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The English version of the documents of the INTERNATIONAL PUBLIC TENDER – within the 
framework of the Project approved by COMPETE – SIAC – NOTICE NO. 02/SIAC/2015 – Application 
no. 015011 – INTERCORK III, is only to facilitate the reading of the competing entities. The original 
documents which are valid for legal purposes are those made available in Portuguese.  

 

Contract Specifications 

INTERNATIONAL PUBLIC TENDER within the programme approved by the 

COMPETE - SIAC - NOTICE NO. 02/SIAC/2015 - Application no. 015011 - INTERCORK III (Pursuant 

to Decree-Law 18/2008 of 29 January, as amended and republished by Decree-Law 278/2009 of 2 

October with the amendments referred to in Decree-Law 149/2012 of 12 July) 

 

International public tender for the campaign for promotion of cork stoppers in the United States 

of America (USA), France, Italy, Germany, United Kingdom, China, Spain and Brazil, of design in 

Sweden and Denmark, of construction and decoration materials in Germany, promotion of new 

applications and also development of promotional videos. 

 

Clause 1 

Purpose 

1. These Contract Specifications and annexes thereto comprise the clauses to be included in the 

contract to be entered into pursuant to the bidding process for the campaign for promotion of cork 

stoppers in the United States of America (USA), France, Italy, Germany, United Kingdom, China, 

Spain and Brazil, of design in Sweden and Denmark, of construction and decoration materials in 

Germany, promotion of new applications and also development of promotional videos. 

2. Each proposal must be submitted in whichever format most favourably presents it (but 

preferably in pdf) and in the Portuguese language, or on an exceptional basis in English, within the 

terms of the bidding procedure and must be submitted on the platform 

http://www2.compraspt.com/ within 85 days from the date on which the notice for publication in 

the Diário da República (Official Gazette) was sent, in accordance with article 10 of the Tender 

Schedule. Support and complementary materials of the proposal submitted, if any and if they 

cannot by submitted on the platform may be sent to the Awarding Entity’s registered office (APCOR 

– Associação Portuguesa da Cortiça. Av. Comendador Henrique Amorim, n. 580, Apartado 100, 

4536-904 Santa Maria de Lamas, Portugal), all in accordance with article 11 of the Tender Schedule. 
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3. These Contract Specifications comprise the acquisition by lots; competing bidders may submit a 

proposal for all lots (one for each lot), only for some or for a single lot, although no more than one 

proposal may be submitted for each lot, and variant bids are not admitted. 

 4. Separate lots may therefore be awarded to different competing bidders (articles 22 and 132, 

paragraph 3 and 4 of the Public Procurement Code). 

 

Lots for tender: 

 

No. Lot designation         Base Price                                                                    
  

 1 Campaign for Promotion – Corks USA    €1 200 000.00 

 2 Campaign for Promotion – Corks FRANCE        €600 000.00 

 3 Campaign for Promotion – Corks ITALY        €300 000.00 

 4 Campaign for Promotion – Corks GERMANY           €200 000.00 

 5 Campaign for Promotion – Corks United Kingdom       €600 000.00 

 6 Campaign for Promotion – Corks CHINA                      €450 000.00 

 7 Campaign for Promotion – Corks SPAIN        €140 000.00 

 8 Campaign for Promotion – Corks BRAZIL               €60 000.00 

 9 Campaign for Design SWEDEN and DENMARK                    €60 000.00 

10 Campaign for Promotion – MCD – GERMANY                   €400 000.00 

11 Campaign for Promotion - New Applications Cork       €250 000.00 

12 Development of Promotional Videos        €90 000.00 

         €4 350 000.00 

 

5. The description of specificities, regarding each lot, are described in the annexes to these Contract 

Specifications. 

 

Clause 2 

Obligations of the successful bidder 

1. Without prejudice to other obligations provided for in applicable legislation, the successful 

bidder is obliged, in relation to the awarding entity and in accordance with the specifications and 

requirements of each lot, with the exception of lot 12, to perform the following tasks: 

a) Strategic planning. 

b) Creative design and production of advertising initiatives - creation and global implementation. 

c) Public Relations initiatives and events. 

d) Graphic design and web design. 
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e) Merchandising and sales promotion. 

f) Creation or application of brand and corporate image. 

g) Specific skills relating to relational marketing, direct marketing and shopper marketing. 

h) Purchase and management of media as and when required by the proposal submitted. 

i) Supervision of all initiatives comprised in the proposal (from creation to implementation, 

including total production). 

j) Drafting of executive reports of activities with occasional, three-monthly and six-monthly 

regularity, and a final report, all comprising detailed and quantified information regarding each 

activity. 

k) Support in the daily, integrated management of the campaign. 

l) Provision of a clipping service for the entire duration of the campaign and until completion of the 

contract. This service must include: 

 Description of the publication with photograph; 

 Identification of the medium - name; 

  Identification of the medium - area of activity (trade, consumer, specialist and/or general); 

 Size of news item (less than ½ page, ½ page, page, double spread or larger); 

 Position of news item (even page, odd page, top of page, bottom of page, etc.); 

 Date of publication, periodicity and circulation; 

 Tone of news item (positive, negative or neutral); 

 Brief summary of the news item in Portuguese or English; 

 Any other indicators deemed relevant to each specific news item (e.g. the fact that the 

item is published next to another item mentioning the competition, etc.). 

o) Others deemed relevant by the competing bidders for the proper implementation of the 

campaign. 

n) Others which the awarding entity may request within the scope of the proposal submitted. 

2. It is absolutely mandatory that the tenderers submit a methodology for the reporting and 

evaluation of the results of the campaign/initiative proposed, with the exception of lot 12. 

3. The successful bidders must hand over all master materials for archiving and potential use by the 

awarding entity within the scope of the campaign. 
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4. The final versions of all printed material (whether or not they are to be conveyed using media) 

must be provided in open format (e.g. Adobe Illustrator, InDesign, etc.) and closed format for 

reference (e.g. high and low resolution PDFs for placement on the web) in addition to all elements 

needed to execute the final versions and adapt them to different formats, including large sizes and 

shapes, or the media specific to different campaign themes if applicable. 

5. Master audiovisual materials must be supplied in digital format of suitable quality for 
reproduction and broadcasting, in Full HD, HD and Net.  

 Full HD: to provide excellent quality and to be played on DVD, desktop or TV screen. 

 HD: for use in DVD, desktop or TV screen. 

 Net: for viewing on Youtube, sites and compatible multiple mobile devices.  

 

Clause 3 

Technical and creative guidelines 

1. The advertising objectives common to all lots referred to in these Contract Specifications are as 

follows: 

- Cork: an environmentally friendly product (natural, reusable and recyclable); 

- Cork: raw material for a sustainable and eco-efficient industry; 

- Cork = Culture+Nature+Future 

- Cork: excellent inherent qualities (light, impermeable, elastic and compressible, insulating and 

resistant); 

- Cork: a product with excellent technical properties and performance. 

- Introduce or reinforce the idea that, beyond a duty, it is a rational and just obligation of 

distributors, producers, endorsers and purchasers to take part in the improvement of sustainability 

of the planet as a whole, and of each individual country. 

2. The creative guidelines common to all lots are as follows: 

- The concept must bring together culture and innovation, with recourse to best environmental 

practice throughout the production chain. 

- The overall creative concept should exalt the commitment of modern distribution to sustainable 

development and the concerns/worries of the consumer/purchaser. 

- Layouts must include compulsory information referred to in annex N, adhering to the respective 

standards without exception.  
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- Proposals and execution of the campaigns must be in strict compliance with the list of eligible 

expenses, contained in clause 4 of these Contract Specifications, as these costs were approved by 

the COMPETE to the awarding entity during the application. 

- Submission of a budget and a detailed time chart of work to be carried out covering all initiatives 

comprised in the activities is compulsory. 

Clause 4 

Eligible and ineligible costs 

1. Only those costs which are eligible will be considered for the purpose of evaluation of proposals 

and payment of the contract price. The following costs are admissible as eligible: 

a) Costs relating to image campaigns, promotion, information and dissemination, including 

costs relating to creative development, production of media, graphical promotional and 

informative material and multimedia/audiovisual materials; 

b) Rental of premises and equipment which are demonstrably indispensable to the 

execution of the project; 

c) Assembly / dismantling, construction and decoration of promotional spaces; 

d) Transport of displays and informative / promotional material; 

e) Creation, registration and international launch of brands of a collective nature; 

f) Costs related to the acquisition of content and specialist information; 

2. Proposals must meet the requirements relating to costs in accordance with previous paragraph 

1, as the awarding entity shall only pay the successful bidders the part of the contract price 

corresponding to those eligible costs provided for in paragraph 1 of this clause. Any other ineligible 

costs, i.e. those which do not fall into the categories listed in the above-mentioned paragraph 1 

(e.g. accommodation and meals except those pertaining to visits by opinion leaders and endorsers 

to Portugal) will not be paid.  

3. Competing bidders should submit a project budget with a detailed breakdown of costs by item 

and year of implementation with their bids.  

Clause 5 

Timeframe for execution 

1. The services to be provided by the successful bidders must be executed within a timeframe to 

match the development of the approved proposals, in accordance with the instructions of the 

awarding entity. 

2. Execution of the contracts must take place without fail by 30th September 2017, except with the 

express extension by the awarding entity as long as authorised by the provider of funds, without 
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prejudice to the ancillary obligations of the successful bidders which, by their very nature, last 

beyond the duration of the execution of the contract and that they must fulfil. 

 

Clause 6 

Transfer of ownership 

1. All materials produced specifically within the scope of the contracted services and handed over 

to the awarding entity shall become the exclusive property of the same, which as a result shall 

become the sole owner of all copyright/director and related rights, and of the industrial property 

rights inherent thereto, including all and any documentation which may be produced. 

2. The awarding entity remains therefore entitled to the total or partial use and/or reproduction of 

all material handed over, and may make any changes it sees fit, including after completion or 

rescission of the contract entered into, and the successful bidder may not make use of the material 

outside of the scope of the contract without the express written permission of the awarding entity, 

under penalty of incurring in a legal process and being obliged to compensate this entity. 

3. The transfer of ownership and property of the items that have or will be developed for the 

awarding entity, including copyrights for intellectual works covered by the services to be provided, 

takes place in the delivery of goods and services; the transfer of such rights is not subject to the 

payment of a fee other than the prices that must be paid under the terms of the successful tenders. 

4. Rights which, by their very nature (models, monuments, etc.) are not subject to transfer of 

property must be covered until the term of execution of the contract.  

5. All rights pertaining to images and the broadcasting of images of products, installations, spaces, 

landscapes and other intellectual, copyright and industrial rights, with the exception of those 

pertaining to models and monuments, shall remain the exclusive property of the awarding entity. 

6. All corporate films or documentaries shall remain the property of the awarding entity, for 

unrestricted use. 

7. All elements and information regarding the registration of internet domains, social networks, 

must be handed over to the awarding entity. Registrations must always be made in the name of the 

awarding entity. 

8. All databases acquired within the scope of the campaign referred to in these Contract 

Specifications must be handed over to the awarding entity. 

9. For the transfer or assignment of rights referred to in this clause, no remuneration shall be owed 

beyond the price specified within the terms of these Contract Specifications and the successful 

bids. 

10. The successful bidders shall be liable for the payment of any additional amount, namely a 

penalty or fine arising from failure to comply with this clause. 
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Clause 7 

Price and payment conditions 

1. For the provision of services within the scope of this contract and regarding each lot, the 

awarding entity shall pay the successful bidders an amount the total of which may not exceed the 

contract price. This price shall include all taxes and charges applicable in each country. Regarding 

Portuguese tenderers, the price of the proposals should not include VAT.  

2. The agreement price must include all costs, charges and expenses for which the first party is not 

liable, specifically all taxes, fees and charges payable in each of the countries where the campaign is 

conducted. This amount must also make allowance for travel to the premises of the awarding entity 

for clarification of results and/or presentation of ideas/proposals/others. The successful bidders 

shall be responsible for determining the number of people to travel for these purposes, and the 

total cost involved. 

3. The total amount quoted for each lot must include all costs pertaining to creative output and 

implementation costs for the development of the bid.  

4. The price shall be paid in strict observance of the dispositions of clause four of these Contract 

Specifications. 

5. The contract price referred to in paragraph no. 1 shall be paid as follows:  

a) 85% of the amount shall be paid by the awarding entity to the successful bidder in instalments, 

upon presentation and approval of invoices and respective progress reports.  

b) The remaining, final 15% of the contract price shall by paid by the awarding entity to the 

successful bidder following approval of the final report of the project.  

6. Invoicing should be accompanied by proof of expenses incurred. Invoices pertaining to the 

production of materials of small size (e.g. leaflets, brochures, postcards, invitations, press 

advertisements, CDs, etc.) have to be accompanied by 3 (three) physical specimens. For 

publications inserted in the press, 3 (three) copies of each medium must be sent. 

7. For materials of large size or to be printed as a single copy, or events, the invoice should be 

accompanied by a photograph or video clearly showing the proper application of all compulsory 

logos and the activity they portray.  

8. The service provider agrees to return to the awarding entity, the total or part of the price paid, 

whenever the total or part of the expense is not paid by the providers of funds due to a mistake, 

deficiency or insufficiency attributed to the service provided or the service provider. 
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Clause 8 

Confidentiality 

1. The successful bidders must maintain confidentiality regarding all information and 

documentation, technical or otherwise, of which it has knowledge within the scope of or in relation 

to the execution of the contract. 

2. Information and documentation covered by the duty of confidentiality may not be transmitted to 

third parties, nor put to any use other than directly and exclusively for the purpose of execution of 

the contract. 

3. The duty of confidentiality does not apply to information and documentation which can be 

demonstrated to be in the public domain at the time they were obtained by the successful bidder, 

or to information the successful bidder is legally compelled to reveal by force of law, judicial 

process or on request of regulatory authorities or other competent administrative bodies.  

 

Clause 9 

Assignment of contract rights and obligations 

The successful bidders may not assign, in full or in part, their contractual rights and obligations, 

including credit entitlements they may hold, without prior express written consent of the awarding 

entity. 

 

Clause 10 

Rescission 

Without prejudice to other grounds for rescission provided for by law, non-compliance by either of 

the parties with the obligations arising from the contract, providing the causes are attributable to 

the party in question, shall entitle the non-breaching party to rescind the contract, without 

prejudice to its entitlement to redress for any losses and damages suffered. 

 

Clause 11 

Contract 

1. The contract entered into must be drafted in the Portuguese language, and comprises the 

following elements: 

a) These Contract Specifications and annexes thereto. 

b) The winning bid for the respective lot or lots. 

2. Should any discrepancy occur between the documents specified in the preceding paragraph, 

their respective prevalence is determined by the order in which they are listed. 
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3. Should any discrepancy occur between the documents specified in paragraph 1 and the clauses 

of the contract and annexes thereto, the former shall prevail, with the exception of the 

adjustments proposed within the terms of article 99 of the Public Procurement Code and accepted 

by the successful bidder within the terms of article 101 of the same statute. 

 

Clause 12 

Contract term 

The contract shall remain in force until the obligations arising therefrom have been discharged in 

full. 

 

Clause 13 

Jurisdiction 

For the resolution of any disputes arising from the contract, the parties agree to submit to the 

jurisdiction of the District Court of Santa Maria da Feira, Portugal, expressly renouncing all others. 

 

Awarding Entity, on 20 June 2016  

 

The Chairman of the Board of APCOR 

João Rui Ferreira 
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Annexes: 

A. Lot 1: Presentation of proposals for promotion of Cork Stoppers in the US   

B. Lot 2: Presentation of proposals for promotion of Cork Stoppers in FRANCE  

C. Lot 3: Presentation of proposals for promotion of Cork Stoppers in ITALY  

D. Lot 4: Presentation of proposals for promotion of Cork Stoppers in GERMANY 

E. Lot 5: Presentation of proposals for promotion of Cork Stoppers in the UNITED KINGDOM  

F. Lot 6: Presentation of proposals for promotion of Cork Stoppers in CHINA 

G. Lot 7: Presentation of proposals for promotion of Cork Stoppers in SPAIN 

H. Lot 8: Presentation of proposals for promotion of Cork Stoppers in BRAZIL 

I. Lot 9: Presentation of proposals for the Design campaign in SWEDEN and DENMARK 

J. Lot 10: Presentation of proposals for promotion of Construction and Decoration Materials in 

GERMANY  

L. Lot 11: Presentation of proposals for the development of New Cork Applications 

M. Lot 12: Presentation of proposals for the development of Promotional Videos 

N. Mandatory items 

O. Complementary information 

 

Note: for any clarification use the electronic platform http://www2.compraspt.com/under the 

terms and deadlines of the tender procedure brief. 
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LOT 1 | CORK STOPPER| USA - UNITED STATES OF AMERICA   

 

A | Market CONTEXT 

The market | Wine 

According to the OIV - International Organisation of Vine and Wine - the USA had a vine growing 
area of 419,000 hectares in 2015, occupying 6th place in the ranking of producing countries.  

In terms of wine production, the 22 million hectolitres of the United States has moved it closer to 
the European trio (France, Italy and Spain), registering a 4% increase in production, not because it 
is growing but mainly because it declined less than the 'old world' countries. In fact, if we look at 
the OIV figures we immediately notice that from 2000 to 2012 the three largest wine producers 
(France, Italy and Spain) lost a quarter (or more) of production. The loss was lower in the United 
States, 'only' at 5%.  

The US wine market is geographically diverse but the closure market is highly concentrated.  
California produces 90% of all domestic wines, and that production is further concentrated in 
several northern California regions. 

 

 

 

These wineries are the primary market for synthetic corks in the US. 
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The USA is third in the table where wine imports are concerned, just after Germany and the 
United Kingdom. The available data also show that the United States is paying more for imported 
wine: EUR 4 billion in 2014, followed by the UK (3.6), Germany (2.5), Canada (1.5), Japan (1.2), 
China (1.1) and Russia (0. 9). Two types of wine are imported into this country: bulk and bottled. 
This market is currently experiencing different trends in this area. For example, bulk import 
strongly declined in 2013 after several years of fast growth due to the record harvest of 2012 and 
2013. Rosé wine is one of the types of wine imported by this country, accounting for 0.5% (2013 
data - Vinexpo/IWSR study), having recorded one of the slowest growths in recent times. Italy and 
Australia are the main exporters of wine to this country. France is the third supplier of wine to this 
market. It is perceived by American consumers as a high quality wine producer. The increased 
demand for rosé ultimately benefits the French market, which could increase its exports in the 
near future. 

According to the Distilled Spirits Council of the United States, exports of US wine have declined in 
the first quarter of 2015, 6.1% in terms of volume (91.9 million litres) and 1.3% in value (to USD 
321.4 million). This fall was the result of the increase in value of the dollar, high demand for white 
wines of specific brands and the decline in the value for money segment due to competition from 
other alcohol categories. The top five exporting producers of American wine are California, 
Washington, New York, Oregon and Texas. 

 

The market | Consumption 

North Americans are developing a taste for wine and the increase in consumption is proof of this. 
The United States dethroned France last year as the largest market in terms of volumes 
consumed, according to OIV data. There has been a change of mentality in the United States in 
recent times with respect to this product. In the past wine was seen as a luxury product, very 
expensive, but now people are saying "I can find a good bottle of wine for less than twenty or 

Rank Company 2015

1 CONSTELLATION 15,4%

2 E&J GALLO 12,3%

3 STE MICHELLE ESTATES 9,5%

4 JACKSON FAMILY WINES 6,5%

5 TRINCHERO FAMILY 5,1%

6 DIAGEO 4,1%

7 THE WINE GROUP 3,6%

8 DFV WINES 3,3%

9 BOGLE VINEYARDS 3,2%

10 TREASURY WINE ESTATES 3,0%

Total Top Ten 66%

US Wine Sales - 750mL >$6

http://www.oiv.int/oiv/files/4%20-%20Statistiques/4%20-%201%20Publications%20statistiques/Wine_market_EN.pdf
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fifteen dollars," or they are now drinking a glass at dinner. People are viewing wine as a national 
drink. This is the new trend of the sector and it is expected to continue in forthcoming years. 

Therefore, the USA is the leader par excellence when it comes to wine consumption, at about 
30.7 million hectolitres (2013 data - Vinexpo/IWSR study). It is expected that the trend in 
consumption will rise about 11%, between 2014 and 2018, despite a slight decline recorded in 
2013. 

Sparkling wines have seen an increase in consumption in the Anglo-Saxon countries. This time, the 
USA is in fourth place in the table of consumption of this type of wine, which accounts for 5.7% of 
all wines, representing an increase that is more than double that of the consumption of still 
wines. In other words, an increase of 23% between 2009 and 2013 can be noted, and it is 
expected that this trend will continue in the 2014 to 2018 period, at about 15%. These results are 
mainly due to demand for Prosecco but also Cava and French crémants, especially used as an 
aperitif before a meal as an alternative to spirits. Recent statistics also point to worldwide growth 
in rosé wine consumption, which currently records consumption of 24 million hectolitres. France 
leads this consumption with a share of 37%, followed by the USA (12%), Germany (9%) and the UK 
(6%). 

However, the accounts are different when it comes to "per capita" consumption. Each American 
consumed 11.9 litres in 2014 (2015 data - Wine Market Council), which is equivalent to six times 
less consumption than the French, who consume on average a bottle and a half each week. 
Annual "per capita" consumption of Americans rose 17% between 2002 and 2011, but the OIV 
recognises there is still room for improvement, especially in terms of quality. If we consider the 
consumption of still wines and sparkling wines by different countries we can see that there is a 
positive trend in the USA, which grew 11% in the last five years and an increase of 11% over the 
next five years is expected. 

The US Wine Market continues to show excellent growth in higher priced, traditional packaging. 

In the past five years Nielsen’s tracking of US wine sales showed an increase of 7.1 million cases 
(+8%).  Almost all of this increase came in the form of domestic, 750ml bottles priced over $6. This 
market segment has the highest percentage of cork finished packages. 

Wines in this premium category increased by 44% - up 8.0M cases. Lower priced packages all 
showed a decline over the past two years.   
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The market | Closures 

Size of the market: 1.320 billion cork stoppers  

The USA is an important market in relation to Portuguese cork exports, accounting for about 
20.2% of total exports in the first half of 2015. It became the main destination market for 
Portuguese cork, knocking France, the undisputed leader for several years, into second place with 
18.9%. 

Total Portuguese cork exports to the USA have grown in value by about 41% from 2009 to 2014, 
to reach the amount of EUR 152 million in 2014.  

Exports of stoppers also followed a growth scenario, 42% in this case, registering an amount of 
EUR 119.3 million in 2014 compared to EUR 84.1 million in 2009. The trend continues to be 
upwards in 2015, around 28%, which was the figure recorded in the first half compared with the 
same period of 2014, totalling EUR 77.5 million. 

Cork stoppers accounted for 78% of the total cake in 2014 (EUR 119.3 million), while construction 
materials registered a share of 20% (EUR 31 million) and other cork applications only accounted 
for 1 percentage point (EUR 1.7 million). 

The area that has most grown within the stoppers category in the last six years is that of 
champagne stoppers, with growth of 52%, followed by natural cork stoppers with 42% and finally 
26% for other stoppers. However, the type of stopper that has most weight in this category is the 
natural cork stopper, accounting for 75%, EUR 89.4 million. Champagne stoppers have a share of 

Annual Sales for Year 

Ending 12/05/2015 CasesM % Diff 2010  % 

Total Wines 90 742 100% 7 057 8%

All Domestic 64 559 71% 5 739 10%

All Imports 26 183 29% 1 318 5%

Domestic Wines by Package

US Glass Bottles 49 975 77% $5 444 12%

US Bag'n'Box 10 305 16% -519 -5%

US Other Pkgs* 3 894 6% 429 12%

Domestic Bottles by Size

US Glass 750ml 33 693 67% 7302 28%

US Glass 1.5 13 142 26% -591 -4%

US Glass Other 3 140 6% -1267 -29%

Domestic 750ml by Price

US 750's >$6 26 139 78% 7964 44%

US 750's <$6 7 554 22% -662 -8%

2015 Nielsen Scan Data

Case Volume
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16%, at EUR 19.3 million and other stoppers account for 9%, equivalent to EUR 10.5 million. The 
trend is one of growth for the first half of 2015, as already mentioned, with significant emphasis 
on other types of stoppers that are following a rising trend of 60%, growing from EUR 4.8 million 
in sales in 2014 to EUR 7.7 million in the same period of 2015. Natural cork stoppers grow at a 
slower pace, although they still recorded 27% growth to EUR 58.6 million in the first half of 2015, 
followed by champagne stoppers which increased 17%, equivalent to EUR 11.2 million. 

The study of the evolution of sales of the Top 100 premium brands in the USA, conducted by AC 
Nielsen since 2010, indicates that market share for cork finished wines increased from 50% to 
60% in early 2010.  That percentage has remained steady since then.  In the same 2010 period, 
Synthetics dropped from a high of 50% during the corresponding period in 2010 – to a current 
level below 35%.  Screwcaps have almost doubled from 4.5% to roughly 9% over the same period. 

 

 

 

The average bottle price for Top 100 Premium Brands bottled with cork has shown a slight 
increase over the past six years.  Cork packages have a current average price of $11.78 vs $9.85 
for synthetics.   

 

The most current 4-week analysis of the Top 100 Premium Brands shows a percentage market 
share for cork finished wines of 57%. This represents a 6% increase from the corresponding period 
of 2010, and an 8% improvement over the lowest point of 49% seen in February 2010. Wines over 
$6, but not in the top 100 by volume, are estimated to be 80% cork finished. 
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Assumptions are based on expected sales by package type. Nielsen surveys usually represent 22-
25% of total US sales – variations in this ratio reflect anticipated growth or decline by package 
size. 

 

 

 

The market | Consumer preference 

Wine consumers continue to show a clear preference for cork stoppers, as shown by the Tragon 
and Nielsen studies on the preference of North American consumers, conducted in 2014. 

The Tragon Corporation, one of the most prestigious market research companies for the wine 
area, states that cork is the preferred closure of 61% of Americans, compared with 3% for 
aluminium caps. The company states, comparing the first study in 2004 to the current one, that 
the preference has remained stable. Cork is the choice for all occasions, with particular emphasis 
on a special dinner in a restaurant and to give as a gift, with values of around 100% preference. 
The aluminium cap is the option for a wine for everyday consumption. 

When asked what a closure may contribute to a wine, 93% of American wine consumers state 
that cork represents "high quality" while 50% say that aluminium caps are associated with "low 
quality" wine. 

Price appears as the most important factor in choosing a wine in the USA, scoring 46%, followed 
by the closure, on 30%. 

 

  

Survey 2015 CS (000) 26 139 7 554 13 142 10 305 3 139 4 280 64 559

2015 Ratio 0,22 0,25 0,25 0,25 0,2 0,23

Volume EQ-CS(MM) 119 30 53 41 16 19 277

Estimates Pcs(MM) 1 426 363 315 0 94 223 2 421

Estimated Cork 65% 25% 20% 0% 10% 70% 51%

Percentage Synthetic 26% 65% 70% 0% 40% 25% 38%

by Closure Screwcap 9% 10% 10% 0% 50% 5% 11%

Estimated Cork 927 91 63 0 9 156 1 246

Pieces Synthetic 371 236 221 0 38 56 921

(Millions) Screwcap 128 36 32 0 47 11 254

750>$6 1 750<$6 1.5L BNB Other Sprklg 2 Total

CS (000) 23,256 7,380 13,575 9,725 3,719 2,735 60,390

Ratio 22% 25% 26% 25% 22% 25%

EQ-CS(M) 106 30 52 39 17 11 254

Pcs(M) 1,269 354 313 0 101 131 2,169

Cork 65% 35% 20% 0% 40% 60% 52%

Synthetic 30% 55% 70% 0% 20% 30% 39%

Screwcap 5% 10% 10% 0% 40% 10% 8%

Cork 825 124 63 0 41 79 1,131

Synthetic 381 195 219 0 20 39 854

Screwcap 63 35 31 0 41 13 184

1 
Based on records of Top 100 Brands @60% cork plus smaller brands @80% cork - Top 100 is 75% of category

2
 Sparkling wine not in previous estimates - Synthetic includes hard plastic

Estimated 

Pieces 

(Millions)

Estimated 

Percentage 

by Closure

2013 Volume 

Estimates

Nielsen 

Survey 2012
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The market | Competitors 

Synthetics 

 Estimated 34% share of US Market 

 US Market is controlled by Nomacorc. 

 Penetration with the largest corporate wineries - based on low price, reliability and 
familiarity. 

 Primarily found in wines less than ten dollars, perceived as cost effective stoppers for 
wines with limited shelf life. 

 Some synthetic products promise extended oxygen barrier qualities 

 Recent activity has shown a leveling of market share compared to declines from 2010 – 
primarily due to continued strong sales of “sweet” red wines from Apothic (Gallo), 
Menage a Trois (Trinchero) and Cupcake (Wine Group). These brands account for 11% of 
case volume for the Top 100 Brands. These brands have increased by 400% since 2010. 

 The “Bio-cork”, made from plant based fuel ethanol, is being successfully marketed as an 
environmentally favorable product.  Actual materials are reported to include 40% derived 
from petroleum based plastic. 

 

Screwcaps 

 Estimated 9% share of US Market for table wines. 

 Several suppliers – with new entries continuing to arrive. 

 Strong penetration with the smaller wineries. 

 Primarily found in white wines with less consumer price limitations than seen with 
synthetics.   

 New products introduce liners that allow for increased oxygen permeation 

 

Sales by Variety 

Screwcap closures display an increase in popularity in specific varietal bottlings – particularly 
Sauvignon Blanc and Pinot Grigio. Numerous wineries use screwcaps for these varietals while 
retaining natural cork for the balance of their production. 
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SWOT Analysis 

Strengths 

• Consumer Preference 

• Traditional Appeal 

• Proven Track Record 

• Better Oxygen Performance 

• Natural/Sustainable 

Weaknesses 

• TCA and off aromas 

• General variability of performance in use 

• High cost 

• Lengthy quality control requirements 

Opportunities 

• Expanding Wine Market in most cork 

friendly segment 

• Alternative closures now acknowledge 
oxygen problems 

• TCA decline is acknowledged 

Threats 

• Screwcaps are moving into traditional cork 
markets 

• Technical corks are being sold to replace 
natural cork 

• Closure research highlights cork variability 

 

Though the current cork market looks far superior to three years ago, there are several 
developments posing acute risk to the US market in the near future: 
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1. Screwcaps are up 50% and making inroads in the premium sector. 

2. Synthetic have made a comeback at a higher price point with the introduction of a new 
category of sweet red wine priced near $10. The sugar cane product has been successfully 
introduced to some mid-sized wineries at higher price points. 

3. The introduction of micro-agglomerated corks has not repeated its early success as a 
replacement for synthetics, and we have not had a major defection in cork’s favor in 18 
months. 

4. There is steady pressure from more expensive micro-agglomerates, on higher end wines 
as a replacement for traditional corks. 

 

B | COMMUNICATION HISTORY 

This is the third communication campaign of the advantages of cork stoppers in this market, since 
2009. These campaigns supported the positive return of cork to the American market and were 
able to introduce new issues in the debate on closures, such as: 

 The decrease of the market share of cork against alternative closures was halted and 

moderately reversed. 

 The cork stopper is viewed by many wineries as a component of "added value". 

 There is broad consensus on the fact that cork quality has greatly improved. 

 We have established several valuable winery partners who effectively support the cork 

trade. 

 

And the following results could be achieved: 

 Over 9,500 articles published in the written press, online, on TV and radio (5,200 between 
2013-2015). 90% of the published articles were considered positive and in consumer-
oriented media. 

 The messages mentioned most often were: 

- Cork: raw material for a sustainable and eco-efficient industry; 

- Cork:  excellent inherent qualities; 

- Cork: a product with excellent technical properties & performance 

 Participation in about 30 events that allowed contact with more than 10,000 people of 
the various target audiences of the campaigns; 

 100,647 fans and followers on social networks: 100% Cork (Facebook and Twitter). 

 30,954 page visits on the 100percentcork.org platform  

 Partnership with acclaimed wine producers of the market such as Bogle Vineyards, Francis 

Ford Coppola Winery, Grgich Hills Estate, Jordan Vineyard & Winery, Rutherford Wine 

Company, Fetzer Wines and Naked wines, which provided their full support to the 100% 

Cork campaign.  
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The following tools were created over the course of the campaign, which should be analysed, 

reactivated and optimised. 

 Website: http://www.100percentcork.org   

 Facebook: https://www.facebook.com/100PercentCork   

 Twitter: https://twitter.com/100percentcork  

 Youtube: http://www.youtube.com/100percentcork  

 Instagram: https://www.instagram.com/100percentcork 

 Pinterest: https://www.instagram.com/100percentcork  

 

Signature: 100% CORK. 

 

C | BRIEFING 

 

Briefing | Strategic lines 

 Increase sales by 80 million cork stoppers; 

 Maintain the market share of cork stoppers in the premium wines segment; 

 Protect growth in market share for wines with cork stoppers in view of the current market 
penetration of synthetic closures and aluminium screw caps; 

 Protect consumer preference; 

 Strengthen the perception of cork as a premium, high quality product that adds value to 
the wine; 

 Unequivocally establish the environmental credentials of the cork stopper - and use it as a 
differentiating element.   

 

Briefing | Strategic focus 

Narrow the gap between consumer preference and business demand.  

Wines achieve higher quality when finished with cork closures. 

 

Target audiences 

 Winemaking industry – raising the value of wine by the cork 

 Largest wineries - to recognize the value of cork closures in their product lines. We also 
need to dampen the increased enthusiasm for screwcaps by influencing smaller wineries 
that they will be better served with cork. 

 Consumer  

http://www.100percentcork.org/
https://www.facebook.com/100PercentCork
https://twitter.com/100percentcork
http://www.youtube.com/100percentcork
https://www.instagram.com/100percentcork
https://www.instagram.com/100percentcork
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 Professional opinion makers (sommeliers, chefs, NGOs) 

 Media (journalists specialising in wine and gastronomy) 

 Social networks 

 

Briefing | Outputs 

• Increase sales by 80 million cork stoppers; 

• Increase the number of wineries that publicly support cork as well leading figures in the 
wine industry (winemakers, sommeliers, etc) 

• Add new cork allies Including non-winery influentials; 

• Visits by journalists and opinion makers to Portugal: 2; 

• Conduct at least three event tastings;  

• Increase the number of articles published in the media (online and offline): +2.5%; 

• Increase the number of fans and followers on social networks: +5%; 

• Register at least 10,000 visits per month to the website; 

• Establish direct marketing channels to wine buyers, educators and bloggers: 

- Build contact list for quarterly news-letters 

- Include ability to conduct online polls and questionnaires 

• Highlight superior wines bottled in cork; 

• Promote sensory qualities of cork finished wines; 

• Revive Billboard Campaign; 

• Maintain 100% Cork Campaign; 

 

Note: The mentioned outputs are indicative and may be reformulated by the bidders, provided 
such is duly justified. 

 

It should be noted that in the USA we can rely on the active participation, both in terms of 
definition and at the level of implementation and control, of the Portuguese companies present in 
the market and that are members of the CQC - Cork Quality Council. 

 

E | BUDGET AND SCHEDULE 

Budget: 1,200,000.00€ 

Campaign end date: 30th September 2017 

 

DEADLINE FOR SUBMITTING BIDS: See Specifications and Tender Procedure Programme.
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LOT 2 | CORK STOPPER| FRANCE 

 

A | Market CONTEXT 

 

The market | Wine 

It is no exaggeration to classify France as the best wine country in the world. No country has so 

many wines of exceptional quality as those found among the AOC (Appellation d'Origine 

Contrôlée) wines, i.e. Controlled Designation of Origin. There are thirteen major winemaking 

regions in France, some of which have over twenty AOC. In addition to the AOC wines, there 

are also a huge amount of Vins de Pays, or regional wines, some of which are very good. The 

French wine region that most stands out is undoubtedly Bordeaux, for having the highest 

number of exceptional wines, such as the great Châteaux du Médoc, many with exceptionally 

high prices. 

France fell to third place in 2015, as regards vineyard area. It currently has 786,000 hectares. 

Despite the loss of its position regarding planted area, France remains the world's largest wine 

producer, according to the latest data from the OIV - International Organisation of Vine and 

Wine. Europe remains the number one wine producer, despite the growth trend being revised 

downwards (due to difficult weather conditions in Eastern Europe, which negatively affected 

production). France occupies first place, with 47.5 million hectolitres, representing a 10% 

increase in wine production compared with the previous year. 

In terms of wine exports, France ranks third (with Spain and Italy ahead of it and Chile and 

Australia behind), with an annual production of 1.4 billion litres, which in terms of value 

amounts to EUR 7.7 billion, giving it first place in the table where export values are concerned. 

A 1.4 percentage points decrease in the volume of exports was however recorded in 2014, i.e. 

1.4 billion litres. In other words, the French exported less wine than Spain and Italy in terms of 

volume, but they do it at values per litre that are much higher. The main markets of France are 

Germany, the United Kingdom, Belgium, the Netherlands, China and the USA. 

As for imports, France imports 644 million litres per year, and is considered the 4th largest 

wine importing country in the world. Wine imports in 2014 even increased 22.7%, mainly from 

Spain (71%) and the USA (which increased its sales to France by 1%, equivalent to 6.8 million 

litres). 

 

The market | Consumption 

The available data show a slight decrease in world consumption of wine in 2014, which is 

estimated to be around 240 million hectolitres. Countries that are traditionally the largest 

consumers remain at low growth levels (or in stagnation), a trend that is the inverse of that in 

the new consumption points. France is in second position in this regard, with a consumption of 
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27.9 million hectolitres, meaning 296.4 million boxes of wine, maintaining the trend of 

negative growth, down 7% or 0.9 million hectolitres less than the previous year.  

There has been little impact on turnover despite the decline, since consumers are opting for 

higher quality, more expensive products. However, this downwards trend, which has been 

observed since the 1970s, tends to reverse, and it is hoped that consumption levels begin to 

level out. It is envisaged that a consumption of 288.2 million boxes is reached in the next 5 

years. Per capita consumption of the country is 42.94 litres, giving it seventh place on the 

ranking. 

France is considered the world's country with the highest level of consumption of rosé wines, 

with a market share of 37%, equivalent to 76.8 million boxes consumed in 2014. This figure is 

almost double the consumption of white wine (equivalent to 43.8 million boxes). Consumption 

of this type of wine is expected to increase considerably by 2018, from 76.8 million to 77.2 

million boxes (over 0.5%). This is the result of a change in consumer habits noted in recent 

years.  

As for sparkling wines, it is expected that France will be the second largest consumer of this 

type of wine in 2018, at 31.215 million boxes. 

 

The market | Closures 

Size of the market: 2.952 billion cork stoppers  

France currently accounts for approximately 18.9% of Portuguese exports. It has been 

dethroned by the USA from the leadership of the main export destination for Portuguese cork, 

according to the results of the first half of 2015. 

In general export terms, and taking into account the year of 2014, 94% of the cork product 

with France as its destination was for stoppers and 5% for construction materials and other 

applications. The total registered values were EUR 150 million and EUR 8.5 million, 

respectively. 

Total cork exports to the French market increased by around 13% from 2009 to 2014, from 

EUR 141.2 million to EUR 159.4 million. However, this rise suffered some oscillations over the 6 

years: from 2009 to 2011 growth of 15% was recorded, then it declined 1% in 2012 and then 

recovered this percentage value in 2013. In 2014, the scenario was again negative by 1 

percentage point. However, it is expected to close 2015 with positive values, since the first half 

increased by 1% compared with the same period of 2014.  

When we talk of the cork stopper product, we find an increase of 15% from 2009 to 2014, and 

then a decrease of 2% in 2014 compared to 2013. The value registered in 2014 was EUR 150.4 

million, compared with EUR 153.2 million in 2013. 
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In this category, natural cork stoppers have a leadership of 60% over champagne stoppers, 

with 22%, and other types of stopper with 19%. Thus, natural cork stoppers closed the year of 

2014 with sales amounting to EUR 89.6 million. The first half of 2015 posts 5% growth for 

champagne stoppers, 4% for other types of stoppers and -1% for natural cork stoppers, when 

compared to the same period of 2014.  

 

The market | Consumer preference 

A study conducted by Opinion Way in February 2014 indicates that:  

- 83% of French consumers prefer the cork stopper as the closure; 

- 84% of French consumers consider that cork is synonymous with quality wine; 

- 85% of French consumers prefer to offer or receive as a gift wine closed with cork;  

- 66% of French consumers claim transparency of the type of closure on the wine label; 

- The cork stopper is the most suitable closure for the "Grands Crus", the most suitable for 

wine ageing, which preserves the wine's aromas and the most suitable for the preservation of 

the wine.  

SWOT Analysis 

Strengths 

• A natural product 100% bio-sourced, 
100% recyclable as raw material to 
produce a lot of products in applications 
other than sealing bottles 

• A form of closure universally 
appreciated by end consumers. 

• An opening ceremony of the bottle 
associated with the cork stopper 

• A indisputable closure of the premium 
wines segment with high consumer 
loyalty and a strong association with the 
perceived quality of the wine 

• Great efforts undertaken by the cork 
industry to improve product quality. 

• Bottling machines available avoiding 
heavy investments 

• Technical performance of cork stopper 
validated for many years in term of 
protection and positive development of 

Weaknesses 

• Cork may be vulnerable to attacks involving 
“cork taste” (a priori negative and 
persistent) 

• The cork industry must continue / be able to 
better communicate the progress and 
improvements especially in the fight against 
TCA (“cork taste”) 

• Cork may be vulnerable to attacks involving 
“loss of quality” linked with potential 
migration of molecules other than TCA, with 
unpleasant organoleptic impact , at ultra 
traces concentration levels 

• The cork industry companies are not all at 
the same level for technical performances of 
these stoppers and for mastery of 
production processes 

• The additional costs for a in depth mastery 
of cork production process may be not 
accepted by certain French players 

• French players may suffer impositions from 



 

InterCork III - International Cork Promotion | Lot 2 

 

 

 

      P.25 - 120 

wines 

• Better ability of the cork stopper to 
compensate some glass bottle defects 
and some bottling problems 

• Inviolability of cork stoppers 

• The history and tradition of cork 
material fell from weakness to strength 

• An open offer with a real opportunity to 
choose their cork stopper suppliers 

• A variety of cork closures with a scale of 
price/performance ratios to meet the 
needs of the various ranges of wines 

clients (mainly foreign), not always 
favourable to cork, in certain market 
segments 

• Technical performance may be 
heterogeneous within the same lot of corks, 
for some parameters related to the natural 
cork material. 

• Convenience of Bag-In-Box for fractioned 
consumption according to the quantity 
needed for wine “by the glass” for example. 

• Convenience of aluminium screw caps that 
do not require a corkscrew for opening and 
which can be easily resealed. 

Opportunities 

• A tendency to return to traditional wine 
with more complex flavours than single-
varietal wines 

• Increase market share and consumption 
of Organic Wines 

• The increase of the quality of the wines 
consumed in France 

• The increase of the numbers of 
Champagne Brands using cork stoppers 
for the first fermentation in bottles for 
their prestige cuvee wines 

• A new version of the International Code 
of Cork Stopper Practices (GMP) and a 
new EXCELLENCE approach to facilitate 
the request of SYSTECODE for the 
bottling market 

• The technical choices (in particular the 
use of cork stoppers) and marketing of 
French wines taken as an example in 
the Chinese market 

• Consumers are increasingly sensitive to 
products from green industries (a priori 
positive and indisputable quality) 

• Environment and sustainable 
development are two main carriers with 
ecological awareness on a worldwide 
level and “eco-responsible” attitude of 
consumers 

• A degraded image of the plastic due to 

Threats 

• Strong competition from plastic and screw 
cap closures, as a result of significant 
investment in advertising on various levels 
and in various areas. 

• The leader of the plastic closures became a “ 
closure solutions provider” with a broad 
range of closures including cork stoppers 

• Screw cap actors recently grouped in a 
collective approach to share even more 
important financial resources for 
communication 

• Promotion of alternative closures to improve 
the acceptance of these closures by the 
consumer 

• In some market segments, the screw cap has 
significantly improved its acceptability 

• In some market sectors, screw caps are 
gaining prestige. 

• New packaging still in vogue (Bag in Box, 
Tetra Pak, aluminium bottle, PET, etc.). 

• Increase use of Environmental Claims by 
alternative closures (better use of water, 
infinitely recyclable, collection programs, …) 
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environmental pollution and distrust of 
raw materials drawn from oil 

• Less and less synthetic stoppers 
providers with the disappearance of 
almost all actors 

• Plastic closures are suffering in terms of 
image and losing ground. 

• Media and professionals are seeking to 
better understand the cork industry, 
cork products and its features, its 
benefices and limitations 

• TCA is under control and professionals 
are beginning to take into account the 
measures taken and the numerical 
results confirm the effectiveness of 
these measures with specifics 
commitments 

• A rising consumption of wines with 
costs averaging 5 to 10 euros and of 
wines with higher costs (> 10 euros) 

• Increase of the perception by the 
consumer and by the bottler that a cork 
stopper adds value to a wine 

• At the France scale, throughout the 
national territory collection 
organization set up by the Cork 
Stoppers Manufacturers Professional 
Federation (FFL) with the aim of 
recycling cork stoppers. 

• Taking into account weaknesses of 
alternative closures (failure rate in 
tasting cessions, oxidation or reduction 
problems linked with inadequate choice 
of closures, leakage consequences in 
bad transport, risks injury at the bottle 
opening, extractions problems for 
bottle stored at cold, rapid wear of the 
bottling devices, etc.….). 

• Taking into account weaknesses of 
alternative closures with “loss of 
quality” linked with potential migration 
of molecules, with unpleasant 
organoleptic impact, at ultra traces 
concentration levels or scalping of 
specifics aromas by adsorption by 
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specific components. 

 

B | COMMUNICATION HISTORY 

 

This is the third communication campaign of the advantages of cork stoppers in this market, 
since 2009. It achieved the following results: 

 Over 630 articles published in the written press, online, on TV and radio (198 between 
2013-2015). 75% of the published articles were considered positive and in consumer-
oriented media. 

 The messages mentioned most often were: 

- Cork is an environmentally friendly product (natural, reusable and recyclable) 

- Cork: connecting tradition & innovation  

 Organisation of 18 seminars on cork, with a total of 700 people between 2013 and 
2015. 

 Participation in about 26 events that allowed contact with more than 10,000 people of 
the various target audiences of the campaigns; 

 Over 64,813 users and fans followed cork on the website and social networks of the 

Planete Liège campaign. 

 Visit by 95 opinion leaders, who had the opportunity to verify in person the cork 

stoppers production process from the extraction of the cork in the forest to the 

production process, quality control mechanisms, ongoing research and development. 

The following tools were created over the course of the campaign, which should be analysed, 

reactivated and optimised. 

 Website: http://www.planeteliege.com  

 Facebook: https://www.facebook.com/planeteliege  

 Twitter: https://twitter.com/planeteliege  

 Vimeo: https://vimeo.com/planeteliege  

 Instagram: https://www.instagram.com/planeteliege  

 Pinterest: https://www.pinterest.com/planeteliege  

 

Signature: Performance(s) liege. 

 

 

http://www.planeteliege.com/
https://www.facebook.com/planeteliege
https://twitter.com/planeteliege
https://vimeo.com/planeteliege
https://www.instagram.com/planeteliege
https://www.pinterest.com/planeteliege
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C | BRIEFING 

 

Briefing | Strategic lines 

 Increase sales by 43 million cork stoppers.  

 Protect consumer preference.  

 Associate the cork stopper to quality wines: a legitimate and obvious association for 

consumers. 

 Disclose the preference and perception of the consumer of the value assigned to wine 

by the cork stopper in international markets - key to the desired position in the export 

markets. 

 Unequivocally establish the environmental credentials of the cork stopper - and use it 

as a differentiating element.   

 Maintaining producer and consumer preference, recovering customers for cork 

stoppers for all types of wines (still, sparkling and spirits) in order to reduce the market 

share of oil-based closures, screw cap and Bag-In-Box.  

 Recover a 5-8% share of wine bottles produced in France, particularly in the mid price.  

 Sustainability and the environmental credentials of cork are seen as advantages by 

French consumers and producers; cork is the only wine packaging material that is truly 

sustainable and responds to the discerning demands of French consumers.  

 Only cork is good enough for the country of Grands Crus, which the world follows and 

admires. Prevent standards from slipping - France suffers enough from this as it is; it is 

imperative to maintain this line of defence for an issue in which France sets an 

example for the whole world. 

 The choice of a cork stopper is a strategic choice for a middle price range wine, for an 

increase of the perceived quality by assimilation with the technical bottling choice of 

more expensive wines. The cork stopper avoids the standardization of wine flavour, 

unfavourable to French wines in the globalization of the wine markets. 

 The performances of the broad range of corks stoppers meet the diverse needs of 

French wines in terms of functionality and image 

 

Briefing | Strategic focus 

Narrow the gap between consumer preference and business demand. 

 When it comes to wine, the French must not waiver in relation to culture, quality, 
sustainability and elegance. Cork stoppers cannot be replaced. 
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 In addition, they are the only truly ecological form of closure. France cannot have 
wines and more particularly organic wines with plastic closures or screw cap. That 
would be simply ridiculous.  

 Impact on France’s image/overall reputation. 

 

Who influences the market 

Final Consumer 

 Great Chefs from famous restaurants/ TV Chefs 

 Media and journalists specialising in wine or gastronomy  

 Media and journalists specialising in lifestyle or sustainability  

 Bloggers and social networks 

 Retail Chain and Wine store chains 

 Consumer associations 

 

Professional User 

 Marketing and Technical specialists in professional bodies (e.g. Comité 
Interprofessionnel du Vin de Bordeaux – CIVB; Comité Interprofessionnel du vin de 
Champagne – CIVC; Bureau Interprofessionnel du vin de Bourgogne - BIVB; 
InterRhone,; CIVL; CIVR, CIVA, InterLoire, InterBeaujolais, etc.) 

 Winegrowers and winemakers Unions (e.g. Vignerons Indépendants de France – VIF; 
etc.) 

 Major players / Retail (GD, CHR, Hard Discount) - (e.g. Auchan, Carrefour, E. Leclerc, 
Systeme U, etc.) 

 Winegrowers and winemakers Associations (e.g. Union des Oenologues de France – 
UOEF; etc.) 

 Quality control laboratories for physical and chemical analysis of cork stoppers (e.g. 
Cevaqoe, ICV, etc.) 

 Sommeliers and sommelier Associations (based in France); 

 Independent winemakers (e.g. Michel Roland, etc.) 

 Independent wine critics (e.g. Bettane/Dessauve, Faure-Brac, Parker, etc.) 

 Media and journalists specialising in wine and gastronomy (e.g. B. Burtschy, etc.) 

 

Target audiences 

 Winemaking industry: with special emphasis on the marketing departments 

 Marketing and interbranch organisations  
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 Professional users - inform some and remind others of what truly distinguishes cork 

(but always in a technical approach, with valid arguments). This target audience must 

be affected in such a way as to make them become ambassadors for cork stoppers 

themselves. They will have to ‘demand’ from the trade that they are unwilling to give 

up. Another target group not to be neglected is “wine technical bloggers”. The image 

of efficiency and added value for the wine is of great importance to this target group 

too. 

 

 End consumer - inform some and remind others of what truly distinguishes cork (but 

always in a sustained fashion, with valid arguments). This target audience must be 

affected in such a way as to make them become ambassadors for cork stoppers 

themselves. They will have to ‘demand’ from the trade that they are unwilling to give 

up. Not only connoisseurs and enthusiasts, but potential consumers as well. Other 

target groups not to be neglected are women and young adults. The image of elegance 

and knowledge is of great importance to this target group too. 

 Trade (with clearly defined objectives representing concrete advantages; with 
information capable of convincing them of the reality of the advantages of cork 
stoppers).  

 Media (journalists specialising in wine and gastronomy). 

 PR - Opinion makers, which influence the consumer at other levels (chefs, sommeliers 
and sommelier associations, wine professionals, specialists in professional bodies, 
specialist critics, etc.), NGOs and organisations with the capacity to implement 
collecting programmes for recycling or to teach the end consumer. 

 Social Networks (while it is not possible to entirely avoid negative comments, positive 
interest in cork can be generated, outweighing the negative commentary, using 
platforms such as Twitter, Pinterest, YouTube, Facebook, Flickr, MySpace, etc.), as part 
of the campaign. 

 Others, which may be considered essential or relevant. 

 

Briefing | Outputs 

• Increase sales by 43 million cork stoppers 

• Identify an ambassador for cork 

• Cork information initiatives (workshops): 10 

• Visits by journalists and opinion makers to Portugal: 10 

• Number of visits by quality control laboratories to Portugal: 5 

• Increase the number of articles published in the media (online and offline): +2,5%  

o Number of articles published (press and digital internet): 150 

o Number of radio/TV reports realized (national and regional): 10 

• Number of press releases linked to the campaign: 6 
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• ‘Teach’ potential professional users about the great benefits of cork stoppers directly 

at schools and university. Remind them, with technical data and examples, of the 

technical benefits of the large quality/price range of cork stoppers, and highlight the 

criteria for choosing the suitable cork for a specific wine. Do not hesitate to highlight 

that Technical performances of cork stoppers are validated for many years in terms of 

protection and positive development of wines and that no other alternative closure is 

the perfect closure (Taking into account weaknesses of alternative closures like 

defective wine evolution etc.)  

• ‘Teach’ new and potential consumers about the great benefits of cork stoppers. 

Concern for the environment is a current issue, and is on the rise. To prefer cork is to 

be aware, current and up to date. It is not a trend, but the only timeless choice that 

will not go out of fashion. This target audience is very sensitive to environmental 

issues. The recycling system of cork stoppers is a strategic axis of communication 

• ‘Teach’ specific opinion makers (sommeliers, chefs, specialist journalists about the 

great benefits of cork stoppers directly at schools and by direct contact. Remind, with 

technical data and examples, the technical benefits of the large quality/price range of 

cork stoppers. 

• Remind other segments of the elegance factor, essential at the moment of 

consumption. ‘Teach’ some, but remind others. The French wines will not do without 

cork stoppers, to avoid being confused with New World wines without cultural basis.  

• Events/initiatives at POS aimed at raising consumer awareness, while at the same time 

engaging the trade in the defence of cork.   

• Interacting with general and specific opinion makers (sommeliers, chefs, specialist 

journalists, etc.). Raising the awareness of these personalities will undoubtedly attract 

followers and build an image of performance, sustainability and elegance. 

• Create a continuous flow of news items from abroad to show French producers that 

the perception of plastic closures and screw caps is linked with low quality 

wine/industrial wine, and that this cannot constitute an option for the future.  

• Creating a presence within the major social networks - YouTube, MySpace, Twitter, 

Facebook, Flickr, etc. - and regularly providing news and facts about cork, cork 

stoppers and their use in the wine market. Stand out and generate buzz on this type of 

use. 

Note: The mentioned outputs are indicative and may be reformulated by the bidders, provided 
such is duly justified. 

 

It should be noted that in France we can rely on the active participation, both in terms of 
definition and at the level of implementation and control, of the Portuguese companies 
present in the market and that are members of the FFL – Fédération Française du Liège. 
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E | BUDGET AND SCHEDULE 

 

Budget: 600,000.00€ 

Campaign end date: 30th September 2017 

 

DEADLINE FOR SUBMITTING BIDS: See Specifications and Tender Procedure Programme. 

 

 

 



 

InterCork III - International Cork Promotion | Lot 3 

 

 

 

      P.33 - 120 

LOT 3 | CORK STOPPER| ITALY 

 

A | Market CONTEXT 

The market | Wine 

Italy is in fourth position worldwide in terms of vineyard area, with 682,000 hectares, 

according to 2015 data of the OIV - International Organisation of Vine and Wine. 

Nevertheless, Italy is still the world's second largest wine producer. It registered in 2015 

production of 49.5 million hectolitres, which is a decrease of 15% from the previous year and 

5% lower when compared to the previous five years. This result is due to the bad weather that 

hit Italy and caused adverse effects on wine production. This was considered the lowest 

production of the last 64 years. 

Italy is the second largest exporter of still and sparkling wine in terms of value, with a 21% 

market share. It is the leader in terms of export volume (EUR 5.5 billion). Germany is 

considered the key market for Italian wines. However, if we look at the top 5 importers of 

Italian wines, we find that the volume of exports to that country fell by 8.8% between 2009 

and 2013. On the other hand, the Anglo-Saxon countries continue to buy more wines from 

Italy: + 24.5% to the USA (second largest importer), + 9.4% to the UK (which ranks third), and 

13.8% to Canada (which is in fifth position). The final balance of the last five years in relation to 

this issue is an increase in volume of about 3.5%. It should be noted that Italy is also the leader 

in exports of still wines, ahead of France and Spain. 

As for imports, still wine imports account for a very low level of consumption, about 0.3%, 

while sparkling wines already have a market share in terms of consumption of 7.1%, resulting 

from the consumption of champagne. France is undoubtedly the largest exporter of wines to 

Italy, followed by Portugal, Spain and Chile. Australia recorded a considerable decrease, about 

66.7%, in relation to the exports of wine to this market. 

 

Consumption | Wine 

Italy is the third largest consumer of wine in the world (after the USA and France). It is the sixth 

largest consumer of sparkling wines and the leader when it comes to the consumption of wine 

per capita, with 48.1 litres, followed by France, Switzerland, Portugal and Austria (note that 

the consumption of wine per capita in the 1970s was 130 litres). 

Wine consumption in Italy (20.4 million hectolitres) has maintained a negative growth trend 

over the last five years. It has declined by about 1.4 million hectolitres due to the economic 

situation faced by the country, where households are still affected by some austerity policies, 

causing a fall in confidence in terms of consumption. In a more detailed scenario we can say 

that the consumption of still wines decreased by 5% and the decline in consumption of 

sparkling wines was 15.2%. This has been a general trend of recent years in the wine-
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producing countries. Nonetheless, Italy is still the country in the world that consumes most 

white wine, with a market share of 49.3%. 

However, it is expected that this downward trend of wine consumption in Italy will still 

continue between 2014 and 2018. It may even register a decline of 7%, which will allow France 

to dethrone Italy in per capita consumption by 2018, which in turn will be overtaken by 

Germany in the ranking of the world's largest wine markets. 

 

The market | Closures 

Size of the market: 1.405 billion cork stoppers 

Portugal exported to Italy in 2014 a total value of EUR 845.9 million of cork products, 

positioning the share of this country in global exports at 10%.  

In general terms, cork stoppers accounted for 89% of exports to Italy in 2014, at EUR 75.7 

million, while construction materials accounted for 8% (EUR 7.1 million) and other cork 

applications accounted for 2% of exports (EUR 1.9 million). 

In terms of stoppers, that which had greatest weight in 2014 was the natural cork stopper, 

with 42% and EUR 31.5 million, followed by the champagne stopper with 36% and EUR 27.2 

million, and lastly the other types of stopper with 23% and EUR 17 million. 

Natural cork stoppers have been growing in terms of exports from 2009 to 2014, by about 

42%, in other words EUR 31.5 million were exported in 2014 compared with EUR 22.2 million 

in 2009. This growth was not however always constant because in 2012 there was a decrease 

of 8% compared to 2011. 2013 was again a year of decline, this time 10%, but 2014 marked a 

recovery of 15%, with a final result of EUR 31.5 million. 

The trend for 2015 is one of growth. Growth in the first half of 2015 for the stopper product 

was about 5%, compared to 2014. Hence, natural cork stoppers grew 2% (EUR 18 million), 

champagne stoppers grew 8% (EUR 14.4 million) and other types of stoppers (technical, 

agglomerated, capsulated and specialised) also grew, by 8% (millions of euros). 

 

The market | Consumer preference 

The preference for cork is also quite notable in this market, as proven by the data of the study 

conducted by Astraricerche, where 85% of consumers and wine buyers consider the cork 

stopper the best closure for wine bottles. It should be noted that young consumers, aged 18-35 

years, reported a preference for high quality wines for their private moments, and also 

considered the cork stopper as the attention-grabbing closure for such wines.  
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SWOT Analysis 

Strengths 

• Spontaneous association of natural cork 
stoppers with quality wine. 

• Natural desirability of natural cork 
stoppers, ecologically ‘greener’ and 
more environmentally friendly. 
Sustainability. 

• Historical relationship with the cork 
industry and existence of cork oak 
forests. 

Weaknesses 

• Perception of the preference for other 
closures, not cork, for export markets. 

• Imposition by certain major distribution 
groups of the use of alternative closures.  

 

Opportunities 

• In a situation of things being equal, the 
vast majority of Italian wine producers 
clearly prefer to use natural cork 
stoppers, and benefit from the 
consumer perception associating 
natural cork stoppers to a product of 
superior quality than one using a 
synthetic closure. As a result, it is in the 
interest of producers to use cork 
stoppers and thus upgrade their wine. 

• Cork is also an Italian product. 

 

Threats 

• The aluminium cap (screwcap), associated 
with new technologies and the new 
generation of winemakers. 

• The trend to consume fruity wines which do 
not mature in the bottle. 

• Change in consumption habits (an increasing 
trend towards consuming wine at home and 
beer in restaurants). 

 

 

B | COMMUNICATION HISTORY 

This is the third communication campaign of the advantages of cork stoppers in this market, 
since 2009. It achieved the following results: 

 In 2013, Carlo Cracco, the well-known Italian chef, member of the jury of the Master 

Chef Italy contest, declared his preference for cork stoppers and recorded three videos 

(which had 143,093 views on the Youtube channel) and gave his pro-cork stopper 

testimony at several events. 

 Over 870 articles published in the written press, online, on TV and radio (347 between 

2013-2015). 98% of the published articles were considered positive and the majority 

were in consumer-oriented media. 

 The messages mentioned most often were: 

- Cork is an environmentally friendly product (natural, reusable and recyclable) 
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- Cork: excellent inherent qualities 

- Cork: raw material for a sustainable and eco-efficient industry 

 Participation in 8 events directed at the trade and which allowed contact with more 

than 33,000 professionals; 

 Organisation of more than 40 sugheritivos - happy hour publicised via Facebook where 

in exchange for a cork stopper you receive a glass of wine – with 11,300 wine 

consumers participating.  

 Visit by 24 opinion leaders, who had the opportunity to verify in person the cork 

stoppers production process from the extraction of the cork in the forest to the 

production process, quality control mechanisms, ongoing research and development. 

 Video testimony in favour of cork stoppers of 31 personalities, ranging from wine 

producers and winemakers to actors and comedians; 

 Over 76,400 users, fans and followers regularly read about cork on the Io Sto Col 

Sughero website and social networks. 

 

The following tools were created over the course of the campaign, which should be analysed, 

reactivated and optimised. 

 Website: http://www.ilsughero.org  

 Facebook: https://www.facebook.com/IoStoColSughero  

 Twitter: https://twitter.com/IoStoColSughero  

 Youtube: https://www.youtube.com/IostocolSughero  

 

Signature: Io sto Col Sughero. 

 

C | BRIEFING 

 

Briefing | Strategic lines 

 Increase sales by 75 million cork stoppers.  

 Maintain preference in the high price segment. 

 Consolidate consumer preference for the cork stopper. 

 Reinforce messages that a wine sealed with a cork stopper is a sign of quality and 

higher added value. 

 Demystify the idea that export markets prefer closures other than cork. 

http://www.ilsughero.org/
https://www.facebook.com/IoStoColSughero
https://twitter.com/IoStoColSughero
https://www.youtube.com/IostocolSughero
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 Reinforce sustainability messages. 

 

Briefing | Strategic focus 

Strengthen consumer preference and maintain affinity with producers. 

 

Briefing | Market influencers 

 Consumer (with special relevance for women) 

 Sommelier associations 

 Media and journalists specialising in wine and gastronomy  

 Retail 

 

Briefing | Target audiences 

 Winemaking industry: with special emphasis on the marketing departments 

 Professional opinion makers (sommeliers, chefs, NGOs) 

 Consumer  

 Media 

 

Briefing | Outputs 

• Increase sales by 75 million cork stoppers 

• Cork information initiatives (workshops): 4 

• Visits by journalists and opinion makers to Portugal: 5 

• Increase the number of articles published in the media (online and offline): +2.5%  

• Increase the number of fans and followers on social networks: +5%  

 

Note: The mentioned outputs are indicative and may be reformulated by the bidders, provided 
such is duly justified. 

 

E | BUDGET AND SCHEDULE 

Budget: 300,000.00€ 

Campaign end date: 30th September 2017 

 

DEADLINE FOR SUBMITTING BIDS: See Specifications and Tender Procedure Programme. 
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LOT 4 | CORK STOPPER| GERMANY 

 

A | Market CONTEXT 

 

The market | Wine 

Germany is one of the few wine-producing countries (it is the 10th largest producer in the 

world), which according to the OIV - International Organisation of Vine and Wine - has a 

cultivated area of over 100,000 hectares. That area has changed little in recent years. Wine 

production has increased slightly (6.1%) since 1997, a period characterised by a very unstable 

evolution - for example, production decreased by 25% in 2010 but the following year it 

increased by 32%. About 8.8 million litres of wine were produced in Germany in 2015. The 

wine industry in Germany is essentially characterised by the production of white high quality 

wines (16% more than in 2013). 

Germany is also an important import market, taking first place in the ranking by volume. It is 

the largest importer of still wines, at 15.2 million hectolitres, immediately followed by the UK 

(13.4), USA (10.7), France (6.5), Russia (4.7) and China (4.6). 

This market is also the largest importer of sparkling wines in the world, only followed by the 

UK. Data of SAWIS - South Africa Wine Industry Information & Systems - reveal that Germany 

imported about 44.8 million litres of red wine and 39.8 million litres of white wine in 2013. It 

also shows that the Germans are buying more expensive wine compared to 2008, paying EUR 

13.72 per litre of red wine and EUR 7.10 per litre of white wine. The main suppliers of wine to 

this country are Italy (556 million litres), Spain (358 million litres) and France (260 million 

litres). 

In addition to importing, Germany is also an exporter of reference. Exports of German wine in 

2013 amounted to almost one billion euros. However, exports decreased by 3.6 percentage 

points in 2014, to 386 million litres. This reduction was mainly due to decreased demand from 

its customer countries, namely the Netherlands (-4.4%), USA (-9.6%), Poland (-11%) and France 

(-21%). Nevertheless, the Netherlands, United Kingdom, Sweden and the USA continue to be 

the main destination markets for German wines. It should be noted that much of the wine 

exported to the Netherlands has the USA as its final destination.  

The trade balance of the wine sector in this country is negative, although in recent years this 

deficit has decreased. 

 

Consumption | Wine 

In addition to maintaining the top spot of the podium with regard to the consumption of 

sparkling wines, Germany has also recently registered overall growth in the consumption of 
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rosé wine, which is around 24 million hectolitres. This growth places it third (9%), behind 

France (37%) and US (12%) and ahead of the UK (6%). 

The German market is relatively modest in terms of overall consumption, ranking as the 

world’s fourth largest consumer in terms of volume (2 million litres), but it only manages 

eighth position when it comes to per capita consumption (24.97 litres) and this figure has 

declined in recent years, with only a slight slowdown last year.  

The consumption of still wine and sparkling wine has fluctuated between 1.9 and 3 billion litres 

(2013). Similarly, the per capita consumption varies between 23.8 and 25.1 litres.  

The data shows that in terms of purchase, about 60% of housewives are buying wine and they 

do it in supermarkets, preferring the white wines (31%), with 9% buying imported rosé wines. 

The percentage of German wines purchased by consumers is relatively higher: 51% white 

wines, 38% red wines and 11% of rosé wines.  

It should be noted that according to a 2015 study by Wine Intelligence of the German Wine 

Market Landscape, the German consumer is willing to pay more for wine and the (discount) 

supermarket sector is making the segments more premium. The data show that the average 

price of wines to offer as gifts rose from EUR 7.20 to EUR 7.90 over the last two years, while 

the wines for formal dinners or festivities rose from EUR 5.45 to EUR 6.40 in the same period. 

As for the supermarket sector, it is intending to raise the segment to a more premium level, 

indicated by Aldi or Lidl, for example, which are increasing their ranges to include more 

conceptual wines. Traditionally the prices in supermarkets are in the 2 to 4 euro range, but 

they are now rising to the 5-6 euro mark.  

Another study by Mintels reveals that wine is probably the only segment where German 

consumers are willing to pay more, as 61% say they are prepared to pay more for a higher 

quality wine. Despite the German wine consumer being very price sensitive, very justified by 

the strong presence of (discount) supermarkets, young wine consumers are raising the 

categories for more sophisticated shopping.  

The aim of the discount supermarket sector to become more 'premium', the consumer trend 

for the purchase and consumption of more expensive wine and of higher quality and an 

increase in average wine prices are vectors where the contribution of the cork stopper is 

almost unquestionable and therefore an opportunity for the recovery of the cork stopper.  

 

The market | Closures 

Size of the market: 502 million cork stoppers 

The German market accounted for 8.2% of the total value of Portuguese cork exports in 2014. 

The product that weighed most in exports was construction and decoration materials with a 

70% share and more than EUR 48 million, followed by cork stoppers with 30% and EUR 20.5 

million.  
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In terms of development of exports, from 2009 to 2014 there has been a decrease of about 

9%, in other words the value of exports in 2009, of EUR 75.9 million fell to EUR 69.2 million in 

2014. Some variations over this period were notable, such as the 3% increase from 2009 to 

2011, a decrease of 1% in 2012 compared to 2011 and from 2012 to 2014 a decline of 11% has 

been registered. 

The cork stopper product showed the same downward trend and oscillations from 2009 to 

2014. The decrease in this case was 10%. However, in 2010 there was a rise of 17%, followed 

by a drop of 11 percentage points the next year, which has never been recovered up to 2014. 

2012 also saw exports of cork stoppers increase 4%, which was soon lost in the 17% drop 

recorded up to 2014. Despite these results, the first half of 2015 reversed this downward trend 

and posted an increase of 8%, to EUR 12.6 million euros, compared with the same period of 

the preceding year. 

The cork stopper product was led in 2014 by the natural cork stopper with 62%, equivalent to 

EUR 12.5 million, followed by 28% for champagne stoppers (EUR 5.7 million) and 10% 

representing other types of stoppers (EUR 2 million). The natural cork stopper also followed an 

uncertain trend from 2009 to 2014, despite being the leader. What stands out in this regard is 

the 15% reduction of sales of this product to this market. Champagne stoppers, although they 

have also undergone fluctuations in the balance of exports, rose by 51% from 2009 to 2014. 

Other stoppers fell 51% in the same period. 

 

The market | Consumer preference 

The Tragon study carried out in 2014 shows that 93% of German wine consumers associate the 

cork stopper with high quality wines.  

Almost simultaneously, the campaign to promote aluminium capsules announced that the data 

measured by the survey conducted by IPSOS shows that 37% of German consumers prefer the 

cork capsule, and only 36% would choose a bottle with a cork stopper and 28% reported that 

the closure would not influence the purchase. 

What is strange is that the same study by IPSOS indicates that when consumers were asked 

"Have you ever had to throw a wine out due to it being contaminated with TCA?" and despite 

the biased question, 55% answered that this had never happened to them. 

It is noted that the low selling price of wines in Germany and the major consumption of white 

wine make the market more predisposed to use aluminium closures. However, there is scope 

for market recovery by cork closures, whether founded on technical development, tests of 

guaranteed technical performance, the natural and environmental properties of the cork 

stopper and the increasing trend for higher priced and quality wines. 
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SWOT Analysis 

Strengths 

• Natural product (arguments: Ecosystem; 
Biodiversity; Sustainability); 
Environmentally friendly (CO2); 

• Unique product which shares the same 
origins as wine - perfect combination of 
natural products; 

• New technologies in the cork industry;  

• Substantial investment in R&D, 
partnerships with universities and 
companies connected to the wine 
industry; 

• New products to compete with other 
forms of closure (price and performance); 

• Transparent production and consistent 
quality. 

Weaknesses 

• Industry’s negative image in some market 
sectors; 

• Price-sensitive market. 

 

Opportunities 

• Growing interest in the world of natural 
products; 

• Protection of the environment and 
sustainability of the ecosystem; 

• Respond to the weaknesses of other forms 
of closure with quality; 

• Increase in quality in recent years; 

• The popularity of red wines is also growing 
in Germany. 

Threats 

• The average price of a bottle of wine (0.75 
L) in the food retail sector is around 2 
euros. 

• Increase in planting of new Riesling 
vineyards, which use other closures; 

• Certain countries to which Germany 
exports require the use of other forms of 
closure in certain segments: Great Britain; 
Russia; Netherlands; Sweden and 
Benelux. 

 

 

B | COMMUNICATION HISTORY 

 

This is the third communication campaign of the advantages of cork stoppers in this market, 
since 2009. It achieved the following results: 

 Romana Echensperger, sommelier and master of wine, accepted the invitation to be 

ambassador of cork in Germany in 2015. She gave four presentations on cork. 

 Over 650 articles published in the written press, online, and on radio (57 between 

2013-2015). 98% of the published articles were considered positive and the majority 

were in consumer-oriented media. 



 

InterCork III - International Cork Promotion | Lot 4 

 

 

 

      P.42 - 120 

 The messages mentioned most often were: 

- Cork: excellent inherent qualities 

- Cork is an environmentally friendly product (natural, reusable and recyclable) 

- Cork: raw material for a sustainable and eco efficient industry 

 Participation in 24 reference events for the sector; 

 Visit by 40 opinion leaders, who had the opportunity to verify in person the cork 

stoppers production process from the extraction of the cork in the forest to the 

production process, quality control mechanisms, ongoing research and development. 

 Partnerships of high strategic value with entities such as VDP, Kaufland, Ecovin, NABU. 

 Testimonies of 9 personalities such as Armin Diel, Richard Hoefer and Lotte Pfeffer-

Müller, among others. 

 Over 26,828 users, fans and followers regularly read about cork on the Natuerlich Kork 

website and social networks. 

 

The following tools were created over the course of the campaign, which should be analysed, 

reactivated and optimised. 

 Website: http://www.natuerlichkork.de  

 Facebook: https://www.facebook.com/natuerlichkork  

 Twitter: https://twitter.com/natuerlichkork  

 Youtube: https://www.youtube.com/natuerlichkork  

 

Signature: Natürlich kork. 

 

C | BRIEFING 

 

Briefing | Strategic lines 

 Increase sales by 8 million cork stoppers.  

 Teach and inform on the development of the product, the value and image associated 

with wine sealed with a cork stopper. 

 Defend the cork stopper in the territory of premium wines. 

 Guarantee differentiation from other closures. There can be no doubt on the quality 

and origin of each one - cork as a unique and premium product, the best closure to 

preserve the characteristics of the wine. 

http://www.natuerlichkork.de/
https://www.facebook.com/natuerlichkork
https://twitter.com/natuerlichkork
https://www.youtube.com/natuerlichkork
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 Show that cork is a closure with a high-tech quality control, simultaneously contrasting 

with respect for the environment and the ecosystem. 

 Involve the trade in the sustainability cause, and consequently the endorsement of the 

cork stopper. 

 

Briefing | Strategic focus 

Narrow the gap between consumer preference and business demand. 

 

Briefing | Market influencers 

 VDP 

 Deutscher Weinbau Verband 

 Deutsche Weininstitut 

 Forschungsantalt Geisenheim 

 DLR Neustadt 

 Verband Sommelier 

 Weinfachhandler 

 LEH and Discounter (Aldi, Lidl , Norma, Plus ). 

 Edeka 

 Metro 

 Penny 

 Rewe 

 Ökologische Weinvereinigung ( z.B. Ecovin,etc. ) 

 

Briefing | Target audiences 

 Consumer  

 Wine industry 

 Trade (emphasis on specialty stores of organic, natural products) 

 Professional opinion makers (sommeliers, chefs, NGOs) 

 Media 
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Briefing | Outputs 

• Increase sales by 8 million cork stoppers 

• Cork information initiatives (workshops): 4 

• Visits by journalists and opinion makers to Portugal: 5 

• Increase the number of articles published in the media (online and offline): +5%  

• Participation in Prowein 

 

Note: The mentioned outputs are indicative and may be reformulated by the bidders, provided 
such is duly justified. 

 

It should be noted that in this market we can rely on the active participation, both in terms of 

definition and at the level of implementation and control, of the Portuguese companies 

present in the market and that are members of DKV – Deutscher Kork-Verband. 

 

E | BUDGET AND SCHEDULE 

 

Budget: 200,000.00€ 

Campaign end date: 30th September 2017 

 

DEADLINE FOR SUBMITTING BIDS: See Specifications and Tender Procedure Programme. 
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LOT 5 | CORK STOPPER| UNITED KINGDOM 

 

A | Market CONTEXT 

 

The market | Wine 

The United Kingdom is not a typical producer of world-renowned wine. According to English 

Wine Producers (association promoting British wines), the area of cultivation of vineyards is 

currently the largest ever, at 1,884 hectares, which is an increase of about 140% in the last 10 

years. 2014 data show that England and Wales have about 470 vineyards, which are owned by 

135 wineries. These mainly produce still and sparkling wines (66% sparkling wines, 24% still 

wines and 10% rosé wines).  

Wine production has increased by about 29% in recent years, from 3.18 million bottles 

produced in 2009 to 4.45 million bottles produced in 2013. The average production per year 

has been 3.15 million bottles over five years (2009-2013) (source: Wine Standards Branch, 

Food Standards Agency, May 2014). 

The production of sparkling wines from the 2010 harvest exceeded the production of still 

wines for the first ever time and it has been growing year after year since then. The most 

recent vine plantations are intended for the production of sparkling wines (Chardonnay, Pinot 

Noir and Pinot Meunier), already accounting for over 50% of the total vineyard area. 

In the past 15 years, English and Welsh wines have won prestigious awards: 8 trophies for the 

best international sparkling wine and 4 trophies for the best sparkling rosé at the Global 

Competition. 

Nonetheless, the UK market stands out for being the world's second largest wine importer, 

around 13,400 hectolitres per year. It is mainly for purchasing wines of higher value, spending 

an average of EUR 3.6 billion per year.  

In relation to distribution channels, the UK hypermarkets and supermarkets are very 

important, although they are seeing a decline of their market share, and they are still 

responsible for 60% of all wine sold in this market, according to data from Wine Intelligence 

published in March 2015. Furthermore, online wine sales exceeded 800 million pounds in 

2015, representing about 11% of the British global wine market. It is expected to reach 14% in 

the next three years, according to data of the Wine Intelligence study. In comparison, this 

segment accounts for just 4% in the USA. The average price of wine purchased online is 7 

pounds.  

It is to be noted that the recommendations of friends and family remain the factors most 

influencing the purchase decision, despite these now being increasingly done on social 

networks. Next are the websites of the media and supermarkets as prime sources of 

information for obtaining information to support the purchasing decision. 
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Consumption | Wine 

According to the study conducted in 2015 by Vinexpo/IWSR, forecasts for the consumption of 

wine per capita in the UK translate into an increase of 3.3% between the period of 2014 and 

2018 and it is expected to reach at least 24.6 litres per capita, reversing the downward trend 

that had been noted between 2009 and 2013 (down 10.4%). One of the most significant 

contributions for the forecast of this growth is related to the consumption of sparkling wine, 

especially Prosecco, says the same study. While it is expected that per capita consumption of 

still wines will grow by 1.1%, consumption of sparkling wines should increase by about 12.2%, 

representing an increase of 10% between 2009 and 2013.  

Regardless of preferences, wine consumption in the United Kingdom is not only for 

connoisseurs, according to the study of the Wine and Spirit Trade Association (WSTA). This 

study shows that wine is the preferred alcoholic drink for 60% of adults in the United Kingdom 

compared to all other alcoholic beverages, becoming the beverage of choice for most people 

of all ages, regions and social classes. This is demonstrated by 57% of adults aged between 25 

and 34 years who choose wine as their preferred drink. 

This shift is also reflected by the importance of the United Kingdom, in the market that sets 

trends, with a global positioning (worldwide in terms of wines) as the sixth largest market. 

It also follows the global trend of changes in consumption, focusing on quality over quantity. 

Increasingly more brands are adopting strategies that add value to products, mainly through 

the image and packaging, offering products with a significantly lower value than that expected 

from the image they convey. A highlight of this trend is the decline and loss of effectiveness of 

half price special offers, so frequent in retail of this market.  

 

The market | Closures 

Although this is not a market par excellence for Portuguese cork exports it cannot be entirely 

disregarded, since it occupied seventh place in the ranking of 2014 with figures of around EUR 

28.7 million, representing 3.4 % of the total. 

In relation to 2014, cork stoppers were the main products exported to the UK, accounting for 

51.7% and EUR 14.8 million, with natural cork stoppers clearly in the lead, accounting for 

91.3% of total cork stoppers (EUR 13.5 million). Construction and decoration materials are the 

product least exported to this market, accounting for only 20.1% and EUR 5.7 million.  

It should also be noted that exports to the UK increased by 97% from 2009 to 2014, which 

means an increase of EUR 14.5 million to EUR 28.7 million. There is also an increase from the 

first half of 2014 to the same period of 2015, of around three percent, as cork stoppers grew 

39.4%. 
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The market | Consumer preference 

According to a study by Wine Intelligence in 2014, the position of the cork stopper against 

aluminium capsules is the same, i.e. 40% of consumers say they prefer to buy wines with cork 

stoppers against another 40% who say they prefer the aluminium capsule. 

 

SWOT Analysis 

Strengths  

• The image of the cork stopper for the 
consumer; 

• Perceived value of wine closed with a 
cork stopper. 

 

Weaknesses 

• Acceptance of artificial closures with a lower 
price point; 

• Existence of TCA in wines for ageing with 
very high prices. 

 

Opportunities 

• Increased consumption of wine and 
especially sparkling wines; 

• Consumers are spending more and on 
better quality wines; 

• Environment and CO2: concept of 
modernity and future requires positive 
environmental impact; 

• Growing importance of the online 
channel - making information available. 

Threats 

• Increased quantity of wine bottled outside of 
the origin; 

• Increased share of discounters. 

 

 

B | COMMUNICATION HISTORY 

 

APCOR has not developed communication activities in the UK market since 2011. The results 
achieved between 2009 and 2011 were as follows: 

 31 individuals/institutions showed their support for cork, either through public 

statements or participating in various events. These included people such as Sir Lord 

Putnam, Jilly Golden, Ronan Sayburn, Julia Bradbury, Olly Smith and Laithwaites wines.  

 290 articles published in the press, online and on radio. 74% of the published articles 

were considered positive and the majority were in consumer-oriented media.  

 The messages mentioned most often were: 

- Cork: raw material for a sustainable and eco-efficient industry 

- Cork: excellent inherent qualities 
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- Cork: tradition and innovation 

 Participation in over 10 reference events for the sector; 

 Visit by 10 opinion leaders, who had the opportunity to verify in person the cork 

stoppers production process from the extraction of the cork in the forest to the 

production process, quality control mechanisms, ongoing research and development. 

 Information initiatives aimed at entities like Laithwaites Wine, Orkney Wine Company, 

Pierre Hourlier Wines, among others. 

 Providing information and promoting activities in online retail (e.g. Sainsbury’s, 

Waitrose and Ocado). 

 

Some tools were created during the campaign. However, the only ones that are still online are: 

 Facebook: https://www.facebook.com/ilovenaturalcork  

 Twitter: https://twitter.com/LoveNaturalCork  

 

Signature: Natural cork keeps all the good things inside. 

 

C | BRIEFING 

 

Briefing | Strategic lines  

 Reinforce the values of cork and in particular the cork stopper as the best form of 

closure.  

 Wines closed with a cork stopper sell more and at a higher price. 

 Inform and defend the position of the cork stopper as generating value and perceived 

quality transmitted to the wine. 

 Teach and inform on the development of the product, the value and image associated 

with wine sealed with a cork stopper. 

 Guarantee differentiation from other closures. There can be no doubt on the quality 

and origin of each one - cork as a unique and premium product, the best closure to 

preserve the characteristics of the wine. 

 Show that cork is a closure with a high-tech quality control, simultaneously contrasting 

with respect for the environment and the ecosystem. 

 Cork Stopper - a luxury which is affordable - perceived value. 

 

https://www.facebook.com/ilovenaturalcork/
https://twitter.com/LoveNaturalCork
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Briefing | Strategic focus 

Narrow the gap between consumer preference and business demand. 

Make the differentiation between what is preference and acceptance.  

 

Briefing | Target audiences 

 Retail (focus on online shoppers and specialty stores, avoiding large retailers) 

 Restaurants and bars 

 Consumer 

 Professional opinion makers (sommeliers, chefs, masters of wine, NGOs) 

 Media 

 

Briefing | Outputs 

• Partnership with retailers to promote cork at points of sale: 3 

• Visits by journalists, persons making recommendations  and opinion makers to 
Portugal: 5 

• Articles published in the media (online and offline): 350  

 

Note: The mentioned outputs are indicative and may be reformulated by the bidders, provided 
such is duly justified. 

 

E | BUDGET AND SCHEDULE 

 

Budget: 600,000.00€ 

Campaign end date: 30th September 2017 

 

DEADLINE FOR SUBMITTING BIDS: See Specifications and Tender Procedure Programme. 
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LOT 6 | CORK STOPPER| CHINA 

 

A | Market CONTEXT 

 

The market | Wine 

In fact, the history of wine in China is much older than you think. Wine was first produced and 

marketed in the country in 1892. The vines were imported from California and the production 

was intended for Western consumers in the country. The arrival of Mao and the establishment 

of the People's Republic meant that little was said of wine in the decades that followed. The 

country only again began producing wine in 1980, when it started the implementation of 

"socialism with Chinese characteristics" that has brought it today, 30 years later, to threaten 

the economic supremacy of the USA. 

According to the 2015 data of OIV - International Organisation of Vine and Wine - China has 

become the country with the second largest area of vineyard in the world with 830,000 

hectares planted, behind Spain and ahead of France. The vineyard area, which represented 

less than 4% of the world total in 2000, now accounts for about 11%. All the best wine-

producing areas are located between two latitudes: 35-45, both north and south. It is not 

possible to obtain the weather conditions for the optimal maturation of the grapes outside of 

these areas. China has much of its territory within these parallels in the north, at the same 

latitude of the vineyards of France, Spain, Portugal, Italy and the USA.  

However, the quality of the grapes and the variety remains a production inefficiency problem. 

To improve the efficiency of the estates specialised in the production of wine grapes and even 

increase their quality, the Chinese wine sector has developed at the expense of private 

investment, using Western partners, but also by the increasing use of foreign grape varieties. 

In addition, government organizations have designed mechanisms to support production, 

mainly in the form of subsidies and knowledge sharing. 

In any case, and according to data from the OIV, China is the ninth largest producer of wine in 

2015, producing 11.1 million hectolitres.  

Some producers in the regions of Ningxia, Liaoning and Xinjiang have started exporting to the 

United Kingdom and the USA. The European market is likely to be more difficult to conquer, 

and the expansion of the domestic market depends on the economic pace of the country. But 

if the country can maintain the consumption of its middle class at stable levels, then nothing is 

impossible. An encouragement for Chinese producers is that Australian and Chilean wines, for 

example, were unknown until a few years ago. Today, even the most convinced detractors are 

forced to take them into consideration. Chinese wines are currently sold abroad only as a 

curiosity, but it is not impossible that they may find the strength in the future to impose 

themselves on the international market. And the speed of the Chinese, as is well known, is 

always surprising. 
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Proof of the potential of this market was the new and almost "Judgment of Paris", where a 

wine from Ningxia Province, Jia Bei Lan 2009, won an International Trophy at the Decanter 

Wine Awards 2011, where only 25 wines of the more than 12 000 entrants win prizes. 

Although the news has been received with sarcasm and skepticism by some people in the 

industry, the improvement of the quality of the wine produced in China is remarkable, so 

much so that the country appeared in the last edition of the World Atlas of Wine for the first 

time. Also of note are the dozens of professionals who go to France every year to take courses 

in oenology. 

5 national leaders account for over 60% of the total volume of production of Chinese wine, 

Changyu, Great Wall, Dynasty, Yantai Weilong and Dragon Seal. 

Several European groups, aware of all these factors, have begun to invest in the country over 

the last decade, such as LVMH, Möet Chandon and Chateau Lafite Rothschild, one of the five 

Premier Cru de Bordeaux. Michel Roland was also invited by COFCO, one of the largest Chinese 

wine groups, to assist in winemaking. 

China, besides becoming an important country in wine production, plays a key role as an 

importer. According to data published in January 2016 by Decanter China, imports of bottled 

wine increased in 2015 by one-third in volume and value compared to 2014 and represents the 

highest growth since 2011. 2015 closed with a total of 395 million litres and USD 1.9 billion.  

France maintains the lead, accounting for 42% of total volume and 46% of the total value of 

bottled wine imports to China. The impact of the agreement signed in May for China-Australia 

Free Trade (ChFTA) is to be noted, which has already driven an increase of 57% in volume and 

78% in the value of imports of Australian wine. The average price of Australian wine increased 

by 14% to an average of USD 7.76 per litre, the highest among the top 10 countries of 

imported wines in China. According to the head of Wine Australia, China will overtake the UK 

and become the second largest market in value for Australian wines in the next 12 months. 

The agreement (ChFTA) predicts that by 2019 China will abolish all Australian wine import 

duties. Spain, despite the 55% increase in volume, recorded a 25% decrease in value as the 

average price was USD 2.06 per litre. Chile continues to register benefits associated with the 

free agreement (FTA) and the market’s need for more affordable wines, registering an annual 

growth of 43% in volume and 37% in value. The US wines fell by 22% in volume and 21% in 

value. 

Bulk wine increased by 78% in volume and 42% in value but the average price fell 21%. 

Sparkling wine also recorded a drop of 19% in the average price.  

The wine market is not immune to the impact of the economic slowdown and is therefore still 

far from full recovery, despite the growth registered in both volume and value. 
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Consumption | Wine 

According to data of Wine Intelligence, China will have 38 million consumers of imported 

wines, who will be urban and of upper middle class. However, the truth is that the imported 

wine market in China is currently a collection of many different archetypes of consumer groups 

with different motivations, preferences and behaviour.  

Nevertheless, the inclusion of a new segment of consumers in the market for imported wines 

is to be highlighted, since the last survey of 2012, as mentioned in China Portraits 2015 of 

Wine Intelligence. These are young consumers, less engaged, who tend to buy standard or 

entry-level wines of the range. These consumers, aged around 30 years, tend to be graduates 

with jobs that allow them to earn high salaries and who started the habit of wine consumption 

at business dinners, and which has now extended to their social life. This 'transformation' 

marks the shift from an era where wine was associated with prestige, bought mainly to offer as 

a gift and for the image to an era in which the purchase is for personal consumption, where 

taste/flavour is more important and price also begins to be an important factor, because they 

themselves are paying for this wine. The same study also mentions that this group already 

accounts for 19% of consumers of imported wine. 

A fact cutting across all groups is that the Chinese consumer is more informed and more 

demanding, with demand for value products growing, which allow consumers to reinforce 

their individualism and which bring values of modernity and sophistication to those who 

consume them. 

A final note is for the importance of online channels, taking into account that 88% of wine 

consumers use the internet, 62% regularly seek information about wine online and 47% buy 

wine through digital channels.  

 

The market | Closures 

Size of the market: 300 million cork stoppers 

China is in the top ten of Portuguese cork exports, ranking ninth with 2.3% of our total exports, 

which meant EUR 19.8 million in 2014. Cork stoppers are the main products exported to this 

country, accounting for 42.1%, which is EUR 8.3 million. Construction materials are the third 

most exported product with 25.7% of the total (EUR 5 million). Exports of cork to China have 

grown at an interesting pace from 2009 to 2014, by 9.5%, from EUR 18.1 million to 19.8 

million. Also of note is that these exports amounted to EUR 26.5 million in 2011. 

In 2015, and with respect to the first half of the year, exports increased 26.7%, representing an 

increase from EUR 8.3 million to EUR 10.5 million. The main reason for this increase was the 

increased export of cork stoppers which grew 73% in this period. 

Of note is the position that Australia already has and will certainly increase in the Chinese wine 

market, which is a challenge for cork as the work done in this market can also have a strong 
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impact on a market as resistant to cork as Australia. It should be noted that during the 

participation of cork at a wine fair in China, the team was contacted by Australian companies 

wanting to obtain more information on cork stoppers. This interest is due to the fact that they 

want to know more about our product, they recognise the preference of Chinese consumers 

for cork. They even mentioned that due to this preference some Australian producers are 

already changing the closure of their wines to cork, to meet the market preference.  

Curiosity and acceptance of cork in the market is something we cannot neglect and, being in a 

preferred position, it is essential to protect this legacy and ensure the supremacy and 

importance of this market can even bring about positive changes of the cork stopper in other 

markets that see China as the salvation for wine exports.  

 

The market | Consumer preference 

The perception of cork is very positive according to market research under InterCork II 
conducted by CTR Market Research. It has been found that: 

- 85% of respondents consider that wines closed with natural cork stoppers are high quality; 

- 84% of respondents prefer wines with natural cork stoppers; 

- 89% of respondents have knowledge about cork stoppers. 

 

SWOT Analysis 

Strengths 
• Consumer preference; 
• The Chinese consider that wines 

closed with natural cork stoppers are 
high quality; 

• Natural product (arguments: 
Ecosystem; Biodiversity; 
Sustainability); Environmentally 
friendly (CO2); 

• The Chinese have a strong connection 
to tradition and the cork 
stopper/wine relationship reflects it 
perfectly. 

Weaknesses 

 Quality of the cork stoppers used by 
the Chinese wine industry; 

 Image associated with 'traditional' 
wines from the old winemaking 
world vs. new segment of consumers 
looking for more 'modern' wines. 

Opportunities 
• Chinese consumers perceive wine as 

beneficial to health because it is 
natural; 

• Increasing interest in the world of 
natural products; Environmental 
protection and sustainability of the 
ecosystem; 

• Most wine consumers in China are 

Threats 

 China-Australia free trade agreement 
(ChAFTA) and the increase of 
consumption of Australian wine, 
where about 80% of the wines have 
alternative closures - but this threat 
also becomes an opportunity in the 
Australian market, taking into 
account the preference of Chinese 
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young adults, guided by 
sophistication; 

• Consumers tend to look for complex 
and high quality wines at an 
affordable price. 

consumers for cork stoppers; 

 Initiatives to raise awareness in 
regard to alternative closures. 

 

B | COMMUNICATION HISTORY 

 

This will be the third communication campaign since 2009. The first campaign was based on 
the promotion of cork as a construction and decoration material, and the second pointed out 
the advantages of cork as a stopper. Both campaigns have achieved the results presented 
below. 

The first communication campaign, with the aim of publicising cork as a material for 
construction and interior decoration, received quite positive media coverage: 

 Publication of 237 articles in the press and online media; 

 The media distribution was quite balanced, with 57% of the articles published in 
consumer media and the remainder 43% in trade media; 

 100% of the articles published were considered to be positive. 

 The messages mentioned most often were: 

 Cork: an environmentally friendly product (natural, reusable and recyclable) – 
43%; 

 Cork: raw material for a sustainable and eco-efficient industry – 37%. 

It is important to note that the sharing of information between the various markets was 

essential and, in the case of China, served as an excellent source of information that managed 

to give a greater dimension to the issue. 

The staging of the Shanghai Expo is also to be noted because the Portuguese Pavilion was built 

from cork and various other initiatives raised the interest of the general public to obtain more 

information about cork and its products. 

A final note is to emphasize the more than 2 million contacts who received the newsletter with 

information about cork and more than 3,400 people who participated in the various 

competitions held throughout the campaign. Although the prizes are symbolic products 

without associated value, they attracted attention and ensured an emotional connection was 

created with cork and its properties. 

The second campaign targeted the area of cork stoppers. It was a very focused campaign for 
the education of both the end consumer and wine professionals. It recorded the following key 
results: 

 273 articles were published, of which 272 articles were published in the press and 
online and 1 item on TV. Of the 272 articles published in the press and online: 52% 
were articles directed at trade, and 100% were positive articles. 
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 In terms of overall analysis of the campaign in the different markets, the country 
registered a total of 8% of the generated TV news items and 3.62% of published 
articles. 

 The messages most often mentioned in the media were: 

 Cork: a driver for growth; 

 Cork: an environmentally friendly product (natural, reusable and recyclable); 

 Cork: raw material for a sustainable and eco-efficient industry. 

 77% of the articles generated in the press and online were the result of the issue of 12 
press releases and 21% were the result of events held during the campaign. 

In terms of public relations activities, the China (Cork stoppers) campaign comprised: 

 The visit of 10 opinion leaders; 

 The holding of 7 events, which were attended by a total of about 13,600 people; 

 10 educational activities, which were attended by over 280 people; 

 6 point of sale events, which were visited by 3,600 people; 

 3 cork stopper recycling initiatives, where more than 5,000 stoppers were collected, 
which were used by about 125 pupils of 50 schools; 

 6 information publications about cork in partnership with Vinehoo.com; 

The final impressions with regard to digital media are: 

 3,776 users of the mygreencork.com platform which enabled the viewing of 18,438 
pages in an average time of 2 minutes and 55 seconds.  

 21,360 followers on the Weibo and WeChat social networks. 

Market research conducted by CTR Market Research, considering the issue of consumer 
preference, found that the perception of cork is very positive (as has already been mentioned 
above). It was found that: 

 85% of respondents consider that wines closed with natural cork stoppers are high 
quality; 

 84% of respondents prefer wines with natural cork stoppers; 

 89% of respondents have knowledge about cork stoppers. 
 

The following tools were created over the course of the campaign, which should be analysed, 
reactivated and optimised. 

 Website: http://www.mygreencork.com 

 WeChat: portuguesecork 

 Weibo: weibo.com 

 I.youku: i.youku.com/u/id_UNDEyNzI5MTE2 

 

Signature: 软木 Cork. 文化 Culture, 自然 Nature, 未来 Future 

 

 

 

http://www.mygreencork.com/
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C | BRIEFING 

Briefing | Strategic lines 

 Increase sales by 10 million cork stoppers.  

 Associate the cork stopper to quality wines: a legitimate and obvious association for 
the Chinese consumer. 

 Invest in an approach to the cork stopper that is not purely technical: it makes sense, 
focuses on the register of emotion and positive values contribute to the wine and 
those who consume them. 

 Capitalise on and enhance the noble values encompassing the cork stopper. 

 Unequivocally establish the environmental credentials of the cork stopper - and use it 
as a differentiating element.   

 

Briefing | Strategic focus 

Strengthen and protect consumer preference and maintain affinity with producers.  

 

Briefing | Market influencers 

 Consumer 

 Associations of Sommeliers, Winemakers and Wine Educators 

 Media and journalists specialising in wine and gastronomy  

 Retail 

 

Briefing | Target audiences 

 End Consumer (the best ambassador in the defence of wine with a cork stopper) 

 Trade (wine producers and importers) 

 Media (wine and gastronomy) 

 Professional opinion makers (sommeliers, chefs, NGOs) 

 Internet/Social networks/Bloggers 

 

Briefing | Outputs 

• Increase sales by 10 million cork stoppers 

• Keep the wine consumer's preference for the cork stopper: 84% 

• Cork information initiatives (workshops): 4 

• Cork promotion initiatives at sales locations (supermarket, retailers): 4 

• Visits by journalists and opinion makers to Portugal: 5 
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• Increase the number of articles published in the media (online and offline): +2.5%  

• Reinforce the online presence. 

• Increase the number of fans and followers on social networks: +8% 

 

Note: The mentioned outputs are indicative and may be reformulated by the bidders, provided 
such is duly justified. 

 

E | BUDGET AND SCHEDULE 

 

Budget: 450,000.00€ 

Campaign end date: 30th September 2017 

 

DEADLINE FOR SUBMITTING BIDS: See Specifications and Tender Procedure Programme. 
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LOT 7 | CORK STOPPER| SPAIN 

 

A | Market CONTEXT 

The market | Wine 

Wine production in Spain is not recent and historical records show that vines are cultivated in 

the region since 4,000 or 3,000 B.C. But Spanish wines only began to draw the attention of the 

world in the 1990s. During this period, the Spanish wine industry began to undergo profound 

transformations and evident processes of modernisation in the field and in the regulation of 

the sector.  

Spain has the world’s largest area of vineyards, with 1.021 million hectares, accounting for 

13.6% of the total world area and making it the world's third largest wine producer (37.2 

million hectolitres), behind Italy and France (2014 data). 

Spain has 85 quality wine production areas with PDO - Protected Designation of Origin. 67 of 

these are Designation of Origin, 2 are Controlled Designation of Origin, 7 are Quality Wines 

with Geographical Indication and 14 are Vinos de Pago, which, following the European 

production model, maintain restricted control over the quantity produced, wine making 

practices and the quality of wines that are produced in each zone. According to the latest 

published data, the production of red and rosé wines account for 51.1% and the remaining 

48.9% for white wines.  

Exports of Spanish wine have grown in recent years and in particular since the 2008 financial 

crisis. It leads the growth in volume, through the strong growth in particular of bulk wine, 

sparkling wines and musts, but with a heavy decline in average selling prices. According to the 

latest data from the Tax Agency (AEAT, Customs) on Spanish exports of wine from October 

2013 to October 2014 (latest data available), and analysed by OEMV – The Spanish Wine 

Market Observatory - France is the main destination for Spanish wines in volume, accounting 

for 494.6 million litres, an increase of 36.3% over the same period of 2013, with an average 

value of 0.50 euros per litre. Russia has also recorded an increase, where imports of Spanish 

wine reached 91.3 million litres, against 25.1 million in the same period of 2013, although at a 

lower average price of 0.46 euros per litre. Germany leads the ranking in terms of value, with 

374.9 million euros, a decrease of 8.8% with the average price 21.2% lower than in the year to 

October 2013, at the price of 1.04 euros per litre. It remains in second place in terms of 

volume, with 359.1 million litres, an increase of 15.6%. The United Kingdom is less focused on 

the bulk wine market and so has an average price of 2.14 euros per litre. This places it as the 

second largest market in terms of value, with 340.7 million euros (-3.1%), and fourth in volume 

at 158.9 million litres, 3% less than in 2013. Portugal rises to third place in terms of volume, 

increasing its purchases of Spanish wine by 60.6%, mainly bulk wine, to 212.3 million litres. 

Despite registering a 32.6% decline in the average price, down to 0.45 euros per litre. Of 

special note is the volume increase registered in China, which totalled 48.3 million litres. 
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Exports rose by 22% in 2014 to 22.8 million hectolitres, making it the world leader and thus 

overtaking Italy which had held the title of largest wine exporter in the world in terms of 

volume for many years. However, the average export prices are still far from markets such as 

the Italian or French ones. The value of exports have lagged behind export volumes, even 

recording a drop of 2.8% compared to 2013. Overall, one litre of Spanish wine is sold in foreign 

markets at an average price of 1.1 euros, while the French register values of 5.37 euros or 4.4 

euros for New Zealand wine. This imbalance may be explained by the strong component (55%) 

of exports of wine in bulk, unbranded, which ends up being bottled and marketed by French 

companies or other Old World countries.  

Since wine production exceeds domestic consumption, export is a necessity to maintain the 
vineyards and the business activity of more than 2,000 producers. That said, it is clearly 
evident that Spanish wines need to raise their positioning in world markets of higher quality. 
 
Consumption | Wine 
Spain ranks ninth in terms of consumption, according to data from OIV, and although it is one 

of the largest producers of wine in the world. It is one of the countries with the lowest 

consumption in Europe, with a downward trend over forthcoming years (2014-2018), which is 

far from what would be expected of a country with an oenological culture. 

The reasons that may explain this low consumption are the economic crisis of 2008, also not 

helping are the restrictions on the consumption of alcohol or high profit margins levied by 

restaurants making wine very costly, and which many consumers cannot afford. A direct 

consequence of this last factor is confirmed by the figures mentioned in the 360º report of 

Nielsen, recently presented in Spain. The report states that a new trend is developing of 

reducing expenditure outside the home, favouring consumption at home of what was 

previously consumed outside the home, and wine of course is no exception. According to the 

Nielsen report, the consumption of drinks in bars and restaurants in 2013 fell more than 4%, 

almost one point more than 2012 values. Non-alcoholic beverages are also no exception, 

declining 5.1% in 2013. Spirits registered a steeper decline, with a decrease of 8.8%. The drinks 

considered to have a low alcohol content, which include beer and wine, experienced a decline 

in volume of 2.6%. Only wines with designation of origin grew, by 1.7%, which remains a 

negligible increase in such a bleak picture. Where a slight increase in consumption is beginning 

to be glimpsed is at home, where the segment of low-grade beverages, such as wine, invoiced 

EUR 3 billion in 2013, making it the best performing sector. The Nielsen report also notes that 

this increase is due to wine, with an increase of 5.1% in value and 2.1% in volume. These data 

appear to be closely linked to the change in the place of wine consumption, from restaurants 

to the home, which enables families to choose higher quality wines and also at a higher price. 

 
The market | Closures 
Size of the market: 1.1 billion cork stoppers 

Spain is the second most important country for the cork industry, just after Portugal, both in 
terms of production and in terms of manufacturing.  
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Spain has 25% of the world's total area of cork oak forest (506,000 hectares) and it produces 
30% (88,400 tons) of cork available worldwide. 

At an industrial level, it has 150 companies employing more than 2,000 workers and, in 2014, 
the sector manufactured 3 billion cork stoppers, which is equivalent to a quarter of world 
production. Exports of cork stoppers represent more than 50 percent of Spanish production, 
with a value of EUR 210 million. 

The investment in the production process of cork stoppers, together with the implementation 
of stringent quality controls have allowed the Spanish cork industry to increase productivity 
and meet the needs of international markets. 

The main export countries of Spanish cork stoppers are, like for Portugal, the main wine-
producing countries - France, Italy and the USA are at the front of the list, with total exports 
ranging from EUR 67 million to EUR 16 million. Portugal and Germany follow, with exports 
totalling EUR 6 million and EUR 4.8 million, respectively. The Spanish cork companies are also 
conquering new markets, such as Chile, Argentina, Australia, South Africa and Brazil.  

In terms of research and development, the Spanish cork industry has invested over EUR 42 
million in the last three years, which has driven considerable advances in terms of 
technological innovation, providing cutting-edge machinery to companies and making the 
industry one of the most advanced in the country. This investment focused on the 
transformation and manufacture of cork stoppers, the treatment of raw materials and 
shipment of products. 

Various efforts have been made with regard to quality control. In this regard, organisations like 
Instituto Catalán del Corcho (ICSURO) are offering more comprehensive quality control 
services to companies. One example is the recent acquisition of a chromatograph, only 
previously used in the pharmaceutical industry. This technique improves the quality and 
competitiveness of the cork stopper by carrying out high precision analyses. This set of 
technological innovations, along with the constant development of the productive systems of 
the Spanish cork industry, raise the sector to an advantageous position to cope with higher 
exports and the quality requirements of European standards.  

The innovation effort achieved in Spain and which is reflected in exports of cork products by 
this country, is a good example of the competitiveness of the sector and which accompanies 
the strategy followed by the Portuguese cork industry. 

As for Portuguese cork exports, according to data available from the 1st quarter of 2015, Spain 
remained in third place, totalling EUR 53 million and representing 11.2% of total exports.  

In annual terms, exports of cork to Spain in 2014 recorded the highest value of the last six 
years, with a total of more than EUR 97 million.  

It should be noted that construction and decoration materials recorded growth of 5% of total 
exports to this country in 2012 and have maintained this position since then. Cork stoppers 
accounted for 69% and construction and decoration materials 24%, in 2014.    

In relation to the export of cork stoppers, 2014 ended with growth of 1% and it is expected 
that 2015, taking into account the data gathered for the 1st half, will maintain that growth 
trend. 

In the cork stoppers category, the position of natural cork remains dominant at 68%, against 
17% for the other stoppers (technical corks, agglomerated, encapsulated and specialities) and 
14% for champagne stoppers, giving a total of EUR 67 million. 
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The market | Consumer preference 
The following results were obtained by a market survey conducted in 2012 with the aim of 
identifying Spanish consumer preferences on closures: 

- 92% of consumers prefer cork stoppers for wine and sparkling wine bottles; 

- 86% of Spaniards think that the cork stopper better preserves wine and sparkling wine than a 
closure made of any other material; 

- Nature, tradition and guarantee are the qualities that Spaniards associate with the cork 
stopper; 

- 9 out of 10 consumers say that the cork stopper preserves the wine's aromas; 

- 62% of Spaniards consider that the cork stopper is the best closure for all types of wine and 
sparkling wine, and not just for those needing to be aged in the bottle. 

 

SWOT Analysis 

Strengths 
• Perceived quality of the cork 

stopper; 
• Value contributed by the cork 

stopper; 
• Historical relationship with cork, in 

terms of the cork oak forest and 
industry. 

Weaknesses 

 Perception of the preference for other 
closures in export markets. 

Opportunities 
• Cork is also a Spanish product. 
• Consumer preference; 
• The consumer is willing to pay 

more for a wine sealed with cork. 
• Support from the wine producers. 

Threats 

 The aluminium screwcap is associated 
with new technologies and the new 
generation of winemakers. 

 

B | COMMUNICATION HISTORY 

This will be the second communication campaign carried out by APCOR since 2015 relating to 
the cork stopper as a wine closure. There were, however, earlier promotional activities of this 
product, but headed by the Spanish AECORK and ASECOR associations. Hence, the InterCork II 
campaign was a continuation of the campaigns already implemented in Spain, so it posted the 
following results in the period of 6 months: 

Publication of 32 articles in the press and online media, of which: 

 65% were articles directed at trade; 

 80% are positive articles and 20% are neutral. 

The messages most often mentioned in the media were: 

 Cork: excellent inherent qualities; 

 Cork: a product with excellent technical properties & performance (light, impermeable, 
elastic and compressible, insulating and resistant); 

 Cork: an environmentally friendly product (natural, reusable and recyclable). 
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94% of the articles generated in the press and online were the result of the issue of 2 press 
releases and the result of media relations, in particular the interview opportunities generated. 

In terms of public relations activities, the Spanish (Cork stoppers) campaign comprised: 

 The visit to the sector by 17 opinion leaders; 

 Holding 1 event for 24 people, which generated the publication of 13 articles; 

 4 interviews, which gave rise to the publication of 7 articles. 

The final impressions with regard to digital media are: 

 3,248 users visited the website preservalobueno.com, where they viewed 4,839 pages. 

 5,497 fans and followers on social networks: 

 4,482 views of the Youtube channel. 
 

 
The following tools were created over the course of the campaign, which should be analysed, 
reactivated and optimised. 

 Website: http://preservalobueno.com 

 Facebook: https://www.facebook.com/preservalobueno 

 Twitter: https://twitter.com/re_corcho 

 Pinterest: https://fr.pinterest.com/preservalobueno/preserva-lo-bueno 

 Youtube: https://www.youtube.com/user/preservalobueno 

 

Signature: “Preserva lo bueno” 

 

C | BRIEFING 

 
Briefing | Strategic lines 

 Increase sales by 55 million cork stoppers.  

 Disclose the preference and perception of the consumer of the value assigned to wine 
by the cork stopper in international markets - key to the desired position in the export 
markets. 

 Demystify the idea that export markets prefer closures other than cork. 

 Unequivocally establish the environmental credentials of the cork stopper - and use it 
as a differentiating element.   

 

  

http://preservalobueno.com/
https://www.facebook.com/preservalobueno
https://twitter.com/re_corcho
https://fr.pinterest.com/preservalobueno/preserva-lo-bueno
https://www.youtube.com/user/preservalobueno
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Briefing | Strategic focus 

Strengthen consumer preference and maintain affinity with producers. 

 
Briefing | Market influencers 

 Consumer 

 Opinion Leaders (Sommeliers, Winemakers, Chefs, NGOs) 

 Media and journalists specialising in wine and gastronomy  

 Wine producers 

 

Briefing | Target audiences 

 Winemaking industry (with special emphasis on the marketing departments) 

 Marketing bodies responsible for promoting Spanish wines 

 Professional opinion makers (sommeliers, chefs, NGOs) 

 Young consumers: Inform them of the properties of cork 

 Media 

 
Briefing | Outputs 

• Increase sales by 55 million cork stoppers 

• Cork information initiatives (workshops): 4 

• Visits by journalists and opinion leaders to the cork sector (forest and industry): 5 

• Increase the number of articles published in the media (online and offline): +5%  

• Increase the number of fans and followers on social networks: +5%  

 

Note: The mentioned outputs are indicative and may be reformulated by the bidders, provided 
such is duly justified. 

 

E | BUDGET AND SCHEDULE 

 

Budget: 140,000.00€ 

Campaign end date: 30th September 2017 

 

DEADLINE FOR SUBMITTING BIDS: See Specifications and Tender Procedure Programme. 
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LOT 8 | CORK STOPPER| BRAZIL 

 

A | Market CONTEXT 

 

The market | Wine 

Brazil, Latin America’s largest country and considered the fifth largest wine producer in the 

Southern Hemisphere, has produced wine since the beginning of its colonisation but it was the 

arrival of Italian immigrants, a process started in 1875, which brought greater importance to 

the activity. 

The production area of Vitis vinifera grapes in Brazil is currently 10,000 hectares, mainly 

divided between six areas: Serra Gaúcha, Campanha, Serra do Sudeste and Campos de Cima da 

Serra, in Rio Grande do Sul, Planalto Catarinense, in Santa Catarina and Vale do São Francisco, 

in the country's north-east. There are about 150 producers of so-called fine wines throughout 

the country. The Brazilian wine industry is also made up of about 1,000 other producers, 

mostly on small farms (average of 2 hectares per family), producing table or homemade wines. 

Altogether, between wine and common grape varieties, the area covered by vineyards in the 

country is approximately 89,000 hectares, in localised areas spread over the country. The 

production chain of grapes and wine combines techniques that guarantee the quality of the 

labels, such as manual harvesting, with the latest technology for viticulture and the 

winemaking processes. Brazil is able to harness these conditions to produce fresh, fruity and 

balanced wines, with a moderate alcohol content and very pleasant taste. 

Brazil is currently the 17th largest table wine market in the world and the 11th largest 

sparkling wine market, according to the 2014 IWSR data (in terms of volume). The wine seems 

important enough in culture, however, statistics show that the growth in the wine market of 

recent years has started to slow. In the meantime, trade data indicate a period of uncertainty 

for wine because of the new tax laws introduced in late 2014 which have increased retail 

prices, coupled with a recent increase in popularity of craft beer - a global trend that was 

promptly adopted by this nation of beer lovers. 

Imports 

Brazil imported about USD 350 million of table wines in 2014, an increase of 12.5% despite 

taxes, protectionist strategies of Brazilian producers and the currency exchange factor, which 

increased by almost 15% in 2014. The main import countries are: 

 - Chile: There is a great possibility that Chile will soon dominate 50% of the Brazilian market of 

fine wines. If we only consider the fine wine type, it accounts for almost 46.40% in value, but in 

the consolidated accounts it retracts slightly to 35.30% in terms of value and 44.39% in 

volume. The average price is 25% lower than Argentine wines. 
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 - Argentina: Argentina, contrary to local forecasts, grew by 9.52% but with a weaker position 

than in 2013, moving from values over 20% to 17% in terms of volume and value. The reasons 

are the current government economic policies that increased the average price to USD 4.01 

per litre, while Chile remained at USD 3.20 per litre. 

 - France: France is third in the ranking, mainly due to the value of the product reaching a share 

of almost 15%, although the increase in volume was only 5.85%. The explanation is due to the 

average price of USD 10.30 per litre, influenced by the high value of champagne, which alone 

accounts for 37.82% of all French exports. 

 - Portugal: Due to a small difference from France, Portugal moves to fourth place, accounting 

for a share of nearly 12%, growth of 4.50% and an average price of USD 3.88 per litre. 

 - Italy: It grew 3.97% in 2014, an increase close to the results registered by Portugal and 

representing 11.13% in value and 11.68% in volume. It should be noted that Lambrusco wine 

no longer has much influence, after accounting for almost 50% of the total volume of wine 

from this country a few years ago. Prosecco wine accounts for a 12.34% market share in terms 

of total value. 

 - Spain: Spain has recorded average growth of 31% per year since 2007, but in 2014, contrary 

to previous years, it recorded a slight decline of nearly 1% and did not fall further because of 

sparkling wine increasing its share by 16.06%, accounting for 26.17% of the total. 

 
Consumption | Wine 
Wine consumption in Brazil increased by 4.6% in the first half of 2015 compared to the same 

period of 2014, an increase at a time of signs of weakness in the economy and when 

households have reduced spending by 0.9% in the first quarter. The Brazilian Wine Institute 

(Ibravin) indicates that wine, juices, sparkling wine and other products derived from grapes 

grew in consumption, but most notably red wine, with a 4.6% increase up to 9.1 million litres. 

The consumer is beginning to appreciate wine, both domestic and imported, but the volume 

consumed is still small (2.2 L per capita), which leaves room to grow in the near future. 

Households have increased their purchasing power and incorporated wine into their habits, 

despite the economic downturn the country has been tackling in recent years. The sharp fall in 

the real against the dollar of 28%, up to this part of the year, made imports more expensive 

and triggered a decrease of 1.9% in imported wines in Brazil this half-year. However, this 

reduction is not considered alarming, despite a slight decline in consumption in restaurants. 

Of particular note is Brazilian sparkling wine consumption, which increased from 4.2 million 

litres in 2012 to 14.7 million litres in 2014. According to the Brazilian Wine Institute (Ibravin), 

76.7% of sparkling wine consumed in the country is Brazilian. While the competition crushes 

the national product in terms of red and white wine, in the world of bubbles the leadership of 

the Brazilian product is unequivocal. However and despite all consumer efforts during the 

year, sales of sparkling wines are concentrated in the last quarter of the year, with an average 

of 40% of production to be sold in this period.  
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The market | Closures 

Size of the market: 95 million cork stoppers 

Portuguese cork exports to Brazil will not exceed 0.5% of total exports. Cork stoppers are the 

product that the market most demands, representing 70.2% of the total, which means EUR 3.1 

million. Construction and decoration materials are the second most exported product, 

accounting for 28.2% which is EUR 1.2 million. The growth in exports to Brazil has been 

moderate, increasing by 17.8% from 2009 to 2014. 

In relation to the first half of the year, exports decreased slightly compared to the same period 

of 2014, from EUR 2.2 million to EUR 1.8 million, which meant a loss of 15%. 

Despite the positive perception by Brazilians of the value of wines closed with cork, it is 

considered that the choice is made because they believe that cork is fashionable and they 

benefit from a more modern image when opening such a bottle. The lack of knowledge about 

cork as a raw material and the production process is extensive, so it is critical to provide 

information in order to protect this territory.  

As for Portuguese cork exports, according to data available from the 1st quarter of 2015, Spain 
remained in third place, totalling EUR 53 million and representing 11.2% of total exports.  

In annual terms, exports of cork to Spain in 2014 recorded the highest value of the last six 
years, with a total of more than EUR 97 million.  

It should be noted that construction and decoration materials recorded growth of 5% of total 
exports to this country in 2012 and have maintained this position since then. Cork stoppers 
accounted for 69% and construction and decoration materials 24%, in 2014.    

In relation to the export of cork stoppers, 2014 ended with growth of 1% and it is expected 
that 2015, taking into account the data gathered for the 1st half, will maintain that growth 
trend. 

In the cork stoppers category, the position of natural cork remains dominant at 68%, against 
17% for the other stoppers (technical corks, agglomerated, encapsulated and specialities) and 
14% for champagne stoppers, giving a total of EUR 67 million. 

 

The market | Consumer preference 

It was possible to determine the following results for the Brazilian consumer's position on the 
closures according to research conducted by Conecta together with Ibope, under InterCork II:  

- 80% of Brazilian consumers believe that the noble wines require a natural cork stopper to 
close the wine; 

- The consumer tends to perceive the wine as better quality if it is closed with cork; 

- The consumer is willing to pay between 13 and 15 reais more for a wine sealed with a natural 
cork stopper; 

- The consumer believes that the cork stopper helps to preserve the taste of the wine; 
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- 50% of respondents consider the issue of sustainability a rather relevant issue. 

 

SWOT Analysis 

Strengths 

 Cork associated with premium 
products; 

 Portfolio adapted to all wine 
segments; 

 Preference of the Brazilian 
consumer who preferentially acts 
in a conservative and aspirational 
manner; 

 Unrivalled properties as a closure; 

 Tradition and cork-wine cultural 
relationship. 

Weaknesses 

 Easy opening and modern image of the 
metal screwcap, absent in cork; 

 Domestic closure market with an 
imbalanced and uninteresting mix. 

Opportunities 

 Growth and premiumisation of the 
wine and sparkling wine market;  

 Penetration of the Brazilian 
cachaça and beer market taking 
advantage of the premiumisation 
trend of these beverages; 

 Ecological awareness of the 
Brazilian consumer; 

 Immature market where different 
agents and consumers need to be 
educated in regard to wine and its 
different aspects; 

 PET and BIB are not popular and 
are associated with low quality 
products. 

Threats 

 Trend towards acceptance of 
alternative closures by the Brazilian 
consumer and other agents; 

 Availability of other packaging formats 
and alternative closures by large 
retailers (supermarket chains);  

 Communication campaigns and the 
lobbying of alternative closures 
established in Brazil for some time (e.g. 
Guala); 

 Introduction of international brands in 
the market (Gallo, Constellation) closed 
with alternative closures. 

 Decline of consumption in restaurants. 

 

B | COMMUNICATION HISTORY 

 

This will be the second communication campaign since 2015 relating to the cork stopper as a 
wine closure. The following results were recorded in the first campaign: 

104 articles were published in the press and online media, of which: 

 93% were articles directed at the end consumer; 

 81% were considered to be positive articles, 16% neutral and only 3% were considered 

negative. 
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In terms of overall analysis and comparison with other countries, the total number of articles 

published in Brazil represents about 1% of the results achieved throughout the campaign, but it 

is necessary to take into account that the type of initiatives were focused more on educating 

the various audiences. 

The messages most frequently mentioned in the articles were: 

 Cork: excellent inherent qualities; 

 Cork: a product with excellent technical properties & performance (light, impermeable, 

elastic and compressible, insulating and resistant); 

 Cork: an environmentally friendly product (natural, reusable and recyclable). 

66.5% of the articles generated in the press and online were the result of the issue of 7 press 

releases and media relations and 16% were the result of educational visits to the cork sector. 

In terms of public relations activities, this campaign comprised: 

 1 Ambassador who lectured on a total of 10 educational activities, with more than 360 

people, and wrote two articles of opinion; 

 The visit of 10 opinion leaders; 

 The holding of 4 events, which were attended by a total of about 10,000 people; 

 7 advertising inserts in the press; 

 30 journalists and bloggers directly participated in the campaign activities. 

 

With regards to digital media, 31,573 people have become fans and followers of the Facebook 

page and Instagram 100% cork, in only 18 months of campaigning; 

Conducting a market study, the results of which are listed in the "consumer preference" 

section. 

 
The following tools were created over the course of the campaign, which should be analysed, 
reactivated and optimised. 

 Facebook: https://www.facebook.com/100PorCentoCortica 

 Instagram: https://www.instagram.com/100Porcento_Cortica 

 

Signature: “Sua Majestade a Cortiça” 

 

 

 

 

https://www.facebook.com/100PorCentoCortica
https://www.instagram.com/100Porcento_Cortica
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C | BRIEFING 

 

Briefing | Strategic lines 

 Increase sales by 15 million cork stoppers.  

 Strengthen the positioning of cork as a premium product, combined with the tradition 
and culture of wine. 

 Positive contribution of the cork stopper to the wine. 

 Protect the consumer preference. 

 Unequivocally establish the environmental credentials of the cork stopper - and use it 
as a differentiating element.   

 

Briefing | Strategic focus 

Narrow the gap between consumer preference and business demand. 

Strengthen consumer preference and maintain affinity with producers. 

 

Briefing | Market influencers 

 Consumer: Inform them of the properties of cork 

 Opinion Leaders (Sommeliers, Oenophiles, Chefs, NGOs) 

 Media, especially journalists of the wine and gastronomy area  

 Wine industry  

 

Briefing | Target audiences 

 Winemaking industry (with special emphasis on the marketing departments) 

 Professional opinion makers (sommeliers, chefs, Oenophiles and NGOs) 

 Consumer 

 Media 

 

Briefing | Outputs 

• Increase sales by 15 million cork stoppers 

• Cork information initiatives (workshops): 4 

• Visits by journalists and opinion makers to Portugal: 5 

• Initiatives at points of sale: 3 

• Increase the number of articles published in the media (online and offline): +5%  

• Increase the number of fans and followers on social networks: +5%  
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Note: The mentioned outputs are indicative and may be reformulated by the bidders, provided 
such is duly justified. 

 

E | BUDGET AND SCHEDULE 

 

Budget: 60,000.00€ 

Campaign end date: 30th September 2017 

 

DEADLINE FOR SUBMITTING BIDS: See Specifications and Tender Procedure Programme. 
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LOT 9 | DESIGN | SWEDEN AND DENMARK 

 

A | Market CONTEXT 

 

Framework 

When looking for references on design icons, the association with Scandinavian design is natural 

and immediate. The fame of design from Denmark, Sweden and Norway is perpetuated through 

time, remaining in the vanguard and reiterating its value as a classic icon, in good taste. 

Scandinavian design became notorious in the 1950s due to its functionality. But its story begins 

much earlier, in the first half of the nineteenth century, with the end of the traditional craft 

production system due to the evolution of industrial production. While many countries saw their 

craft traditions lost, Sweden created the Swedish Society of Industrial Crafts and Design in 1845 

aimed at the development of the means of production, but without losing the characteristics that 

made the Scandinavian handcrafted products worthy of excellence. This attempt to maintain craft 

excellence occurred not only in Sweden but also in other Scandinavian countries, who worked 

focused on the modernisation that would make their products internationally competitive and 

attractive, but without ever losing the quality that characterised them. The Stockholm Exhibition 

of Arts and Industries in 1897 helped the start of this international projection.  

"Enhance the essential" is the philosophy of Nordic design. Its solution was to focus on basic 

elements and clean and functional forms, achieving the right balance between sophistication and 

simplicity.  

Elements such as wood, concrete, wool and felt arose to offer rustic naturalness. Light colours 

and industrial details complement the look of the pieces and environments. 

Many of the contemporary trends, proposing a relationship of proximity with the natural and 

simple, connect deeply with the concepts of the Scandinavian style. The return to the origins, the 

search for the essence and craft unite with functionality and innovation. 

Scandinavian design has become a world reference and remains on the cutting edge by possessing 

a unique blend that combines functionality, comfort and simplicity with a good deal of talent.  

Cork, due to its characteristics and properties, may be considered an excellent material for this 

design concept. Proof of this is, for example, the collection launched by IKEA or the items by Lars 

Beller Fjetland. 

In addition to the recognised role of design in Scandinavia, if one word were chosen to summarise 

these countries, 'innovation' would certainly be one of the most mentioned. According to the 

European Innovation Scoreboards, Sweden was once again, in 2015, the country with the best 

innovation performance in the EU, followed by Denmark. These countries have the best 
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performance in all dimensions, from research to business innovation and product innovation. This 

strong focus on R&D is reflected in the universities, many of which have a strong focus on 

research and innovation, including support for students to develop their own ideas. Thus, there is 

an extensive network of organisations and companies in the public and private sectors working 

with academic bodies in Sweden, with the aim of developing new products, services and 

processes that can contribute to sustainable growth. 

 
The market | Cork 

Portuguese exports of cork to Sweden were EUR 2.8 million in 2015. Construction and decoration 

materials are the main product exported to this market, accounting for EUR 2.6 million, with the 

remainder divided between cork stoppers and other products, such as raw cork. Sweden is in 27th 

place in the ranking of Portuguese cork exports, accounting for 0.3%. In the same period, 

Denmark imported EUR 4.9 million of Portuguese cork, almost double that of Sweden, accounting 

for 0.5% of total exports of cork and 21st place in the ranking of countries. Similarly, construction 

and decoration materials are the most represented product, with EUR 4.6 million.  

 

SWOT Analysis 

Strengths 
• Natural, recyclable and healthy 

product; 
• Technical and emotional features of the 

product (natural, comfort, energy 
efficiency, etc.);  

• Technology opens a new range of 
applications, differentiation and 
customisation. 

Weaknesses 
• Unknown raw material. 
 

Opportunities 
• Prioritisation of environmental issues 

and personal and social responsibility to 
the environment; 

• Originating from renewable resources is 
preferred compared to artificial 
products. 

Threats 
• Distorted perception of Portugal 

and cork. 
• Lack of knowledge of the 

qualities of cork and its features 
as a premium design material. 
 

 

B | HISTORY OF COMMUNICATION 

 

APCOR developed some communication activities between 2009 and 2011 in Sweden and 
Denmark, to promote Cork as the best closure for wine. Both campaigns achieved the results 
presented below. 

 40 articles published in the press, online and on radio. 60% of the published articles were 
considered neutral, 32% positive and the majority were in consumer-oriented media.  
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 The messages mentioned most often were: 

- Cork: an environmentally friendly product (natural, reusable and recyclable) 

- Cork: raw material for a sustainable and eco-efficient industry 

- Cork: a product with excellent technical properties and performance. 

 Visit by 12 opinion leaders of the wine and cuisine sector, who had the opportunity to 
verify in person the cork stoppers production process from the extraction of the cork in 
the forest to the production process, quality control mechanisms, ongoing research and 
development. 

 

Two websites were created by the campaigns, one for each market. 

 http://kork-naturligvis.dk  

 www.korknaturligtvis.se  

 

Signature: Kork Naturligvis! 

 

C | BRIEFING 

 

Briefing | Strategic lines 

 Disseminate information about cork. 

 Place cork as a raw material of excellence in the minds of designers, engineers and 
architects. 

 Gain a reputation and communicate the emotional and sensory benefits, combined with 
the factors of quality, versatility, innovation, modernity, trendy, elegance and novelty, in 
addition to technical and intrinsic advantages (good thermal and acoustic insulation, 
flexibility, non-allergic, natural, recyclable and ecological). 

 Build a network of ambassadors and testimonials from opinion makers. 

 

Briefing | Strategic focus 

Modernity and comfort, combined with many functional benefits, with a complete guarantee of 
sustainability. The perfect combination of design and sustainability.  

 

Briefing | Target audiences 

 Schools  

 Professional opinion makers (bloggers, architects, product engineers, designers and 
interior decorators) 

 Media (general and specialist) 
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Briefing | Outputs 

 Master class on cork: 2 

 Design competitions 

 Visit to Portugal: 4 people 

 Articles published in the media: 40 
 

Note: The mentioned outputs are indicative and may be reformulated by the bidders, provided 
such is duly justified. 

E | BUDGET AND SCHEDULE 

 

Budget: 60,000.00 € 

Campaign end date: 30th September 2017 

 

DEADLINE FOR SUBMITTING BIDS: See Specifications and Tender Procedure Programme 
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LOT 10 | CONSTRUCTION AND DECORATION MATERIALS| GERMANY 

 

A | Market CONTEXT 

 

The market | Construction 

Germany is the largest economy in Europe and the world's fourth largest economic power, after 

the USA, China and Japan. It is a market economy in which social security has a very large role in 

the economy, with the Germans having very extensive social rights. The metallurgical and 

chemical industries have a significant role in Germany's economy, while in the agricultural sector, 

the prevailing average is a family-owned, highly mechanized property. The city of Frankfurt is the 

main financial centre of Germany and the European Union, where the European Central Bank and 

the Frankfurt Stock Exchange are located. Germany's industries and tertiary sector businesses are 

well dispersed throughout the country, which causes major air and road and rail traffic.  The 

country is sixth on the World Economic Forum competitiveness ranking. 

In terms of GDP, Germany recorded last year its best result of the last three years. The German 

economy grew 1.5% in 2014, mainly driven by consumption and trade. Private consumption 

added 0.6 percentage points (pp) to Gross Domestic Product (GDP) of the country, while 

international trade contributed 0.4 percentage points, according to preliminary data of the 

Federal Statistics Agency. 

Employment, which reached record highs, high wages and moderate inflation also drove 

household consumption in Germany last year. Trade also performed favourably, despite 

persistent weakness in Europe, the largest market for German exports, and crises in Ukraine and 

the Middle East. 

The construction industry remains a key pillar of the German economy. The value of construction 

in 2014 and 2015 should grow much faster than the economy as a whole, due to a 3.3% price 

adjustment in 2014 and 2.1% in 2015, according to the latest calculations by DIW Berlin. New 

residential construction is currently a major driver of this sector, with growth of about 12% in 

2014, in nominal terms. 2014 will also mark significant growth in construction in existing 

buildings. In addition to the gains in residential construction, a positive trend is also noted in 

commercial construction and public works. Nonetheless, although residential construction is 

stable,  the high growth rates observed in 2014 are unlikely to continue in 2015. There are fears 

that construction prices will increase considerably, leading to a contraction in the purchase of 

housing. In addition to this, it is envisaged, due to the international economic panorama, that this 

sector grows more moderately in 2015. There may be only an increase in public construction, in 

spite of which the investment plan announced by the German government may effectively have a 

very small  impact, even if significant additional measures are implemented over the year. 

 

https://pt.wikipedia.org/wiki/Alemanha
https://pt.wikipedia.org/wiki/China
https://pt.wikipedia.org/wiki/Jap%C3%A3o
https://pt.wikipedia.org/wiki/Economia_de_mercado
https://pt.wikipedia.org/wiki/Ind%C3%BAstria
https://pt.wikipedia.org/wiki/Frankfurt_am_Main
https://pt.wikipedia.org/wiki/Alemanha
https://pt.wikipedia.org/wiki/Uni%C3%A3o_Europeia
https://pt.wikipedia.org/wiki/F%C3%B3rum_Econ%C3%B4mico_Mundial
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The market | Flooring 

The sustained growth of the construction sector in Germany has driven increased demand for 

flooring. The number of public, commercial and residential buildings in Germany has been 

growing since 2009, according to Scholz & Partner. The increase from 2012 to 2013 was 3%, which 

means 2,853 more buildings. Nevertheless, according to the same information from Scholz & 

Partner, the flooring sector has not yet managed to recover the sales levels it had in 2009 (about 

450 million square meters), or even reverse the growth line. 330 million square meters of flooring 

were sold in 2013, in other words 27% less.  

Overall, the leader of the sales table in 2013 were carpets, with 27%, followed by ceramic tiles 

and laminated flooring, which had the same market share of 20% respectively, the flexible 

pavements were third, with a share of 10%, followed by parquet with 5% and finally by linoleum 

flooring with 3% and cork flooring 1%. 

According to the 2013 Talkwalker data, the level of knowledge among consumers about the types 

of flooring that exist show that PVC flooring leads with 52.5%, followed by laminated flooring with 

a share of 41.7%. Cork occupies last place with 2.5%, immediately after parquets which registered 

3.3%. In other words, it can be concluded that cork still has a low level of awareness among 

consumers, compared with other types of flooring. 

It is estimated, in terms of short-term flooring sales projections, that the list will be headed by 

flexible pavements (which includes PVC) with 50%, in 2020, following the trend that has been 

seen in Europe recently. Second, with 20%, will be parquet, which will undergo a very 

considerable increase, followed by wood and laminates, with a share of 15%. Linoleum, cork, and 

rubber flooring will have a 10% share and the remaining types of flooring will have a 5% share.  

It is envisaged that by 2020, according to sources of PR Newswire, Europe will attain sales of 

flooring totalling USD 331.78 billion (about 19.4 billion m2), in other words an increase of 4.8% 

from 2015 to 2020, due to the increase of construction in emerging economies. Similar to what 

was mentioned in the previous paragraph, it appears that not only in Germany but also in Europe 

in general, non-resilient flooring will top the sales list, as they will undergo faster growth.  

However, one of the biggest trends for 2015 in terms of flooring remains the search for 

environmentally friendly flooring and that is where bamboo and cork flooring, both renewable 

resources, have a competitive advantage. Another flooring entering this category is regenerated 

wood and flooring produced from old and damaged floors that are recycled and given a new life. 

Painted concrete has also emerged as a new trend and is mainly used for basements, bathrooms 

and even in outdoor areas.  

 
The market | Cork 
Size of the market: 6.10 million/m2 
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The German market accounted for 8.2% of the total value of Portuguese cork exports in 2014. The 

product that weighed most in exports was construction and decoration materials with a 70% 

share and value of EUR 48.6 million, followed by cork stoppers with 30% and value of EUR 20.5 

million.  

In terms of development of exports, from 2009 to 2014 there has been a decrease of about 9%, in 

other words the value of exports in 2009, of EUR 75.9 million fell to EUR 69.2 million in 2014. 

Some variations over this period were notable, such as the 3% increase from 2009 to 2011, a 

decrease of 1% in 2012 compared to 2011 and from 2012 to 2014 a decline of 11% has been 

registered. 2015 is expected to finish on a high, considering the data of the first half of the year, 

where growth of 5% has been recorded compared with the same period of the previous year. 

The construction and decoration materials product recorded a decline of 5% from 2009 to 2010, 

while the following year registered a 20% recovery. The value of sales entered a decline from 

2012 until 2014, of about 11%, to EUR 48.6 million in 2014, almost the same figure as that 

obtained in 2009. It is expected that 2015 may be a year of recovery, since the first half of the 

year registered values 3% higher than the same period of the previous year, reaching EUR 27.5 

million. 

The "construction and decoration materials" product was led in 2014 by pavements with 79%, 

equivalent to EUR 38.5 million euros, followed by 12% for construction materials (EUR 5.9 million) 

and 9% representing the other products with cork applications (EUR 4.2 million).  

Exports of flooring also followed an uncertain path from 2009 to 2014. What stands out in this 

regard is the 36% rise in sales of this product in 2011. 2010, 2012 and 2014 were years of losses, 

of around 18%, 3% and 7% respectively. Hence, this area achieved EUR 38.5 million in sales to the 

German market in 2014. The first half of 2015 was favourable, with 1% growth in flooring, 3% in 

other construction and decoration materials and 22% in other cork applications. 

  

SWOT Analysis 

Strengths 
• Natural, recyclable and healthy 

product; 
• Wide range of products. The look 

of cork is unique, but modern as 
well; 

• Technology (fingerprint) opens up 
a new spectrum of potential 
customers; 

• Established distribution network; 
• Technical and emotional features 

of the product (comfort, anti-
allergic, energy efficiency, etc.); 

• Consumers already know and like 

Weaknesses 

 Competitor's products strongly 
investing in communication; 

 Few companies operating in the sector; 

 Low reputation among end consumers; 
lack of image/prestige. 

 Low competitiveness due to price. 
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cork. No need to start explaining. 

Opportunities 
• Size of the market; 
• The Germans are aware of 

environmental issues and their 
personal and social responsibility 
to the environment; 

• The government and several cities 
are increasing their statement of 
preference for sustainable 
products; 

• 'Earth-friendly' and 'Healthy 
homes' are now two major trends 
in architecture; 

• Flooring from renewable resources 
are preferred over artificial 
products; 

• Germany continues to be a 
commercial platform whose 
economic operators have a very 
relevant impact in German-
speaking countries, as well as in 
Scandinavia and Eastern Europe; 

• Recovery of the construction 
market. 

Threats 

 Downturn on Portuguese consumer 
goods; 

 The presence of Chinese products is 
problematic. Due to insufficient quality 
and low prices, Chinese imports 
endanger the sale of high quality 
products from Portugal; 

 Low prices on alternative materials 
(laminates, parquet, etc.). 

 

B | COMMUNICATION HISTORY 

 

This will be the third communication campaign since 2009 on cork as a construction and 
decoration material in Germany. The results of the second campaign were as follows: 

737 articles were published, of which: 

 592 articles were published in the press and online; 

 144 radio items; 

 1 TV item. 

Of the 592 articles published in the press and online: 

 94% were articles directed at the end consumer; 

 95% were positive articles, 4% neutral and only 1% were considered negative. 

In terms of overall analysis of the campaign in the different markets, the country registered a total 
of: 

 91% from all radio items; 

 8% from the generated TV items; 

 7.88% from the articles published in the press and online. 
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The messages most often mentioned in the media were: 

 Cork: a product with excellent technical properties & performance (light, impermeable, 
elastic and compressible, insulating and resistant); 

 Cork: excellent inherent qualities; 

 Cork: raw material for a sustainable and eco-efficient industry. 

11.82% of the articles generated in the press and online were the result of the issue of 15 press 
releases and  47% were the result of media relations, in particular cooperation created with the 
media and the AKZ service. 

In terms of public relations activities, the Germany (construction and decoration materials) 
campaign comprised: 

 1 Ambassador who recorded 3 videos and was the face of 21 photographs, which were 
used on the website, social media campaign, as well as infomercials; 

 The visit of 7 opinion leaders; 

 The holding of 2 events, which were attended by a total of over 530 people; 

 5 B2C commercials in the online press, 4 B2B commercials in the press, and 3 infomercials 
broadcast on 19 radio stations, reaching a total of 436,000 listeners. 

 Partnership with 4 associations and NGOs that have issued statements in favour of cork. 

The final impressions with regard to digital media are: 

 30,342 users of the schoener-leben-mit-kork.de platform. 

 5,412 fans and followers on social networks  

 23 subscribers to the Youtube channel, which enabled a total of 28,048 views. 
 

The following tools were created over the course of the campaign, which should be analysed, 
reactivated and optimised. 

 Website: http://www.schoener-leben-mit-kork.de/de/ 

 Facebook: https://www.facebook.com/schoenerlebenmitkork 

 Twitter: https://twitter.com/KorkNews  

 Pinterest: https://www.pinterest.com/korktrends 

 Youtube: https://www.youtube.com/user/Schoenerlebenmitkork 

 

Signature: “Schöner leben mit kork” (Life is beautiful with cork) 

 

C | BRIEFING 

 

Briefing | Strategic lines 

 Increase sales to 6.28 million m2. 

 Gain a reputation and communicate the emotional and sensory benefits of such a 
distinctive and unique flooring, combined with the factors of quality, versatility, 
innovation, modernity, trendy, elegance and novelty, in addition to technical and intrinsic 

http://www.schoener-leben-mit-kork.de/de/
https://www.facebook.com/schoenerlebenmitkork
https://twitter.com/KorkNews
https://www.pinterest.com/korktrends
https://www.youtube.com/user/Schoenerlebenmitkork
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advantages (good thermal and acoustic insulation, flexibility, easy assembly and 
maintenance, non-allergic, natural, recyclable and ecological). 

 Build a network of ambassadors and testimonials from opinion makers. 

 Update the distribution network information for the cork flooring currently available. 

 

Briefing | Strategic focus 

Modernity and comfort, combined with functional benefits, with a complete guarantee of 
sustainability. The perfect combination of design and sustainability.  

 

Briefing | Market influencers 

 Consumer  

 Retail and distributors. 

 Professional opinion makers (bloggers, architects, designers and interior decorators) 

 Media (general and specialist) 
 

Briefing | Target audiences 

 Consumer  

 Retail and distributors. 

 Professional opinion makers (bloggers, architects, designers and interior decorators) 

  Schools, universities and training centres in the field of architecture and design 

 Media (general and specialist) 
 

Briefing | Outputs 

• Increase sales to 6.28 million m2. 

• Visits by journalists and opinion makers to Portugal: 5 

• Increase the number of articles published in the media (online and offline): +2.5% 

• Increase the number of fans and followers on local social networks: +5% 

 

Note: The mentioned outputs are indicative and may be reformulated by the bidders, provided 
such is duly justified. 

 

It should be noted that in this market we can rely on the active participation, both in terms of 

definition and at the level of implementation and control, of the Portuguese companies present in 

the market and that are members of DKV – Deutscher Kork-Verband. 
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E | BUDGET AND SCHEDULE 
 

Budget: 400,000.00€ 

Campaign end date: 30th September 2017 

 

DEADLINE FOR SUBMITTING BIDS: See Specifications and Tender Procedure Programme. 
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LOT 11 | NEW APPLICATIONS 

 

A | Framework 

 

The cork sector set a challenge for the launch of new applications (of and with cork) with greater 

added value than those presently existing, with an additional turnover of 25 million euros. The 

level of ambition is great but the degree of inherent difficulties is also extensive. 

Many varied products are considered, and therefore the target markets for the products of this 

subsector are many and diverse.  

Clothing, footwear, motor vehicles, aviation, furniture, musical instruments, home decoration, 

medicines, cosmetics, wind energy, jewellery, artistic/cultural activities, sports...are some of the 

many examples of the use of cork, currently of significance in our exports. 

The experience of recent years is that there are many examples of new applications of cork and 

cork with other materials, and the impact and surprise effect of these applications is massive, in 

most cases. They are almost always news both nationally and internationally, both in the 

specialised and general press. On the other hand, the target audience of these new applications 

arises quickly, and almost always motivated by natural based solutions that demonstrate a 

greener footprint. 

Now it is time for the cork industry to present a concerted and proactive action towards new 

applications of cork. Often, new applications of cork are almost wholly developed outside of our 

sector, which leaves us positively surprised but also leaves us with the idea that we should be 

more active in relation to areas of future focus. 

We currently have a group of associated companies that are strongly committed to the launch of 

new applications. There are several examples of ongoing work, resulting from differentiated 

business strategies from one company to the next, and sometimes relying on partnerships with 

universities, design centres and with the network of national technology centres.  

The time has come for the sector's communication strategy to focus on this industrial subsector 

and its applications. In InterCork III, we plan to carry out a communication strategy to promote 

the use of cork in new applications other than the stopper and building materials.  

We will create, through this communication strategy, the conditions for the development and 

action of the internationalisation of companies strongly committed to the development of new 

products.  
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C | BRIEFING 

 

Briefing | Strategic lines 

 Publicise the new applications of  and with cork; 

 Publicise the properties of the raw material cork as a natural and environmentally friendly 

solution; 

 Position the new applications of and with cork in a product segment of excellence, 

innovative and of high technological content. 

 

Briefing | Strategic focus 

Unique properties combined with modernity and comfort, with a complete guarantee of 
sustainability.  

 

Briefing | Tactical action 

We consider performing the following activities, to meet the listed objectives: 

1. Roadshow Cork | University 

Publicise the cork oak, cork and its applications in universities. This is an excellent means to 

generate the use of this solution by future professionals. As we know most of the scientific 

community is almost completely ignorant of this species, it is essential to create knowledge 

among teachers and students. Publicise the properties of cork, talk of ecosystems associated with 

cork oak forests, raise awareness of the use of cork as a natural and environmentally friendly 

solution are some of the reasons that drive us in this initiative. 

It is intended to take the Roadshow Cork | University to entities selected for their performance 

excellence and recognition in the community and markets. Once identified, contacts will be made 

to enable us to undertake the actions with students and teachers. 

The product design, industrial design, product engineering and materials engineering schools, as 

well as architecture schools are considered a priority. Moreover, modelling, fashion design, 

engineering and fashion design courses and related fields can also be considered.  

The selection of countries to focus on should take into account the countries considered in the 

other initiatives of InterCork, thus ensuring economies of scale in terms of proximity and ease of 

contact. 

2. Cork | Events 

Cork | Events intends to enhance the added value of cork, by preparing a space for presentations, 

interaction and promotion of cork and its applications. 
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APCOR, by the visits of hundreds of opinion leaders invited to Portugal to experience the History 

of Cork, through campaigns to develop in the various markets, or through its recognition as a 

centre of information on the cork, increasingly receives requests to organise visits for different 

audiences who want to know more about Portugal and show interest in learning about one of its 

main icons: cork. Visits to industrial units are not always possible, due to the unavailability of 

companies or issues connected to the regular activity of businesses, or even for safety reasons, 

when it comes to younger audiences. Therefore, APCOR - which takes on the responsibility of 

being the information centre on cork not only for Portugal but for the world, due to the 

leadership of our country in all aspects related to cork - should and must assume an open-door 

policy and one of the dissemination of information on cork and the sector. This policy will cut 

across the general public and professionals or students and researchers who want to find out 

more in order to better exploit this so unique raw material. 

The space will have to be planned and executed in order to transmit the values associated with 

cork (quality, performance, design, premium, aspirational, culture, sustainability and future) and it 

will have to contemplate an exhibition and demonstration space of what is best done with cork, 

with a space for an auditorium, that will permit the holding of small seminars and initiatives to 

disseminate and promote cork.  

Keywords: interactive, exhibition, innovative, versatile, glamour, unusual…. 

The space available for this purpose is located in APCOR (it can be visited) and has the following 

characteristics: 

 Auditorium: 15 metres long x 11 metres wide 

 Reception area: 11 metres wide x 6 metres long 
 

Target audience 

 Opinion leaders who come to Portugal at the invitation of APCOR  

 Tourists from income agencies  

 Students of all ages, from pre-school to university. 
 

Briefing | Outputs 

 Road Show Cork University: 5 

 Cork Events: 1 
 

Note: The mentioned outputs are indicative and may be reformulated by the bidders, provided 
such is duly justified. 
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E | BUDGET AND SCHEDULE 

 

Budget: 250,000.00€ 

Campaign end date: 30th September 2017 

 

DEADLINE FOR SUBMISSION OF PROPOSALS: See Specifications and Tender Procedure 
Programme. 
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LOT 12 | VIDEOS 

A | ACTIVITY context 

A|1. Framework 

The videos to develop under this briefing will be to use in the InterCork II project, in the markets 

and for the audience described below. The aim is to produce videos that may be broadcast across 

campaigns throughout the world and on the different channels available. The production of these 

videos does not invalidate the making of others that may be developed under each campaign and 

around the specific objectives for each market.  

A|2. Markets 

1. Campaign for Promotion of Cork Stoppers 

 USA (EN) 

 France (FR) 

 Germany (DE) 

 Italy (IT) 

 Brazil (PT) 

 China (PRC) 

 United Kingdom (UK) 

2. Campaign for Promotion of Construction and Decoration Materials 

 Germany (DE)  

3. Campaign for Promotion of Design 

 Scandinavia: Sweden (SE) and Denmark (DK) 

4. Campaign for Promotion of New Cork Applications 

 

A|3. Campaign target audiences 

In order to achieve our objectives, we believe that we must work with the following very specific 

target audiences. 
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Global target audiences for Cork Stoppers: 

 End consumer; 

 Social networks; 

 Media (specialist and general); 

 Heads of Marketing and specialists in professional bodies; 

 Trade (major players/retail, importers and distributors); 

 Wine critics and specialists in the area; sommeliers, among others; 

 Customers in the sector.   

Global target audiences for Construction and Decoration Materials: 

 End consumer; 

  Architects, engineers, designers and decorators; 

  Retailers, importers and distributors; 

  Technical institutes, universities, design centres; 

  Media; 

 Customers in the sector.   

Global Target Audience New Applications: 

 Architects, engineers, designers and decorators; 

 Stylists, artists (sculptors, etc.); 

 Students and teachers from several areas; 

 Media; 

 End consumer. 

 

B | BRIEFING 

B|1. Aim  

This lot of specifications is intended for the production of three cross-cutting videos for use, 

either among the different target audiences identified above, or among the various stakeholders 



 

InterCork III - International Cork Promotion | Lot 12 

 

 

      P.88 - 120 

in Portugal or in different markets. The aim is to be distinctive and have the power to capture the 

attention of those viewing them, creating surprise and admiration! 

Show the plethora of products where cork is present, enhance the fact of drinking wine from a 

bottle that was sealed with cork, discover that in the world there are plenty of cork ambassadors 

from all different areas, from architecture, design, wine, environment, among others. 

 

B|2. Message 

The global key messages cutting across all the videos are as follows: 

 Cork is Culture, Nature, Future; 

 Cork adds value to wine; 

 Cork is preferred by consumers and winemakers; 

 Cork contributes to the conservation of the planet; 

 Cork is a material of the future; 

 Cork is present in a range of applications, many of which are unknown but surprising. 

 

They shall also include the following secondary messages: 

 Cork: part of the culture of a people, a region, a history; 

 Cork: ensures the survival of a unique ecosystem in the world; preserves plant and animal 

species; and it is natural, reusable and recyclable; 

 Cork: raw material for a sustainable and eco-efficient industry; 

 Cork: excellent inherent qualities (light, impermeable, elastic and compressible, insulating 

and resistant); 

 Cork: a product with excellent technical properties and performance. 

 

B|3. Concept/Signature 

Cork: Culture, Nature and Future. 

 

B|4. Distribution channels / Broadcasting Means   

Digital media (websites and networks), events, corporate and sectoral presentations and 

interaction with different audiences. 
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B|5. Target audiences  

In order to achieve our objectives, we believe that we must work specifically with the following 

target audiences. 

 

Target audiences for Cork Stoppers: 

 End consumer; 

 Trade (major players/retail, importers and distributors); 

 Heads of Marketing and specialists in professional bodies; 

 Customers in the sector.   

 Media (specialist and general); 

 Wine critics and specialists in the area (sommeliers, winemakers, among others). 

 

Target audiences for Construction and Decoration Materials 

 End consumer; 

  Architects, engineers, designers and decorators; 

  Retailers, importers and distributors; 

  Technical institutes, universities, design centres; 

  Media; 

 Customers in the sector.   
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B|5. Media to be developed 

Medium Intended 

audience 

Languages Qty. Specifications Concept Delivery Date 

Short duration 
promotional video 

"advertising spot" 

All audiences. Voice-over 
English and 
Portuguese 

1 
video  

Time: Maximum of 20 to 30 
seconds (1) 

 

 

It is necessary to show that you are telling the 
story of the cork in an exciting way, conveying 
emotion, desire, pride, etc. 
 
Place cork in the 21st century as a product of 
the future. With tradition, but fully adapted 
and adaptable to new technologies and that it 
is used by the most demanding industries of 
the world. 
 
The video has to be amazing and conquer by 
being different, look for the “wow” effect. IS 
THAT REALLY CORK??!! Bringing innovation 
and surprise, even to those who already know 
cork. 
 
E.g. "I know nothing about cork or I know very 
little, but I'll fall in love with it and want to 
know much more after watching this video." 
 
The video must be "eye-catching" and win 
over those viewing it. After watching the video 
I will play the role of cork ambassador, on my 
street, in my neighbourhood, with my friends 

Delivery 
deadline is 60 
days after 
contract award. 
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and family. I am going to compose a "hymn" 
to cork. 
 
I will associate cork with quality, nature, 
culture and the future. 

Sectorial Video 

"Cork, from the 
raw material to the 
finished product" 

All audiences. Voice-over 
English and 
Portuguese 

1 
video  

Time: Maximum of 3 to 5 
minutes (1) 

 

Video should make a 
symbiosis between images 
and graphic animation, to 
create a dynamic and 
appealing product that 
captivates from beginning to 
end, but passes on the 
necessary information.  

 

 

Educational video about the cork sector. After 
viewing this video I have to know: 

 where cork comes from and no trees are 
damaged or cut down to extract the cork; 

 What products can be made with cork and 
how they are manufactured; 

 what is the production cycle: from raw 
material to finished products, the most 
common products are cork stoppers, 
flooring and wall coverings, and the less 
common are in surfboards and the public 
transportation industry, for example; 

 cork is a natural and environmentally 
friendly product (it can be recycled) 

 it contributes to the retention of CO2; 
 the social role/importance of cork;  
 it is present in 12 billion bottles and the 

best wines in the world; 
 it is used by the most distinguished 

architects, designers, stylists; and praised 
by winemakers, sommeliers and 
oenologists;  

 it is a product that undeniably has no 
equal and a product of the future. 

Delivery 
deadline is 75 
days after 
contract award. 
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InterCork 
Campaign 
Summary Video 

All audiences. Voice-over 
EN with 
Portuguese 
subtitles 

 

1 
video  

Time: 3 minutes (1) 
 
Video using graphics 
animation, photos and video 
that can present the main 
activities and results of 
InterCork in a dynamic way. 
 
Informative, but appealing 
video, which has the highlights 
of the campaign and discloses 
the communication work over 
a year and a half. Dynamic and 
rhythmic video, using music 
and graphics and animation 
showing photos of events, 
advertising, articles and other 
elements developed during 
the project. 

What is InterCork? 

What are the results?  

The success of a communication campaign. 

Results indicate the relevance of future 
campaigns. 

15 business 
days after 
delivery of all 
material 

 

(1) The defined duration is an indication of the type of media that is wanted. The bidding entities may, however, and duly justified, propose different 

durations as long as they do not distort the defined concept. 
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Notes:  

Videos must be delivered in full HD, HD and Net version.  

Full HD: for use with excellent quality and to be played on DVD, desktop or TV screen. 

HD: for use in DVD, desktop or TV screen. 

Net: for viewing on Youtube, sites and compatible with many mobile devices.  

 

All the images made under this project, i.e. the raw images, must be delivered on external disk, in a Full HD and/or HD format, and capable of being 
used for other projects. These images must also be made available in a format that can be viewed on any computer (mpeg , avi, etc). All images rights 
will belong to APCOR as well as the directorship rights and related rights, for an unlimited period of time. 

Travel, accommodation, food, hiring of models, and all costs of carrying out the images and the implementation of video are to be borne by the agency. 

APCOR images ready for use can be downloaded at the following link and are for exclusive use in this work: 

http://www.apcor.pt/videos/cnf/ 

 username: videos-apcor 

password: A54@13_Tu 

 

The videos edited with these images can be viewed at: http://www.apcor.pt/media-center/multimedia/videoteca/ 

Cork, Culture, Nature, Future - 3 versions and Cork. Much more than it seems. 

 

http://www.apcor.pt/videos/cnf/
http://www.apcor.pt/media-center/multimedia/videoteca/
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Photographs of the cork sector can be viewed here: http://www.apcor.pt/cloud/   - Folder Photos 

Username : Agency 

Password: 3Gtz_rT43 

 

And http://www.apcor.pt/en/media-center/multimedia/photo-library/  

Photos for exclusive use in this work. 

 

 

http://www.apcor.pt/cloud/
http://www.apcor.pt/en/media-center/multimedia/photo-library/
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C | BUDGET and timings 

Budget: 90,000.00€ 

Campaign end date: 30th September 2017 

 

DEADLINE FOR SUBMITTING BIDS: See Specifications and Tender Procedure Programme. 

 

D | Bid Submission and Selection 

C|1. Documents required for submission of bid 

The bid must be drafted and submitted with the following structure and information: 

a) Descriptive memory and Story board for the promotional video - clear example of 

history and look and feel intended to be conveyed in the referred time; 

b) Descriptive memory and mood board for the video sector; 

c) Schedule to ensure the delivery dates provided for in B | 5. 

d) Budget broken down by the various items (design/conception/development fee, image 

collection, video and images availability/recording on various media, other items 

considered to be fundamental) and Total Price. 
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APPENDIX N. 

Mandatory items 

 

A | Mandatory items 

 

A|1. Main logo 

Whenever it is not applicable, contemplating the use of a signature/logo created as part of the 

previous campaign, priority should be given for the use of the following logo. 

 

Manual of rules and regulations for use are available for download at: 

http://www.apcor.pt/cloud/   - Folder Logos 

Username : Agency 

Password: 3Gtz_rT43 

 (The awarding entity reserves the right to require the inclusion of other obligatory elements, 

to be defined at the time of signing of the contract). 

 

A|2. Secondary logos  

It is mandatory to consider the inclusion of logos identified below, in all campaign 

media/actions.  

         

  

 

http://www.apcor.pt/cloud/
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Manual of rules and regulations for use are available for download at: 

PT: http://www.poci-compete2020.pt/sobre-nos/comunicacao 

 

(The awarding entity reserves the right to require the inclusion of other obligatory elements, 

to be defined at the time of signing of the contract). 

 

A|3. Website 

Whenever it is not applicable, contemplating the use of an address created as part of the 

previous campaign, priority should be given for the use of the APCOR site www.apcor.pt. 

 

 

 

http://www.apcor.pt/
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APPENDIX O. 

Complementary information 

 

A | Resources 

 

A|1. Photographs 

Access to the APCOR image bank for use in the preparation of proposals (optional), available in  

http://www.apcor.pt/cloud/   - Folder Photos 

Username : Agency 

Password: 3Gtz_rT43 

 

And http://www.apcor.pt/en/media-center/multimedia/photo-library/ . 

 

 

 

http://www.apcor.pt/cloud/
http://www.apcor.pt/en/media-center/multimedia/photo-library/
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A|2. Websites and social networks 

Websites and social networks during the campaigns 

 

 

Web Facebook Twitter / Weibo Youtube / Vimeo / Youku Flickr/Instagram/Pinterest 

APCOR apcor.pt /apcortica /apcortica /apcortica  - 

USA (r)  100percentcork.org /100PercentCork /100percentcork /100percentcork 
instagram.com/100percentcork 
pinterest.com/100percentcork 

USA (mcd - 
construction and 
decoration 
materials)  

realcorkfloors.com /realcorkfloors /RealCorkFloors 

youtube.com/RealCorkFloors  

flickr.com/photos/realcorkfloors 
vimeo.com/realcorkfloors  

Russia corkhome.ru /probka -  -  - 

United Kingdom - /ilovenaturalcork /LoveNaturalCork  -  - 

Japan  naturalcork.jp - -  -  - 

Italy ilsughero.org/ /IoStoColSughero /IoStoColSughero youtube.com/IoStoColSughero  - 

France planeteliege.com /planeteliege /planeteliege 
vimeo.com/planeteliege 
youtube.com/user/Planeteliegechannel 

flickr.com/photos/planeteliege 
instagram.com/planeteliege 
fr.pinterest.com/planeteliege 

Spain preservalobueno.com /preservalobueno /re_corcho youtube.com/preservalobueno pinterest.com/preservalobueno/ 

China mygreencork.com - weibo.com/naturalcork i.youku.com/u/id_UNDEyNzI5MTE2  - 

Benelux kurkinhuis.be - - 
  
- 

- 
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Germany (r)  natuerlichkork.de /natuerlichkork /natuerlichkork 
youtube.com/NatuerlichKork 
vimeo.com/natuerlichkork 

 flickr.com/photos/natuerlichkork 

Germany (mcd - 
construction and 
decoration 
materials)  

schoener-leben-mit-kork.de /schoenerlebenmitkork /korknews youtube.com/Schoenerlebenmitkork  pinterest.com/korktrends 

Brazil - /100PorCentoCortica - - instagram.com/100Porcento_Cortica 

Sweden korknaturligtvis.se - - - - 

Denmark kork-naturligvis.dk/ - - - - 
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B | APCOR 

 

The Portuguese Cork Association - APCOR - is a nationwide employers' association, founded in 

1956, with its headquarters in Santa Maria de Lamas, in the municipality of Santa Maria da 

Feira, Portugal, and currently has 10 employees.  

APCOR aims to promote and enhance the raw material of cork and its products nationally and 

internationally, in order to strengthen the competitiveness of the sector.  

Representing all its member companies which are engaged in the production, marketing and 

export of cork products, APCOR is also committed to ensuring that its members adopt the best 

recognized practices in production. 

APCOR currently has about 270 member companies. Given the volume of invoicing and 

workers, these companies have a decisive role in all of the 633 existing businesses nationwide. 

We estimate that APCOR associated companies guarantee about 85% of the turnover in the 

sector, accounting for about 85% of total exports. 

Nationally, the cork industry has more than 600 companies and over eight thousand workers. 

The companies are distributed among four sub-sectors: preparation, cork stopper, granulation 

and agglomeration, with the cork stopper sub-sector being predominant, ensuring about 70% 

of the total turnover of the sector with the production and marketing of all kinds of cork 

stoppers. It should be noted that the sector is strongly represented by small companies and 

that the location of these companies is heavily confined to the municipality of Santa Maria da 

Feira, in the Aveiro district, regional leader nationally and internationally in cork 

transformation. 

APCOR's mission is to promote and add value to cork, as a raw material of excellence and to its 

subsequent products, through the establishment of the necessary development conditions of 

its member companies. 

The main areas of intervention are: Internationalisation; Innovation and Development; 

Information; Support Services; Quality; Collective Contracting; and Institutional Cooperation. 

The sectoral associative movement has a network of entities that operate in an integrated 

manner and that are complementary to a specific vocation. APCOR assumes an aggregating 

role between these entities; with its responsibility being, in some way, the formulation of 

strategic and operational tactics that each entity will stimulate. The role of the following 

entities should be noted: Professional Training Centre for the Cork Industry (CINCORK), Cork 

Technology Centre (CTCOR), European Cork Confederation (C.E.Liège), Interprofessional 

Association for the Cork Industry (Filcork) and the Association for Competitiveness for Forestry 

Sector Industries (AIFF) (Cluster). 

For more information visit www.apcor.pt  
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C | The cork sector 

 

C|1. Diagnostic 

The Portuguese cork industry business community is made up of 633 companies, employs 

8295 workers (MTSSS:2014) and generates an added value of 757.3 million Euros (INE:2015), 

representing 0.7% of GDP (market prices), 2% of all Portuguese goods exported, 1.2% of total 

Portuguese exports and about 30% of total Portuguese exports of forest products.  

 

With the average size of a company having 15 employees (counting 400 companies with 1-19 

employees), therefore it is an activity predominantly of small businesses, we are facing an 

export sector of excellence, performing in various international markets - USA (19.8%), France 

(18.1%), Spain (11.2%), Italy (9.7%), Germany (8%), United Kingdom (3.5%), China (2.4%), Brazil 

(0.45%), Sweden (0.32%) and Denmark (0.55%) - sales that, in total, exceed 899 million Euros 

(INE:2015). By importing only 142 million Euros, it contributes to the Portuguese trade balance 

with a surplus of 757.7 million Euros. 

 

The international sector has a decisive impact on the fact that Portugal holds a 49.6% share of 

the world's cork production (FAO: 2010) and 62.7% of total world exports (ITC: 2015).  

 

C|2. International trade 

The relevance of Portugal as a world leader in the production, processing and marketing of 

cork is proven by a range of data presented below. 

 

With a total value of exports of 899 million Euros and a trade surplus of 757.7 million Euros 

(INE:2015), the cork industry is extremely relevant for the Portuguese economy. 

The total value of cork exports in the period of 2000 to 2010 shows a downward trend, with a 

decrease of 163 million Euros (-17.8% compared to 2000). In any case this analysis is 

influenced by the widespread impact of the global economic recession of 2008 and 2009. In 

fact, cork exports came to show a slight upward trend in 2006-2007, interrupted in 2008 by the 

international crisis. However, 2010 already showed a clear recovery, with an export value of 

754 million Euros, an increase of 8% over the previous year. 

In 2011, the growth line continued with an increase of 7.6% in value (up to 812 million Euros) 

compared to 2010, a trend maintained in 2012, with an increase of 4% in value compared to 
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2011, reaching 845 million Euros. The trend has continued upward in the last three years, 

registering an increase of 6.3% from 2014 to 2015.  

In relation to the volume of cork exports, the tendency between 2000-2010 is distinct, since 

there was an increase in the amount of cork exported by about 17.000 tons (an increase of 

12.5%). A trend maintained in 2011 with an increase of 13.8% (representing 179 thousand 

metric tons), and 2012 was no exception to the rule, with an increase of 5%, which 

represented 189 thousand metric tons, and an increase of more than 10 thousand tons. 

Exports fell by around 13% in volume from 2013 to 2015, from 201,000 tons to 177,000 tons.  

 

The cork industry represents 1.2% of total Portuguese exports, 1.8% of exports of goods and 

only 0.2% of total imports, and 0.2% of Portuguese imports of goods. 

 

The destinations of cork exports are very diverse, although the top fifteen destinations 

represent 87.5% of total value of exports and, of this value, Europe takes 61.9%. Compared to 

2015, we highlight: 

 The USA took over first place from 2015 as the main destination for Portuguese cork 

exports, dethroning the historic number one, France. It accounts for EUR 177.8 million 

and 19.8% of the total.  

 France now ranks second with EUR 162.5 million (18.1%), followed by Spain (EUR 

100.7 million, 11.2%) and Italy (EUR 87.1 million, 9.7%); 

 Spain is the main destination of cork exports in volume (32,751,000 tons, about 18.5% 

of the total); 

 China is a market with great potential for development, registering, in 2015, 2.4% of 

exports in value and 3.5% in volume. 

 

In 2015, cork imports totalled 142 million Euros, an increase of 7.49 % compared to 2014. The 

total value of cork imports in the period 2000 - 2010 shows a downward trend, with a decrease 

of 60 million Euros (-38.8% compared to 2000), higher, in relative terms, than the decrease 

observed for the value of exports. Imports have gradually increased since 2010, reaching the 

highest value of the last decade in 2015.  

The imports in volume also showed a downward trend, although with a period of some 

stabilization between 2006 and 2008, after which followed a sharp decline due to the global 
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economic recession. In the period under analysis, although influenced by the above factors, 

the import volumes decreased 19.0% (down 11.9 thousand metric tons). 

In 2010, there was already a recovery in import volumes, which grew by 23.4% over the 

previous year, and totalled 50.6 thousand metric tons. In 2011, imports also increased in the 

order of 44.1%, reaching 72 thousand metric tons. Imports in volume have remained more or 

less stable from that date until last year, recording a slight decrease in 2015, reaching 69,800 

tons, a decrease of 4.3%.  

Regarding the origin of Portuguese cork imports in 2015, it appears that these are highly 

concentrated in Spain (a cork producing and processing country). In fact, it is this country 

where the overwhelming majority of imports are from: 

 70.44% of imports in value (100 million Euros); 

 75.6% of imports in volume (52.7 thousand metric tons). 

Countries in the North of Africa (Morocco, Tunisia and Algeria) also stand out, which together 

represent approximately 12% of imports in value (16.7 million Euros) and 13% in volume (9 

thousand metric tons). 

On the main cork products imported, raw material clearly stands out, which with a value of 

imports in 2015 of 82.3 million Euros, represents 58% of total imports.  

The analysis of imports in volume confirms, even further, the predominance of imports of raw 

material, which with 38.4 thousand tons in 2015, represent 55% of total imports in volume. 

 

C|3. International Trade - Products 

Cork stoppers are the leading product of cork exports in value, with 644.4 million Euros (71.7% 

of the total), followed by building materials (228 million Euros, 25.4%). As for exports in 

volume, construction materials are the product leader with 123 thousand tons (69.3% of the 

total), followed by cork stoppers (46 thousand tons, 25.9% of the total). 

 

Over the past six years, the worst year for cork stopper exports was 2009, where they only 

stood at 457.9 million Euros. The following year, there was already a recovery, about 15%, 

reaching 528 million Euros and, in 2011, this growth was maintained, which was around seven 

percent. From 2011 to 2012, exports of cork stoppers continued to grow, reaching an increase 

of 2% and 578.5 million Euros. The trend remained upwards from 2012 to 2015, increasing by 

EUR 7 million in this period. 
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Within the category of cork stoppers, natural cork stoppers are the primary product for export, 

with 394.5 million Euros (61%), followed by champagne corks and other types of stoppers, 

with 127.1 million Euros (20%) and 122.8 million Euros (19%), respectively. 

The analysis of the main export destinations of cork stoppers in 2015 reveals that France is the 

main customer of Portugal, with 152.6 million Euros (23.7% of total exports of cork stoppers), 

followed by the U.S. (140.9 million Euros, 21.9%) and Italy (79.7 million Euros, 12.4%). Spain, in 

fourth place, with 72 million Euros and 11.2% and Germany, in fifth place, with 21.5 million 

Euros and 3.3% and China, in tenth place, with 10.4 million Euros and 1.6% also stand out. 

 

In terms of building and decoration materials and even having obtained a growth rate of 7.4% 

in 2010 (compared to 2009), the analysis between 2000 and 2010 reveals a loss of export value 

of 28.1% (down 66.5 million Euros). However, since 2009 this trend has been reversed with a 

recovery in exports, from 2009 to 2010 there was an increase of 12 million Euros and from 

2010 to 2011 two million Euros. In 2012, the increase over the previous year was 55.3 million 

Euros and 31%. A slight downward trend was observed from 2012 to 2015, falling from EUR 

233.9 million to EUR 228 million.  

Analysis by product type reveals that the main type of exported products corresponds to 

Cubes, Blocks, Plates, Sheets, Strips, Tiles, Solid Cylinders, in Cork agglomerated with binders 

(4504.10.91), which with 151.2 million Euros of exports in 2015, accounted for 66.3% of 

exports in value of cork construction materials.  

Exports in value of cork construction materials concentrate, essentially, in four countries: 

Germany (22.1%), USA (15.8%), Spain (10.3%) and Russia (6.2%).  

 

C|4. SWOT Analysis 

The analysis carried out on the market can detect the strengths and weaknesses, as well as the 

opportunities and threats facing the development and competitiveness of the sector. The 

synthesis of these elements is contained in the SWOT matrix, which is shown below. 

 

Strengths 

 Properties: natural, renewable, recyclable and reusable; 

 Undeniable technical and sensory properties of cork; 

 Versatile in terms of handling and processing; 

 Eco-efficient industry: all of the raw material is used (there is no waste); 
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 Existence of large national economic groups connected to the cork industry; 

 Companies with highly developed technology investing in Innovation and R&D; 

 Advanced position on the experience curve compared to international competitors; 

 Portugal’s world leadership in production and trade of cork; 

 New manufacturing techniques with clear productivity gains; 

 Cork Exploration guarantees the sustainability of cork forest ecosystems. 

 Cultural Connotations of Cork (mainly with Portugal, one of the most representative 

symbols of Portuguese identity), the cork tree was elevated to the national symbol of 

Portugal. 

 

Weaknesses 

 Concentration of cork production and processing in a group of countries without great 

worldwide visibility or potential; 

 Inherent fragility of the production process in terms of reforestation, research, 

coordination and regulation; 

 Lack of aggressiveness/penetration in the markets on the part of medium, small and 

micro enterprises; 

 Lack of information about the material’s potential, lack of awareness on the part of 

consumers and producers; 

 Price fluctuation of the unworked raw material; 

 Sector composed mainly of SMEs without the capacity to promote their products on 

their own; 

 Lack of investment by SMEs in marketing and advertising. 

 

Opportunities 

 Conditions favourable to the development of new products beyond the conventional 

ones; 

 Demonstration of the material’s capacity for evolution - Cork as the material for the 

Future; 

 High potential for technological innovation; 

 Interest in information about the sector and its products; 
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 Growing trend of using more green, sustainable and environmentally friendly products 

in a number of sectors/products; 

 Environmental concerns; 

 Use of cork by prominent global brands in diversified quarters; 

 Reinforce Portugal’s favourable position with regard to production and processing; 

 Increase in world wine consumption and consumers willing to spend more money on 

higher quality wines in markets such as China and the U.S.; 

 Opinion leaders opposing cork begin to reconsider their positions; 

 Wine cellars that used screw caps return to cork; 

 New geographies. 

 

Threats 

 Global financial crisis; 

 Promotional campaigns by competitors against cork products (e.g. cork stopper) that 

convey a negative image compared with other materials such as metal or plastic; 

 Scarcity of the material due to the strong targeting of the cork industry; 

 Lack of diversity and availability of cork production processes beyond those used in the 

stopper, floorings and insulation industries; 

 Stagnation of the high end wine markets within Europe; 

 The price of the raw material is subject to frequent variations; 

 Threat of replacement products. 

 

C|5. Sectoral Targets 

At the sectoral level, there are three set guidelines for the growth of the sector:  

 Recovery of the market share to alternative closures (1 to 1.5 billion sealants, which 

will mean an increase of about 50 million Euros in exports); 

 Wider dissemination and promotion of building, decoration and design materials 

(growth potential in North America, Eastern Europe and China, representing over 25 

million Euros); 

 Launch of new applications in cork with greater added value than at present, with an 

additional turnover of 25 million Euros.  
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 Continue the re-population of assembled products and invest in improving the quality 

of cork; 

 Sustainable development of cork, spreading the effects to the entire value chain and 

complementary activities; 

 Generate greater added value to cork products. 

 Continue to generate awareness and recognition of cork and its products in 

international markets. 

 

To make this possible, it is necessary to continue the effort to publicize and promote cork in 

key markets worldwide. These measures have a relatively quick and lasting effect on the 

development of exports. 

 

C|6. The Consumer prefers Cork 

Cork stoppers, and the building and decoration materials are the two major segments of the 

cork industry and, for this reason, we consider that they should be the products to promote in 

international markets. Not forgetting that boosting these products with innovation and the 

search for new solutions for cork will always be an asset to attract the interest and attention in 

cork. Moreover, wine consumers can also cover the floors of their homes with cork or those 

who prefer cork as a piece of decoration or covering, generally also drink wine. In other words, 

the campaigns will be distinguished by product, but there will always be synergies that could 

be generated between them. 

 

Cork Stopper 

The cork stopper is responsible for 71.6% of national cork exports and is the key product for 

sustainability in the cork sector. 

The studies conducted in previous years show that the consumer clearly prefers cork. 

However, this preference is not yet reflected when buying. Consumers must be made aware of 

the fact that pursuing their preference becomes imperative to make the amount of cork 

become the option of producers and bottlers too. The work of this campaign will be to 

continue to win over the wine consumer and get them to act for cork. 

Some relevant data: 

 USA: 93% of wine consumers associate the cork stopper with quality wines; 
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 France: 83% of French wine consumers prefer cork; 

 Italy: 85% of consumers indicate the cork stopper as the best closure to ensure the 

quality of the wine; 

 China: 85% of consumers believe that the wines that use cork are of better quality; 

 Germany: 57% of consumers would opt for a cork stopper if their favourite wine was 

sealed with a choice of closure; 

 Spain: 92% of consumers prefer cork. 

 

On average, 83% of consumers prefer cork stoppers.  

 

Construction and decoration materials 

Cork as a construction and decoration material is not yet considered as the first option when 

thinking of coverings or floors. Cork is placed as the fifth option for flooring with 9%, according 

to a study conducted in Germany. However, this study shows that those who use it are 

satisfied and advise others to use it (user satisfaction of cork users against the overall product 

and the price makes 90% recommend cork). Cork is considered comfortable due to its 

characteristics as a thermal insulator (38%), soft (15%), easy to clean (14%) and a natural 

product (12%). When asked about some characteristics of cork, sustainability and natural 

product is one that is most selected, with 81%. Therefore, it is necessary to extend this general 

feeling that cork is a good material in this segment and make the consumer think of cork when 

deciding to change the flooring of their home or when deciding on the materials to build their 

house. Consumers and influencers are essential to increase the attractiveness of cork. 

 
 

D | Facts 
 

D|1. Cork – the facts 

The world’s cork forests today 

There are over 2.2 million hectares of cork oak forests across the world and most of them lie 

within the Mediterranean region. 34% of the worldwide area is located in Portugal and 

Portugal accounts for 50% of production.  
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There is one particular cork oak in Portugal, known as the ‘Whistler Tree’ because of the many 

singing birds nesting in it. It is thought this tree is over 200 years old. It is estimated that this 

tree produced one million corks by the end of the year 2000. 

The cork oak forests have over 160 species of birds, 24 species of reptiles and amphibians, and 

37 species of mammals. Plant diversity can reach 135 species per 1,000 m2.  

The cork forests are one of the 35 biodiversity hotspots of the world. 

From these around 340,000 tonnes of natural cork stoppers are produced every year which 

equates to the weight of approximately 44,000 elephants. 

Every nine years the cork bark is skilfully and gently peeled away from the mature trees by 

hand, and the cork ‘planks’ fashioned into efficient wine bottle stoppers, shoes and design, 

and even high tech aerospace materials. It is not necessary to cut a single tree to obtain cork. 

A single cork oak lives for 200 years on average and it can be stripped of cork 15 to 18 times. 

 

The stamp of quality 

Every cork stopper features up to 800 million breathing cells, creating a complex cellular 

structure that is impossible to duplicate. 

It is light, elastic and compressible and adapts to the shape of the bottle, allowing it to 

maintain an effective seal for more than 100 years. 

In today’s market, there is a wide range of cork closures to choose from at highly competitive 

prices. 

Winemakers prefer cork: cork holds about 70% of the market share worldwide. 

The industry created its own certification system (Systecode) and Code of Conduct 

(International Code of Cork Stopper Practices). There are presently over 300 companies 

worldwide that follow the strict manufacturing practices for cork stoppers. 

Cork Mark is the international symbol that identifies cork or cork products and it can be 

applied to guarantee this use. 

500 million euros have been invested in research and development over the last 10 years 

alone. 

 

The commercial argument for cork 

On average, 83% of consumers prefer cork. 
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The cork stopper raises the average price of the wine and is a strong selling point. The data 

from ACNielsen concerning the evolution of sales of wine closed with cork versus alternative 

closures in the USA, indicate that the wines closed with cork grew 34%. 

Another piece of data indicated is that US consumers are willing to pay USD 1.97 more for a 

wine that is closed with cork. 

12 billion cork stoppers are used every year to close wine bottles. 

Interestingly, today, cork is the only closure present on every single wine market segment. 

 

The environmental importance of cork 

Cork is a unique, natural and 100% renewable resource. 

It plays a vital role in the fight against global warming by retaining over 14 million tonnes of 

CO2 each year. 

In addition, the peer-reviewed Life Cycle Assessment conducted by Price Waterhouse Coopers 

shows that the production process of cork stoppers emits as much as 24 times less CO2 than 

aluminium closures and 10 times less than plastic closures. 

Natural cork is the only truly sustainable closure in the wine industry. 

 

D|2. Generic Information 

Forest 

http://www.apcor.pt/montado/floresta/ 

http://www.apcor.pt/montado/sobreiro/ 

http://www.apcor.pt/montado/biodiversidade/ 

Cork  

http://www.apcor.pt/cortica/o-que-e/ 

http://www.apcor.pt/cortica/processo-de-transformacao/ 

http://www.apcor.pt/cortica/factos-curiosidades/ 

Cork products 

http://www.apcor.pt/produtos/ 

http://www.apcor.pt/produtos/rolhas/ 

http://www.apcor.pt/produtos/construcao-e-decoracao/ 

http://www.apcor.pt/produtos/transporte/ 

http://www.apcor.pt/produtos/moda/ 
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http://www.apcor.pt/produtos/desporto/ 

http://www.apcor.pt/produtos/outros/ 

Environment  

http://www.apcor.pt/portfolio-posts/apcor-lanca-brochura-ambiente/ 

http://www.apcor.pt/servicos-do-ecossistema-estao-quantificados/ 

http://www.apcor.pt/desenvolvimento-de-cadeias-de-valor-sustentaveis/ 

http://www.apcor.pt/wwf-protege-montado-de-sobro/ 

http://www.fao.org/docrep/017/i3226e/i3226e.pdf 

Quality 

http://www.apcor.pt/cortica/qualidade/ 

Cork and closures 

http://www.apcor.pt/portfolio-posts/manual-rolhas-versao-actualizada/ 

http://www.apcor.pt/portfolio-posts/cork-facts-rolhas/ 

http://wineandcork.org/ 

Support for cork 

http://www.apcor.pt/media-center/apoio-a-cortica/testemunhos/ 

http://www.apcor.pt/media-center/multimedia/videoteca/ - Testimonials 

Statistics 

http://www.apcor.pt/media-center/estatisticas/ 

Videos and Photographs 

http://www.apcor.pt/media-center/multimedia/videoteca/ 

http://www.apcor.pt/media-center/multimedia/fototeca/ 

APCOR Publications 

http://www.apcor.pt/media-center/publicacoes/ 

 

 

 

E | History of communication 

 

APCOR has developed campaigns to promote cork and its products - cork stoppers and 

construction and decoration materials - since 2000, in international markets. These campaigns 

have allowed cork to achieve worldwide recognition.  Over EUR 41 million have been invested 
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in total in communication and marketing campaigns to promote cork. There follows a 

summary of the various campaigns. 

 

E|1. Cork 2000  

Objective: To combat erroneous messages that plastic stoppers were transmitting on cork; 

namely, that it was necessary to cut down trees to produce corks. 

Main message: CorkMasters. The idea that cork is the work of masters and treated by masters. 

Target country: United Kingdom 

Target audiences:  

 Trade;  

 Consumer. 

 

E|2. CIC I | 2001 - 2003 

Objective: To create awareness about the nature of cork and its different applications, 

particularly its use as an indispensable element for wine - “Perfect Fit”. 

Main message: With the basic message “Real Cork Irreplaceable” the use of cork was reported 

as "the best closure" – "Perfect Fit" – made from natural raw materials with unique technical 

qualities.  

Target countries: 

 1st level: United Kingdom | USA | Australia 

 2nd level: Chile | South Africa 

 3rd level: France | Argentina | Germany | Spain 

 

Target audience: 

 Wine industry; 

 End consumer.  

 

E|3. CIC II | 2005 - 2006 

Objectives: To generate more added value to cork products; consolidate exports; defend 

market share. 

Main message: Real Cork. Real Wine. (development of the previous claim – ‘Real Cork. 

Irreplaceable.). 
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However, the messages were adjusted to each market. In the UK's case, José Mourinho was 

the face of cork as he is a personality to which they attribute characteristics of sophistication, 

intelligence, integrity and perseverance (If it's not real cork, take a walk). In Australia, the 

communication was essentially leveraged in an environmental and ecological concern (If you 

say no to plastic bags, say yes to cork). 

 

Target countries: 

 1st level: United Kingdom | USA | Australia 

 2nd level: France | Germany 

 

Target audience: 

 Wine industry; 

 End consumer.  

 

E|4. CIC III | 2006 - 2008 

Objectives: To generate more added value to cork products; consolidate exports of cork; 

consolidate the image of cork; ensure the positioning of cork stoppers as a closure of quality; 

associate cork as a natural product. 

Main message: Real Cork. Real Wine.  

Target countries: 

 1st level: France | Germany  

 2nd level: United Kingdom | USA | Australia 

 

Target audience: 

 Wine industry; 

 End consumer.  
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E|5. InterCork – International Cork Promotion | 2010 - 2011 

Objectives: To give credibility and value to cork as a raw material of excellence, and its 

products, by creating the conditions necessary for the development and competitiveness of 

the sector; creating conditions for change of values 'tradition = lack of innovation', for values 

of quality products developed using technologically advanced processes and that integrate raw 

materials of high environmental value; and assert the position that cork is 'tradition+ 

innovation+sustainable development = the industry of the future.' 

Main message: Cork: Culture, Nature, Future. 

Target countries: 

Cork Stopper 

 USA 

 France 

 Germany 

 United Kingdom 

 Italy 

 

Construction and Decoration Materials 

 USA and Canada 

 Germany 

 Russia 

 Belgium and the Netherlands 

 Japan 

 China  

 United Arab Emirates 

 

Target audience: 

Cork Stoppers 

 Consumer;  

 Widespread distribution;  

 Wine industry;  

 Opinion leaders;  
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 Professional bodies (schools and associations of oenologists, sommeliers, wine 

producers, etc.); 

 Media (wine sector, lifestyle, tourism, gastronomy);  

 Distributors and importers from certain markets; 

 Universities/laboratories in some markets. 

 

Construction and Decoration Materials 

 Architects, engineers, designers and decorators; 

 Retailers, importers and distributors; 

 Technical institutes, universities, design centres; 

 Media; 

 End consumer. 

 

Main results 

1. Clipping 

 9519 articles published in the campaign's target markets (print, online, TV and radio): 

o 6174 online (represents 65 percent); 

o 2497 written press (26 percent); 

o 16 (print+online); 

o 624 television with over 12 hours of transmission (the theme of construction 

and decoration materials was the most discussed, with a large contribution 

from space-renewal programs); 

o 208 radio, totalling more than 6 and a half hours of transmission. 

 The theme of cork stoppers was the most covered, with 69 percent and construction 

and decoration materials appeared in 31 percent of the articles. 

 91 percent of the articles were published in media directed towards consumers.  

 Regarding the tone of the articles, 87 percent were positive and 12 percent neutral, 

and only 1 percent were negative. 

 As for the markets that generated more coverage: 

o 60 percent originated in the USA: 49 percent in the area of cork stoppers and 

11 percent for construction and decoration materials;   
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o 13 percent were published in Germany: 7 percent for cork stoppers and 6 

percent for construction and decoration materials; 

 The key messages mentioned most often were: 

o 25 percent of the articles mentioned cork as an environmentally friendly 

product;  

o cork as a raw material for a sustainable industry emerged in 19 percent of the 

pieces;  

o the inherent qualities of cork appeared in 16 percent of the news. 

 In Portugal, 99 articles about InterCork were published in national print media.  

 

2. Activities 

 779 press releases in the target markets of 10 campaigns plus 10 releases in Portugal 

about InterCork. This represents an average of more than 43 press releases per month 

(based on 18 months activity). 

 400 people/entities that were associated with cork in various markets, as spokesmen 

and/or issuing a favourable opinion about the product. 

 More than 170 opinion makers and journalists visited Portugal to experience the 

history of cork in a double forestry and industrial perspective. 

 Participation in 126 events, from fairs, seminars, workshops, among others. 

 553 ads (press, online, radio and billboards). 

 108.300 members and followers on social networks: 

o 96.178 fans on Facebook;  

o 12.122 followers on twitter. 

 More than 112.000 video views on Youtube/Vimeo and other online platforms. 

 319.324 visits to websites, totalling more than 1 million pages visited. 

 Around 13,000 signatures in favour of cork: 5,307 (USA > Cork Stoppers); 3,040 

(France) and 3,567 (UK). 

 Production of over 300 thousand information support/promotion to which also may be 

added, for example, the sending of more than 2 million electronic newsletters in China 

alone. 

 Production of 450 photos and more than 20 videos. 
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Awards won 

InterCork collected 11 international awards in various markets and applications in different 

areas such as Marketing, Communication and Publicity.  

Namely:  

 USA (cork stoppers): IAC Best Advocacy Integrated Campaign 2011 (Web Marketing 

Association);  

 France (cork stoppers): best multimedia campaign for the consumer 2010/2011 

(Top/Com - Le Congrès de la Communication);  

 United Kingdom (cork stoppers): Special Environmental Award 2011 (PRWeek);  

 Germany (construction and decoration materials): EMEA SILVER SABRE Awards 2012 - 

Social Media Hub and Publicity (Holmes Report);  

 The U.S.A. (construction and decoration materials): gold medal for Brand Development 

(Canadian Public Relations Society - ACE Awards); Award for Excellence in Marketing 

and Communication, and Achievement Award for Media Relations (International 

Association of Business Communicators - Toronto Ovation Awards); Achievement 

Award for Marketing and Communications and Media Relations Award (International 

Association of Business Communicators); and Award for Excellence in Marketing and 

Communication (International Association of Business Communicators - Canada Silver 

Leaf Awards);  

 Italy (cork stoppers): Comunicazione Corporate Award for the campaign 'Io Sto Col 

Sughero' awarded by the Associazione di Agenzie Relazioni pubbliche a Servizio 

Completo (Assorel). 

 

E|6. InterCork II – International Cork Promotion | 2013 - 2014 

Objectives: InterCork II follows on from the preceding project. It comprises less investment, 

but the same ambition. The financial investment has been reduced to a third, but the 

endeavour and ambition continued to implement a campaign with the impact of the previous 

one. We witnessed some reduction of the markets (Russia, Benelux, Japan, United Arab 

Emirates), but we invested in others (Brazil, Sweden, Denmark and Spain). The first InterCork 

left some seeds in some markets and therefore the marketing strategy was to only feeding 

these seeds, for instance with the maintenance of various sites. On the other hand, work had 

to begin in some markets never before worked, such as Brazil, Sweden and Denmark, which 
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are beginning to have some significance in exports. There was also a clear focus on China, as 

the major producer and consumer market of the future. 

Main message: Cork: Culture, Nature, Future. 

Target countries: 

Cork Stopper 

 USA 

 France 

 Germany 

 Italy 

 China 

 Spain 

 Brazil 

 Sweden 

 Denmark 

 

Construction and Decoration Materials 

 USA and Canada 

 Germany 

 

Target audience: 

Cork Stoppers 

 Consumer;  

 Widespread distribution;  

 Wine industry;  

 Opinion leaders;  

 Professional bodies (schools and associations of enologists, sommeliers, wine 

producers, etc.); 

 Media (wine sector, lifestyle, tourism, gastronomy);  

 Distributors and importers from certain markets; 

 Universities/laboratories in some markets. 
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Construction and Decoration Materials 

 Architects, engineers, designers and decorators; 

 Retailers, importers and distributors; 

 Technical institutes, universities, design centres; 

 Media; 

 End consumer. 

 

InterCork II achieved the following results: 

 more than 7,600 articles generated in 18 months, which is equivalent to more than 

427 articles per month; 

 over 269,000 fans and followers on different social networks; 

 36 social channels; 

 10 different sites with information about cork available in 9 languages; 

 84,000 copies of printed media produced in 9 languages; 

 more than 130 visits to Portugal by journalists and opinion leaders; 

 over 70 advertising inserts in various media; 

 more than 70 events for the promotion of cork, with over 85,000 visitors; 

 about 20 individuals and personalities of the wine sector publicly acknowledged their 

preference for cork and many of them were even named ambassadors, such as Carlos 

Cracco, in Italy, Carlos Cabral, in Brazil, Eva Brenner, in Germany, and Vern Yip in the 

USA, among others.  

 

Awards 

InterCork II collected 3 international awards in different areas such as Marketing, 

Communication and Publicity. Namely: 

- TOP/COM 16 GRANDS PRIX ARGENT in the "Section Stratégie de Communication -  

Catégorie Corporate or B to B” for the cork communication campaign in France (the campaign 

was selected from among 50 competition entries);  

- Prize for Best Communication Campaign in the Foreign Markets / Institutional Category, at 

the 3rd edition of the Meios & Publicidade Communication Awards; 

- honourable mention in the category “International markets” of the Design M&P awards. 

 


