthe triple bottom line - thatis youare
now partofthe community,soyouare
careful that youbehave well within the
community, where youare located. If

youare amultinational your community
becomesalmost the whole world. Thisis
basically your mix of customers, plus of
course your employeesand others.Soalso
youhave to care for the environment, and
soon. Harmonisingthem, becomesnot
sodifficult, because now you are thinking
onalargerscale. Youmay not only want

to maximise profit, but also the durability
and the longevity of the company, which s
basically that you want to be there, notjust
for the firsthundred years, but foranother
hundred years. That’s very good news for
the anniversary of Corticeira Amorim.
Beingable tosay that you have laid the
foundation for the next hundred years, |
think that would be agood slogan.
Thatisthe message of sustainability, really.
So, once youare thinkingof the whole
conceptofshared value and so on. You
share value with all your stakeholders. So
first comes your shareholders themselves,
who want to make some profits. But you
share value with the community youlive in,
by makingthat community amore liveable
andnice place. You providejobs, you can
build a park, provide childcare, and then
youshare value, withabroader number

of people through the environment. You
improve the environment. You reduce your
carbon emissions, etc.and somehow the
conceptofshared value will help with the
managementand the board ofthe company
totake abroader view ofhow they spend
their profits. That comes back to what [ said
atthe very beginning. Stage fouris where
the businessgrows and the company which
may have started as profit, becomes much
more merged with sustainability which s
muchbetteraligned with the bottomline.
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Aroundthe
world with
cork stoppers /-

For the cork industry, thisis where it all
began. A small, butincredibly powerful,
cylinder of cork. Each cork stopper
contains 800 million cells, and that
iswhere the magicstarts. Corkand wine
have been united for centuries, forminga
powerful binomial that spans various
generationsand different parts
of the world, which we pride
ourselvesin defendingand sharing
with the world. With a presence in five
continents and about 100 countries and with 19,000
active customersin the cork stopper area, Corticeira
Amorim s the world’s biggest producer of
cork stoppers, producingmore than 5.5 billion
units per year. Although the supremacy of the
cork stopper is widely demonstrated in each
partof the globe, the relationship between
corkand wine is experienced in aunique
manner. The vital principles that underpin
thisrelationship are sustainability and the
stopper’s unique contribution to the evolution of
wines. The journey is excitingand it hasjust begun.
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Amorim Cork
South Africa

Located in the heart of South Africa’s
wine country, in Stellenbosch, Amorim
Cork South Africa enjoys a privileged
position, benefiting from close proximity
and solid trust with the country’s main
wine producers. But the unit’s reputation
extends to other parts of the African
continent, and it serves as an important
platform in the region. Investment in

the premium sector and in the legacy of
classic wines are the most visible facets
of'a dynamic market, where there is
considerable room to innovate.

South African wines are world-renowned,
due toaunique combination ofalong
established wine tradition and an
innovative spirit. The origin of the wine
industryin South Africadatesback to

1659. Butalongside this historical legacy,
which inspires considerable interest in

the country’s wine treasures and classic
wines, there are many emergingbrands that
renew the excellent reputation of South

African wines. Amorim Cork South Africa
operatesinthisdynamiclandscape. It was
officially created in 1982 and today has 20
employees. Almost four decadeslater, the
company isakey reference not only for
South Africa, butacrossthe region. Amorim
Cork South Africaworksacrossthe entire
supply value chain of South African bottled
winesand distilleries, from producers
based inthe winelandsnear to Cape Town,
tothe Northern Cape region, ata distance
ofabout 800 km, and the sub-Saharan
countriesand Indian Oceanislands.

“Each clientisimportant, but we are
particularly proud to have created lasting
relationships,and to have become the
supplier of the preferred cork stoppersfor
premium South African wines and spirits,
asectorinexpansion. Thelevel of service,
personal relationshipsand undoubtedly
aproduct ofexcellence, hasensured that
Amorim Cork South Africahasan excellent
image, which enablesusto work with
South Africa’sleadingwine brands, as
wellas bigcompaniesthat invest in faster
turnaround, value for-money wines”,
summarisesJoaquim S3, Managing Director
of Amorim Cork South Africa.

Currently, the South African market
produces 800 million litres of wine per
year.55% of production s for exports,
where price isadecisive factor. Butina

market with more than 8,000 brands,
characterised by dynamism and fluidity,
the premiumsector isincreasingly gaining
prominence: “At present, South Africais
payingclose attention to the premium
segmentand the country’sreputationin
classic wines, for which a cork stopperis
the obvious choice. We believe that when
customers choose cork stoppers from
Corticeira Amorim, they expectabetter
productand better service than they would
have withanother manufacturer. Itisn’tjust
acorkstopper.It's Amorim”.

The DNA of Amorim Cork South Africa
includesa strongpresence onthe ground,
and proximity and good relations with
producers, based on confidence that
research, innovation and top quality.
Aspartoftheir commitmentto premium
wines-where corkisan essentialally -
South African producersare also turningto
the country’s wine treasures. One example
isthe Old Vibe Project, founded by Johann
Rupert, thataimsto preserve and celebrate
thelegacy of South Africa’sold vineyards
(those over 35yearsold). Theinitiative,
supported by Amorim Cork South Africa,
hasgenerated worldwide attention.
Inacontinent thatisseverelyimpacted

by climate change, wine producersare
increasingly committed to sustainability.
Cork’simpeccable sustainability
credentials place Amorim Cork South
Africainakey position, able to build bridges
andgive avoice to this vital cause, alongside
producer - from the oldest wineriesto the
excitingnewcomers of South African wine.
Inacountry withalongtradition in wine
culture, over recentyearsthere has
beenrenewed interestin South African
vintage wines, which are highly coveted

by international collectors. Amorim Cork
South Africahasalso played animportant
roleinthisregard, valuingand preserving
these treasures, providingrecorking
operations for reputable auction houses.
Viewingthe overall outlook for South
African winesalso requiresaspecial
mention of Cap Classique sparklingwines,
thatare gainingagrowingnumber of fans
worldwide. Since 2002, Amorim Cork
South Africaorganisesand sponsorsthe
Amorim Cap Classique Challenge, a contest
thatannually distinguishesthe best of

the bestamongSouth Africa’snaturally
fermented sparklingwines. Guided by
Amorim Cork South Africa’shallmark
principlesof excellence and rigour, the
contestisnow aleadingevent.

Amorim Cork
America

In the United States, the world’s biggest
wine consumption market, the cork
stopper is perceived as an unambiguous
seal of quality and brand sustainability.
In a growing market, importance lies in
the details. Customisation is one of the
keywords, as premiumisation is being
consolidated, and organic wines are
emerging as a new trend. In all scenarios,
cork offers added value.

From Napa Valley to North Americaasa
whole, includingstilland sparkling wines,
and spirits, Amorim Cork Americaisthe
gateway for Amorim cork stoppersinalarge
market, thatisstill growing,
Createdin1989, Amorim Cork Americahas
itsheadquartersin Napa, California, which
many people consider to be the epicentre
of wine culture in the United States. From
thisindustrial unit, that hasaround 50
employees, cork stoppers - from technical
stopperstonatural corks - receive their final
touches, customised to each client’sneeds
and thensent to the various producers.
“Napa, Sonoma, Washington, Oregonand
the Central Coastare the mainregions that
we serve, but we also sell cork stoppersto
North Americaasawhole and we value
every customer. From top wines to more
commercial still wines, passingthrough
sparklingwines and spirits, we develop
customised solutionsfor each client”,
explains Pedro Fernandes, managing
director of Amorim Cork America.
The wine market inthe world’s biggest
economy isstrong. And in many waysit
functionsasaglobalbarometer. Similar
tothesituationinother partsofthe
world, the North American market has
continued to grow uninterruptedly for
about20 yearsand increasingly focuses
on premiumisation. Cork stoppers
undoubtedly play animportantrole in
thistrend, thatemphasisesand values
the exclusivity and quality of wines. This
isparticularly important when we take
intoaccountthe factthat US consumers
associate cork stoppers with high quality
and premium wines,and on average are
willingto pay $4 more forabottle sealed
witha corkstopper.
Corkisundoubtedly amarker of quality,
andalso, of course, of sustainability. This
question doesn’tgo unnoticed by North
American consumers.
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“Corkishighly valued in the United States,
notleast because sustainability isa prime
concern. Corkisbiodegradable and makes
avaluable contribution to carbon retention,
exceedingany other solutionavailable in
the market” adds Pedro Fernandes. Ata
time when emergingtrendssuch as organic
winesand pesticide-free winegrowingare
gainingpopularity in the United States,
Amorim Cork Americais consolidating
itspositionin thismarket,andisanactive
participantinanincreasingly strong
movement in favour of sustainable
practices. For many years, the United
States was the world’s biggest consumer

of plastic closures. But this path hasbeen
dramatically reversed, and we are currently
witnessinga migration towards more
sustainable seals, with growing consumer
awarenessabout the needtoreduce
consumption of plastic.

Asaprominent playerin the US cork
business, Amorim Cork Americahasmade
animportant contribution to thissituation,
sharingknowledge and experience with
producersand consumers, organising
recycling campaigns for cork stoppersand
highlightingits products’ certified origin
(FSC-Forest Stewardship Council). The
receptivity of the North American market
to the pioneeringtwist-to-opensolution,
Helix, which combines convenience

and sustainability, isanother remarkable
successstory.

Victor Y Amorim

We share the love of cork and a profound
wine experience with Spain. Spain has
great wine producing traditions and
some of the world’s most prestigious
wines. Corticeira Amorim opened its
first industrial unitin Spainin 1992. Itis a
mature market, which values the quality
and innovation associated with cork.

Twenty-eight years have passed since
Corticeira Amorim opened its first
industrial unit in Spain, where the final
steps of the production process occur,
including the marking and packaging of
cork stoppers. This unit, located in Logrono,
inthe heart of La Rioja region, has enjoyed
consistent growth and today hasan annual
production capacity of 140 million corks.
In Spain, Corticeira Amorim’s cork
stoppersare chosen by leadingproducers,
thatvalue the quality of the cork stopper
and its connection to nature. Like wine,

which comesfrom theland, corkisalsoa
natural product, extracted from the cork
oak forest, an agroforestry system thatin
Spainisknown asthe “Dehesa”, whose
enormousvalue andrelevance is well
known to the Spanish. Corticeira Amorim’s
activity in Spain covers the entire territory,
especially citiessuch asRioja, Navarra,
Basque and Aragon.
Inacountry witharich wine tradition, cork
stoppersare increasingly demonstrating
their superiority, gainingground over
syntheticstoppers. Top wine producers
demand high-quality cork stoppers,and
for that reason, premium wines, which
take several yearstoage, evolvinguntil they
reach their maximum expression, find their
bestally in natural cork stoppers.
But cork stoppersare also increasingly
viewed asthe right choice for fast
turnaround wines. Environmental
awareness playsa crucial role in thisregard:
“fewer and fewer wineries want to associate
their wine with an artificialand non-
recyclable product. Anincreasingnumber
of producersand winemakers are aware
thatinvestingin cork stoppers constitutes a
commitmentto anecologicalindustry, that
notonly doesn’tharm the environment
it contributesto conservation of the cork
oakforestandall speciesthatlive in that
habitat” summarises Ignacio Garcia, the
head of Victor Y Amorim.
The Spanish wine market canbe
characterised asa mature, which was
developeddistinct segmentsover recent
years.Onthe one hand, there hasbeen
increasingdemand for technical cork
stoppersfor youngwines, known as
crianzas,and, on the other hand, there has
beenanincrease indemand for high quality
natural cork stoppersused in wines that
will age inthe bottle, with astrongfocus
oninnovation,asdemonstrated by the
strongmarketadhesion tothe NDtech
solution, the firststopper that deliversnon-
detectable TCA performance.
This cutting-edge technology, developed
and patented by Corticeira Amorim, is
the mostvisible face of animportant
investmentin R&D and innovation, that
ishighly valued by wine consumers
and winemakersin Spain. Whereas
cork stoppersingeneral are perceived
asbeingsynonymous with quality and
safety standards, Corticeira Amorim’s
stoppersadd anew layer of meaning, since
they are associated with cutting-edge
innovation and state-of-the-art technology,
applied individually to each stopper.In
arelatively large country, small wineries,
focused on makinghigh quality winesin

small quantities, are gainingincreasing
acceptance These premium wines, fruit
of greatknowledge and experience, need,
to evolve in the right way, by using cork
stoppers made from high quality natural
materials, and customisation, two things
that Corticeira Amorim can guarantee in
theblink ofaneye.

Amorim Cork Italia

Italy is the world’s biggest wine producer
and is a market that values tradition and
sustainability. The cork stopper plays a
leading role in this dynamic landscape,
where sparkling wines occupy an
increasingly prominent position.Ina
country that is famous for its red wines,
one of the major challenges is to ensure
longevity for white wines. And cork also
has animportant role to play in this regard.

About 60% of Corticeira Amorim stoppers
soldinItalyare shipped from Portugal, but
429% are producedinItaly,inanindustrial
unitfoundedin1999,in Conegliano,inthe
middle ofthe Veneto region, thathasthe
capacity to produce 1.3 millionstoppers per
day. Altogether, 55 employeesand about
50 agentstake Corticeira Amorim cork
stopperstothe leadingltalian producers,
inthe country’sthree main winegrowing
regions - Veneto, Piedmontand Tuscany

-andacrossall segments, with major
expressioninsparklingwinesandreserve
wines.

“Inamarket that hasamajor vocation for
exports, the cork stopper is the leader, but
thereisstill further room to grow. Above
all, bearingin mind that the tendency s
to bottle more and more wine, and sell
lessin bulk format, complemented by
growth ofthe DOCandIGT wine segments
indetriment to consumption of generic
wines”, explains Carlos Santos, director of
Amorim Cork Italia.

Evolution of consumer tastes also provides
important data: Italiansare drinkingless,
butbetter. Wine consumption per capita
haslowered, but the demand for quality
wines hasincreased, which hasincreased
the relevance of cork stoppers.

Indeed, experienced Italian wine
producersare aware of cork’ssuperiority
and higher perceived value, whetherin
terms of premiumisation or sustainability
associated with thissolution.

Overalmost two decades of activity in
[taly, Corticeira Amorim hasbeen building
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Cork for the Environment

Inthe forest asin the vineyard. Two products united
atbirth, agift of nature and culture, emotion and
discovery. A permanent dialogue, a strong, unbreakable
link, a mutually nurturingrelationship that brings out
the best of each of them. Two sectors where tradition
and innovation intersect on a daily basisand where
sustainability is vitally important, here and now.

The results of the studies conducted by the consultancy EY, and by the consultant PwC in the case of the Neutrocork
stopper, are crystal clear: Corticeira Amorim’s cork stoppers have a negative carbon balance when considering the carbon
sequestration of cork oak forests. They provide an important contribution to decarbonisation of the wine industry and
also combat climate change, thereby helping promote sustainability and the future of the planet.

-309g COzeq -297g COzeq -392g CO.eq
Natural Twin Top Evo Neutrocork

-562g COzeq -148g COzeq
Spark Neutrotop Stopper with Wooden Capsule
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asolid reputation in thismarket, where
itstandsoutforitsactive and innovative
leadership position, and its defence of
sustainability. With numerousinitiatives,
Amorim Cork Italiais currently preparing
tolaunchthe Amorim Cork Italia Academy;,
thataimstoreinforce cork culture and
develop marketingassociated to the
packagingasa core vector of value creation.
Inacountrythatisaleadingreferencein
international design, the launch ofthe
collection of SUBER cork furniture, made
fromrecycled cork stoppers,isanexample
ofasuccessstory that can unite

the identities of corkand Italy.

Amorim CorkItaliaisimplementingmany
initiativesthataimtovalue cork andits
potential, always fromasustainability
perspective andincludingsupportfor
trainingin the areasof marketingand
winemaking. In 2011, in line with Corticeira
Amorim’sother corkstopperrecycling
programmes, the Etico project was
launched, with over1,000 volunteers,
6,000 collection pointsforrecycling
stoppersand 120 tonnes of corks collected
todate.In 2015, the Eticork award was
setup, whichannually distinguishesthe
mostsustainable wine company,
inenvironmentalandsocial terms.
Inacountry where winegrowingdates back
to classical antiquity (when cork stoppers
were used in wine amphorae), the present
global outlook offersan opportunity for
corktoshine. One example isinvestment
in cork stoppersthat will enable white
winestobe preserved over time, one of
the trends ofan expanding wine market,
where traditionally red winestend to be
more popular. For top white wines, with
character and time, corkis the ideal choice,
sinceitisthe only solution that contributes
toevolution of the winesuntil they reach
their full-bodied splendour.

Amorim France

Anincreasingly demanding market, where
oenological, visual and environmental
factors are leading to growing
appreciation of cork. Corticeira Amorim
has three industrial units in France, that
cover the entire spectrum of French
production of wines and spirits, ranging
from still wines to renowned champagnes
and cognacs. Valuation of sustainability
and quality are dictating a return to natural
products.

This marketisas heterogeneousasFrance
itself-acountry with great wine traditions
thatalsovaluesinnovation. In France,
where Corticeira Amorim hasowned
subsidiariessince the early 1990s, the group
currently hasthree industrial units: one

for finishing cork stoppersfor still wines;
another, in the Champagne region, for cork
stoppersfor sparklingwines; and a third,
inthe Cognacregion, for capsulated cork
stoppersfor spirits. Thissegmentation
reflectsacompany thathasastrongand
well-known presence, which encompasses
all French wine regions,and which hasused
its savoir-faireto win everyone’s trust, from
winegrowersto cooperatives, includingthe
leadingFrench wine industrialists. “The
French marketlooks forawide range of
stoppers, ranging from traditional, natural
stoppers, technical stoppersand sparkling
wine stoppers, with different qualities”
explains Franck Autard, Managingdirector
of Amorim France.

Corticeira Amorim’s portfolio offers
stoppersfor every type of wine, and in
thatsenseitsofferis complete,adapted to
different marketsegments. In France, asin
the rest of the world, Corticeira Amorim
standsoutin the premium segment,
providinghigh-quality stoppers for the
finest wines-the Chateaux wines-in
eachregion,and for sparklingwines from
France’smosticonic wineries.
Thisisabigresponsibility, butalsoa
greathonour, withaleadingpositionin
abenchmark market that dictatesmany
ofthe trendsin the world of wine. While
itistrue thatthere hasbeenincreased
demand for technical stoppersover recent
years, especially for rosé and white wines
(very probably due to their desirable and
competitive price/quality ratio), itis
alsotrue that high-end solutions, suchas
NDtech stoppers, are gainingincreasing
popularity in akey marketsuch as France.
Whereasall cork stoppers have impeccable
sustainability credentials, some offer
performance guaranteesthatare truly
exceptional and have no comparisonin

the market. NDtech stoppers, both for

still winesand, since 2019, for sparkling
wines, are therefore the mostsought-after
solution by premium brands. “The market
isincreasingly demanding, whetherin
terms of mechanical performance, or
organolepticand visual performance,and
Corticeira Amorim stoppersofferaunique
guarantee in termsofleadershipand
innovation”, sums up Franck Autard.
Afterafew yearsof uncertainty,in France
thereisnowareturntoanaturalsolution,
through cork. Even producers who, at some

point, had opted for syntheticsolutions, are
now returning without hesitation to cork
stoppers, aware that thisis the only solution
that meetsthe necessary oenological,
commercialand environmental criteriaina
highly competitive market.

Essential to thisrenewed interestin cork
isthe issue of sustainability,and also the
entire technological component, which
hasbenefited from major investment from
Corticeira Amorim. We are witnessing
areturn toanatural material thathas
unsurpassed characteristics, and also
benefits from cutting-edge technology.
Inthissense, aseries of tests carried out this
year amongproducersinthe Champagne
region, with NDtech stoppersand tirage
stoppers, reiterated the superiority

of Corticeira Amorim’sstoppersinall
aspects:asanatural material, cuttingedge
technology, visual quality (very important
forsparklingstoppers) and commercial
performance.

100% natural, recyclable and biodegradable,
fromthe forest to the bottle, cork
effortlessly accompaniesthe key current
trendsin the French wine market:
includingthe development of organicand
biodynamic winesand/or winesfrom
emergingregionsand new producers.

Amorim
Australasia

A vast territory, with high quality wines
and a strategic market, still in expansion.
In a global context, the new world of
wine production is revealing increasing
sophistication. It is now a mature market,
but always willing to experiment and
innovate with the added value of cork and
the guarantee of Corticeira Amorim.

Afterseveral yearsof presenceinthe
Australian market through different
structures, Corticeira Amoriminaugurated
itssubsidiary in Australia- Amorim
Australasia - in Adelaide, on 20 February
2007.Thiswasanimportantstepin the
group’sinternationalisation thatisnow
deliveringbenefits, bothin Oceaniaand in
other strategic markets,suchas China.In
justoveradecade, Amorim Australasia has
established an enviable reputation in this
market, andisrespected and recognised
foritsstronginvestmentinresearchand
development, and the fact thatitis the only
manufacturer capable of offeringsolutions
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foralltypesof stoppers, from technical
stoppersto sparklingwine stoppers,
andincludingimmaculate natural cork
stoppers, made from asingle piece of cork.
These are truly important characteristics
foramarket thatis continuingto expand
and where several types of wines coexist:
Premium wines, originatingfrom regions
witha cooler climate, such as Barossa Valley,
Adelaide Hills, McLaren Valley, Yarra Valley,
Mornington Peninsula, Margaret River and
Hunter Valley, and also the high production
wines from the hottestregions, in Riverina
and Riverland; still wines, where cork

is progressively gainingground, even
amongwineries thatinitially supported
alternative stoppers; and stoppers for
sparklingwines, where the cork stopperis
clearly the preferred solution.

Inaddition to the domestic market,
Australian wines’ main export destinations
include the United Kingdom and China.
Currently, two thirds of production s
exported, and therefore the perception

of corkinthese key marketsisalso crucial.
“Premium wine regions choose cork toadd
value to their products, while high volume
wines, destined for export, use cork to meet
the expectations ofthe destination markets”
explains Tim Stead, CEO of Amorim

Australasia. In one way or the other, cork
isalwaysan asset. In the domestic market,
“cork stoppersare importantsince they
convey aclear perception of quality, with
minimalinterventionand concern for
the environment. In China, the growing
demand for Australian winesisinline
with the preference of consumers for cork
stoppers,asasymbol of status and quality.
AsinEurope and the United States,
there isagrowingmarked trend towards
premiumisation in the Australian
market. Thisexplainsthe evolution of the
market, which until recently hasbeen
dominated by technical stoppers, but
where natural cork stoppersare gaininga
share, especially the most technologically
advancedstoppers,suchasNDtech
stoppers, which offeratruly superior
performance. Indeed, for Australia,
the introduction of NDtech stoppers
constituted avery strongargumentin
favour of the return to cork for the leading
wine producers. Inapioneeringcountry,
itisnotsurprisingthat one ofthe most
excitingtrendsisthe growthin onlinesales
of premium wines, with a corresponding
need onthe partof producerstolaunch
productsthatreflect the mostimportant
values of their customers. “Given that

environmentalissuesstand at the centre
of Australians’ concerns, every producer
ischannellingtheirattention to creating
environmentally-friendly products,
consideringtheir carbon footprint.
Legislationisbeingdeveloped against
single-use plasticsand other productsthat
contaminate the environment, and this
encouragesinnovationand alternatives
toproductsthat cause environmental
problems. If we combine premium online
salesand the demand for products with
environmental awareness, cork hasa very
promisingfuture in Australia”, sumsup Tim
Stead.

AMORIM NEWS

16



The grape
decides

There are plenty of reasons to visit Quinta Nova, but one
special reason currently stands out - dictated by the change
in daylight, cooler temperatures and the new colours that
invade the vineyards. Itis September — harvest time, when
the grape decides. A unique landscape awaits us, with fine
winesand good people. Genuine people who are in love
with the Douro. Andit’shard notto fallin love too

Aftertravelling ninety minutes from

Porto the landscape begins to change
dramatically. The road begins to wind
through the mountainsand green becomes
the predominant colour. We have arrived
at QuintaNovaNossaSenhorado Carmo
(QN),in Covasdo Douro. Inthe rural world
ofthe past, when two estates merged it was
common to callthe new estate, “Quinta
Nova”.But there isnothingcommonplace
aboutwhatawaitsus here. 85 hectares,
dividedinto41individual plots, witha
maximum altitude of 297 metresandsolar
exposure to the South-West. Ineach plot,
there is “asingle variety, asingle plantation,
ensuringthe same pedigree inall the vines”,
guaranteesthe engineer AnaMota, QN’s
productionand operationsdirector, for the
past20 years.

Harvest time involves QN’s usual team,
withabout45 people, specifically allocated
togrape harvesting. They are divided

into separate groups, “each group goesto
their own plot. We have people who have
worked forusfor15,16 years, who know
the estate very well, know the working
processesand we always try to keep people
fromone year tothe next”. In terms of
ingenuity and skill, AnaMotaguarantees
that “cuttinggrapes means cuttinggrapes
and notfingers, period”. The secretisin

the boxes. “We are the only company in

the Douro that works with boxes thatare
perforated at the bottom and on the side”,

which make it possible to “aerate the grapes”.

Also, of equalimportance, “since we buy
grapesoutside QN, without holesin the
bottom, suppliersalwaystend to trample
ontheirgrapesto bringa few morekilos. If
theyare stepped on, they losejuice. Here the
grape hastobe delivered whole, otherwise,
we lose quality and they lose kilos”.
Today is “Port Wine Day”, reveals Ana
Mota. “We needed 60 boxes of grapes from
Sousao, thatgive more colour and more
acidity”. Every day, “we move from one plot
toanother”. Three or fouraday, “depending
onwhat we are usingin the winery and the
type of wine we are making”. For example,
“The Vinha Velhagrape variety, used to make
the AETERNUS wine, must be harvested
alltogetherin one day. So, we channelall
our effortsthere. Then, itisfermented
inthe Wine Cellar... butthatisup tothe
winemaker”.

An atypical, but extraordinary,
year

The 2020 harvestisspecial, reveals Ana
Mota. “Itisthe quickest harvest vintage that
QuintaNovahasevermade”. Every yearis
challenging, but this year there was “avery
unusual phenomenon. The vineyard had
toadopt many phytosanitary treatments”,
because the climate was very unstable
throughout the development ofthe vine,
whichis “very conducive to the spread of
diseasesinthe vineyard”. Thisscenario

forced more treatments than normal.
However havingovercome this challenge,
the plant wasnurtured and the vine
became “green,lushand healthy”.
However, “inJune, July and August, we
hadnorainanditwasveryhot”. The plant

“stopped growingcompletely”. The vines
didn’tgrow. In the third week of August
there was finally rainfall. “The planthad
stopped growing, Itliked the rainand
started growingagain, but the waterat the
rootwasinsufficient, soitdecided to obtain
water from the grapes”, thereby causing
dehydration. The result? The harvest began
on August 27 and had tobe carried outas
quickly aspossible. “We had to callon more
peoplesothat we could harvest the grapes
quickly, otherwise we would only be left
with raisins”!

Asaresultofthisscenario, in 2020 the region
faces one of the biggest dropsin production
of recentyears. However, “we expecta
harvest of extraordinarily high quality”. “It
willbe avintage year oftop wine”.

“Since the beginningofthe pandemic, we
haven’tstopped working, The vineyard
doesn’tstop”, explains Ana Mota. “We
spent15daysinateleworkingregime,
but we had to come to work”. Intimes
of pandemic, the vineyard continues
todemand the sameattentionand
workmanship.

Thisyear’sharvestsused the same number
of people, but with differentrules. The
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groups “arrived insanitised vansand
everyone disinfectstheirhandsatthe
entrance”. Duringthe tripsto the vineyard,
“Each person alwayssitsin the same place
and wearsamask”. Aftera5-minute ride
inapick-up, we gotto one of these groups.
Everyone was wearingamask. Alzira,a
grandmother,an experienced grape picker
had brought her granddaughter Beatriz.
José Anténio, avolunteer fireman, was
takingpartin the Quinta Nova harvest for
the firsttime. Each picker has their own
technique and approach, buttheyareall
orientated by the same voice - of amature
lady who, hidden in the midst ofthe
vineyards, sings: “Look at the Harvest,look
atthe Harvest, how beautifulitis..”
Thistime of year we see many tourists.
“Thereishighertourism demand at harvest
time”, explains Susana Pinho, in charge

of wine tourism. “From the beginning of
August people are already startingto ask,

‘when doesthe harvest begin?’
Itisverydifficult for ustoanswer, because it
alldepends. The grape decides” Each time
more “people want to know how the harvest
isdone, how the wine is produced, how the
raw materialishandled, froman ecological
andsustainability standpoint”. This year,
afterthelockdown period, “the demand
wasprimarily from the national market.
However, there are some differencesin
termsofthe experience provided. We had to
adapt”, stresses Susana Pinho.

The science of the winery
Atthistime of year, the day at the winery
beginsearly and hasno finishingtime.
“We only know when we start,” explains
Sonia Pereira, oenologistat QN for ten
years. “Yesterday wasgood - we went
homeat10:30 pm”.Italldependsonthe
raw material. “We are notin charge, it'sthe
grape that decides! Ifit'sready, it can be

taken to the winery. Otherwise we have to
wait”, says AnaMota.
The grapeisputonthescales. We have
entered the winemakers' territory. “From
here on, the responsibility lies with me,
with the engineerJorge Alvesand the
winemakingteam”, explains Sonia Pereira.
“Every day we have ten people in the winery,
includingfour interns. Winemakingisin
fashion”. Once inthe winery, “the grape is
putontheselection carpet, for choice and
quality control before beingplaced inthe
girafa.Itisthen placed in the Pellenc, whose
mechanical vibration makesit possible
toremove the desiredamount of seed.
Thisequipment, in conjunction with the
centrifugal crusher, controls the intensity
of destemmingin function of the calibre of
the fruit, separatingthe driestand greenest
grapes, which are not fully mature”,
explains Sonia Pereira. “Thismachine s
widely used internationally, butin Portugal
itonly existsat Quinta Nova, Taboadella
and one other winery”, underlines Susana
Pinho. Nextare the pipesthat channel the
must tothe vats. Whitesand rosé winesalso
make a “visit to the presses”. “We have 16
vats for fermentingthe grapes, all different,
allwithadifferentlevel of evolution. They
allrequire different things and you have to
be very attentive”, insists Sonia Pereira.
AtQuinta Nova, grapes have notbeen
pressed under footsince 2007. This
technique hasbeenreplaced by “automatic
grape presses” in the mechanical mill,
consistingof “parts that goup and down,
coated with silicone, which on contact with
the grape offer the same characteristics as
human skin”, says Ana Mota.
Andwhenisthe wine bottled? “Thatall
depends.Ifit’savintage wineitcanbe
bottledin Aprilor May. Ifit'sagrand reserve
wine, only after I8 months”, explains
Sonia Pereira. Untilthen the days will be
demandingand busy, involvingalot of
science. “Wines have to be tasted every
day.Ifthere are any anomalies, we have to
actquickly toresolve the problem. And we
alwaysdo. The engineerJorge Alves, who
isthe consultingwinemakerat QN and
Taboadella, taught me that youmust never
turnyour back onavat.If we encountera
problem, we have tofocus onresolvingthe
problem, and never give up. Everythinghas
asolution. Thisis what makes winemaking”
interesting.
The sunisalready low onthe horizonin
Covasdo Douroandanother delivery of
grapesisarrivingatthe winery. The hustle
and bustle continues. It willbe alongday,
verylong, Afterall, the grape decides!
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Eco-Friendly rugs

A simple but pioneeringidealies at the heart of Sugo Cork Rugs.
Takingadvantage of the unique characteristics of cork to create
eco-friendly rugs, with aunique texture and beautiful patterns,
thatimprove indoor air quality and minimise allergies.

[t'safact: with some exceptions, the world
ofrugdesign is dominated by women.
Perhapsthisisdueto the fact thatthe
universe of weaversis markedly feminine,
almostsecret, with a tradition thatis
handed down orally. Susana Godinho, the
founder of Sugo Cork Rugs, has worked
asatextile designer for 18 years. After
abriefperiod workingin fashion, she
focused on the world of rugsand hasnever
looked back.It’sher life — withincredible
dedication, tremendous work capacity and
great creativity. “l alwaysliked weaving. At
the beginningof my course I already had
thisintuition that this I would forge my
careerin thisarea. Weavinginvolvesalittle
bit of mathematicsand also design. When
Ifinished the course, Istarted to work in
fashion, butvery early in my career, the

\“}‘;;,

opportunity arose to make a rugs collection.

[looked atthe rugsand I thought: thisis
weaving, butonamore visible scale. Then
the passion for rug-makingbegan””

Like so many Portuguese people, cork has
been presentin Susana’slife since she was
very young. Recoveringthese memories,
in2012she had theideatostart usingthis
noble materialin her rugs. “Itisa material
thathasalwaysbeen present. My father
used cork.Ihad theideaandstarted
knockingonseveral doorsto get the raw
materialand carry outatestonthe loom.I
succeeded and was happy with the results.
ButThadnoinvestmentand wasunable to
proceed with the project” she recalls.
Without investment, the project remained
onhold, until, two yearslater, Susana

Godinhosaw anewsitemin the newspaper.

Corticeira Amorim, via Amorim Cork
Ventures (ACV), waslookingfor new
ideasusingcork,and was willingto inject
expertise, energy and investment. Susana
wasimmediately excited by theidea. She
prepared her portfolio, gathered one or
two pre-prepared prototypes with cork
and cotton and went to Amorim, with her
smallloomunderherarm, forameetingto
presenther project. The meetingwent very
well. That wasin the summer of 2014. Sugo
Cork Rugs was one of the ideas chosen, and
afewmonthslater,in October 2014, the
“Skills Reinforcement” programme started,
inwhich Susana Godinho took part.

Paulo Bessa, ACV’s Managing Director,
recallsthisexperience: “It wasavery
unusual process for adesigner, who by

the end ofthe programme had developed
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abusinessmindset. [t was clear that the
programme had had astrongimpact”.
Two projects were selected at the end
ofthe programme: Sugo Cork Rugs

and ASPORTUGUESAS, and then

the adventure began - the “business
acceleration phase”. Rome wasn’t builtin
aday, nor wasasustainable rugcompany
with contemporary design. [t was necessary
toinvestinequipment, design collections,
develop prototypes, apply for a patent. At
the end of this process, the first Sugo Cork
Rugs collection waslaunched, inJanuary
2017.

A corkribbon

Inourhomes,and insome ofthe world’s
finesthotels, Sugo Cork Rugsstand out
because of their beauty and originality,
colours, textures, and cork’sinherent
sustainability and also from the use of other
recycled materialsand the production
methoditself. Inaddition to the surface,
which featuresintersected and interwoven
lines, there isa well-keptsecret: an original
and exclusive cork thread, specially
developed for this product by the Amorim
team. “lachieved exactly whatIwaslooking
for” recalls Susana Godinho. “More thana
thread, Iwaslookingforaribbon that was
able to create more texture in the rug I like
textured rugs. To make the material stand
out, there hastobe more thickness. Theidea
wastoinclude the characteristics of cork
inthe rugs, but withalook that highlighted
the qualities of natural cork. That's what

we achieved, because the cork ribbon has
thisflattened volume, which contrasts with
the cotton or wool threads, givinga more

appealingappearancetotherug.”

Three yearsafter the launch of Sugo

Rugs, itssuccess, in Portugal and abroad,
isundeniable. Ithasbeen successful in
marketssuchas Germany andJapan, where
thereisgreatreceptivity and knowledge of
sustainability,and also in the United States
and France. “Ittook time. In the beginning,
when we were tryingto schedule meetings
with customersto present our cork-based
rugs, people had many doubts. Because
they have never seen, never touched,
never experienced suchathing’ recallsthe
designer. Inthe first year, Susana Godinho
made many businesstrips, contacted
architects, from the North to South of
Portugal, and managed to secure several
projects, buther main objective was clear:
internationalisation.

Inthe firstyear, she had the chance to
attend the leadinginternationalinterior
design fairs. Susanatook her brand to
Japan, and thento Paris, fora decisive
participationin Maison & Objet,and then
to London, for the London Design Week
“People couldlearnabout the product,
fromsocial networks,andseeingitina
magazine, and might find themappealing
and original. Butseeingthemlive, being
able totouch them, isentirely different.
Participatingin international design fairs
opened many doorsforus. Fromthenon,
things were completely different”. Orders
began to come in for totally personalised
projects, designed by Susana Godinho,
orin partnership witharchitectsand
interior designers. “lappreciate it when
anarchitector designer knows exactly
whathe or she wants —aspecific pattern or
colour -because Ifeel that the rugsare truly

personalised, and thatalso allows me to see
thingsand discover things I wasn’t familiar
with”, she concludes.

Innovation and sustainability
Usingthislogic, all projectshave aspecial
meaning. Amongst her most recent
projects, Susana Godinho highlights the
rugs provided for Sublime Comporta,
because of their sophisticated simplicity,
andalso the exclusive model designed for
the prestigious French brand, Ligne Roset.
In Germany, the Treudelberghotel chain
ordered cork rugs for amajor project —the
renovation ofaluxury hotelin Hamburg.
“Thereisanimportanteffect here, which
aretheleadingprojects, whichend up
havinganimpact on other projects”, agrees
Paulo Bessa, who highlightsthe importance
of the contractsector for this business.

The loomsare used by women who weave
the rugs by hand, composingintricate

or minimal patterns, always following
traditional methods. A medium-sized rug
can take two daysto make. The materials
are organic, startingwith cork, and also
includingwild linen, and recovered or
recycled cotton thread. “We use waste from
the weavingoperations of other companies.
When fabricsare finished, the thread spools
are almostempty, but they still have usable
material. We work with companies that
collect thiswaste. Atour factory we have a
machine that makesakind of boucléwith
these threads, transformingthem into
anew, thick thread. We call this recycled
thread. We transform waste from the textile
industryintoacompletely new thread”,
explains Susana Godinho.
Infact,itwasinnovation, combined

with sustainability, that captivated
ACV’sinterest from the outset,and led

the company toinvestitsresourcesina
project that highlights cork’s technical
characteristics- It has developed amaterial
thatfulfilsthe necessary requirements.
“Today Sugo Cork Rugsare positioned
exactly in the segment they wanttobein,
sendinga clear and inspiringmessage to
otherbusinesses,” explains Paulo Bessa.
“Thisinvolvesalong-termtrend, rather
thanapassingfad. Itisthe concern with
indoorair quality,onthe one hand, and the
environmental impact of such solutions, on
the other. We think that we have a concept
that makes perfectsense,and whichis
basedonalong-termtrend”
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Planet Cork:
corkinamuseum

AtWOW - World of Wine, the new
cultural quarter of Greater Porto,
inevitably there had tobe aspace
dedicatedto cork, as the greatally of wine.
Designed with asignificant contribution
from Corticeira Amorim, Planet Corkis
amuseum thataims to tell the history of
corkandalso reveal the full potential of
this unique raw material to the world.

Fromthe cork tree to outer space. Starting
inthe forest - the origin of cork - and ending
inthe most technologically advanced
features of thisunique natural material,
Planet Cork - the fifth museum of the World
of Wine, which opened in August 2020,
tellsthe story of cork from within, bringing
the public closer to this unique product,
thatissoimportant for Portugal.
Anengagingand interactive experience,
that spans the entire world of cork, looking
closelyatthe cork oak tree, delvinginto

the cork forest, analysingthe unique
characteristics of thisnatural material, and
discoveringall the workings of anindustry
thatissustainable by nature, from bark to
bottle,and with a multitude of applications,
where nothingis wasted.

Accordingto Antonio Rios Amorim,
Chairman and CEO of Corticeira Amorim,
the new museum “isa fundamental
showecase for cork’sunique technical

characteristicsand cutting-edge potential.
We are happy with the final result of Planet
Cork, because it highlights how corkisa
sustainable solution for the world of wine,
andalsorevealsitsability tomeet the needs
ofsomany otherindustriesand markets”
Located in the historic centre of VilaNova
of Gaia,in renovated Port wine cellars,
WOW - World of Wine isthe new cultural
quarter of Greater Porto. An initiative
pioneered by The Fladgate Partnership,
ithasagrossbuildingarea of55,000 m2,
andincludes museums (whichinaddition
toPlanet Cork, includesthe Porto Region
Across The Ages, The Wine Experience,
The Bridge Collectionand The Chocolate
Story), restaurants and cafes, shops,a wine
school, an exhibitionspace and several
eventareas.
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