inside mateus rosé technical insights and the making of an icon with sogrape

0:10
Hello, everyone.

0:10
Welcome to this session at the WSETAPP Global Summit.

0:15
Thank you very much for joining us this afternoon.

0:18
You've joined us for this next session, which is inside Matthias Technical Insights and the Making of an Icon with Sograpp.

0:27
And I'm very pleased to say that we're joined today by two of the Sograp team in Joanna Bahia and Dr Miguel Pisania.

0:37
And in a minute, I will give you a proper introduction to those two.

0:41
Just a little bit of housekeeping.

0:43
First, if you have any questions, please do post them in the Q&A segment.

0:51
The majority of this session is going to be a question and answer session.

0:56
We've got this brilliant opportunity with the So Grab team to look behind the production secrets of matters, so please do post those questions as they occur to you and we will read those out in the second part of the session.

1:14
In terms of catching up on this session later, it will be recorded on the platform so you can catch up on it later.

1:20
If you have to leave halfway through the session today, by all means say hello in the chat box as well.

1:27
Always great to see where people are dialling in from and if you've just got any comments on the last time you tried Mateus, where you've seen it sold in your local market, etcetera, reactions to it please, Those comments in the chat box, that's always fascinating to see.

1:45
So let me just introduce myself 1st and then I will introduce Joanna and Bahia.

1:50
My name is Joseph Hallam, I am head of educator development at WSET.

1:55
We are the team that is responsible for training and supporting educators across the world, running the educator training programme as well as other programmes such as continuing educator development.

2:07
So giving ongoing support and training for our our colleagues and community around the world.

2:15
Let's just Joanna, you happen to pop on to the next slide for me.

2:21
Just give you guys a proper introduction.

2:24
So Joanna is the founder and head of Sograp Wine Academy, which is part of the Sograp Group and that's Portugal's leading family owned wine company with operations in five continents.

2:37
Joanna has a degree in Business and Administration and in her career she has been responsible for the development of business areas in robotics, IT and media in different territories around the world.

2:50
Joanna has always been involved in the world of wine due to her family history as producers in venue, birds and Duro regions.

2:58
With over 20 years of international experience in the wine history, she has LED strategic and global brand management for fine wines such as Sunderman, corporate branding and transformation of projects in complementing industries such as olive oil, glass and cork.

3:15
She is a WSET certified wine educator, very proud to say she also holds the Level 3 Award in Wines and the Level 1 Award in spirits.

3:26
When you're doing the Level 2, Joanne, it will be my question, but also holds a master's degree in marketing from Catholic, a Business School, and is frequently invited as a speaker by top global business schools.

3:39
So welcome, Joanne, and thank you for joining us.

3:42
We are also joined from Sograp by Doctor Miguel Pasagna.

3:47
He is the Chief Operating Officer for SOGRAP and he began his journey analogy at a very young age, influenced by his family roots in the Doro region.

3:58
In 1980, he moved to Bordeaux, where he earned the National Diploma in Analogy, a degree in Biochemistry and Cell Biology, and a Master's in Analogy and Ampilology.

4:09
In 2012, he completed an MBA in business administration and Management.

4:15
Since joining SOGRAP in 1988, he has played a key role in diversifying the company's wine portfolio.

4:21
He became head of Analogy in 1999 for the Mateus Range and for the wines for the from the Allentejo region.

4:29
Since 2014, he serves as a board member responsible for operations covering analogy, viticulture, quality productions, logistics and R&D.

4:39
So just a small scope of responsibility for Meghal.

4:44
So thank you both for joining us.

4:47
What we are going to do in this session is Joanna is going to kick us off with a short introduction to the Matthias brand, who's going to take us through a few slides, giving us a bit of foundational information about the history and where the brand is right now.

5:06
And then we're going to turn off the slides, which is probably a relief to everyone at this part of the day.

5:11
And we're going to just go through some questions to understand a bit more about the production of Mateus, the brand.

5:19
And as a drink.

5:22
I think this opportunity is so exciting for a community of educators.

5:27
I think we get chance to get behind the curtain a little bit of many wines around the world, but it's quite unusual with a wine with this much production, this much scope produced on this scale to really understand and delve into how exactly is this wine made.

5:46
And that's obviously what we're all about as an organisation on our courses and the conversations we're trying to encourage in the classroom.

5:54
So to actually have this very tangible case study in front of us today is usually.

6:02
So Joanna, I will pass on to you and allow you to give us a bit of an introduction behind the brands.

6:08
Thank you, Joseph, and thank you Diversity for this very kind invitation.

6:14
So and good afternoon to my fellow wine educators around the world.

6:22
And let's see how this amazing brand started.

6:24
And actually it all started with this bottle.

6:30
And it's very interesting because this concept was launched in in 194283 years ago with a very different idea.

6:42
If you look at the shape of the bottle, it's inspired in the flasks from the, the cantils from, from soldier from the First World War.

6:52
And it was a very clever idea because this shape of the bottle in terms of marketing and its shelf, it's short and it's large.

7:02
So in the shelf it goes to the front occupying 2 places.

7:07
So it was very clever in terms of marketing back on those days.

7:10
And then also the, it's this is this was a rose wine and very refreshed, light, slightly sweet and Petia.

7:22
And it was designed to the youngest generation.

7:25
But if you think we are in 1942, it was in the middle of the the Second World War and the, it, it couldn't be possible to export to Europe.

7:36
So the idea of the founder of SOGRA, which is Nanover ligage, was precisely to to design this concept to export to Brazil.

7:46
Because Brazil, as you know, you have nice beaches, you have sunset, you have an interesting lifestyle.

7:52
So this year was the kind of wine that was designed to that specific market back on those days since Europe was in the middle of a war.

8:02
And yes, this has been the the identity of the brand.

8:06
Of course, we already changed the bottles.

8:09
Now it looks like this the the glass is transparent as we want the consumer to see the beautiful colour inside.

8:17
But we still keep the shape as it's part of the identity of the brand and it still stands out in the shelves if you compare to the other regular bottles.

8:28
So this is the identity of Matios.

8:33
So the internationalisation begins precisely to Brazil, which was the core market to the concept.

8:39
Then first exports to New York too.

8:42
The brand was trade market in 1944 and there then we had a distribution deal in the UK withdrawing incense.

8:51
Just one curiosity.

8:53
I'm seeing this beautiful picture from back to those days.

8:56
And yesterday we were in the bottling line.

8:58
So now it's all about robots and everything.

9:01
So the comparison is really interesting to see how everything evolved through the years.

9:07
In the 70s was the pixels moment from a douche and Fernando's legage, which is the gentleman you can see in picture, conquered markets in US, Australia, Japan and Hong Kong.

9:21
So this was the very interesting decade from a douche.

9:29
And in fact, we can see maybe you can recognise some of these persons that are in the pictures.

9:36
And this is an example, all of them with Matthios.

9:40
And this is an example.

9:41
How do brand recognition came up worldwide from different personalities to to love it.

9:51
And out of curiosity, Elton John has sang one one song called Social Disease and it says I get 2 some materials and just 10 rules.

10:02
And my favourite 1 is this one from the astronaut Frank Borman.

10:07
He said my only regret is that when I flew around the moon I wasn't drinking material.

10:11
So this is interesting and curiosity curiosities about the brand and it's another challenge that the brand had.

10:21
It was not only selling material, but also, as you know, the rosette category back on those days were wasn't very exciting.

10:31
So the challenge was also to leverage the roses category.

10:37
And this is an example of a campaign drink pink with precisely that aim to leverage the roses category too.

10:46
So people would now it's it's not like that.

10:49
Then nowadays there's there's this trend to, to like white and roses white, but but back on those days it wasn't like that.

11:00
And between 2013 and 15, the brand was named the world most admired 1 brand for three years in a row.

11:11
And in fact, today Matthios is present in more than 125 countries.

11:18
And in fact, in every 1.5 second, a bottle of Matthios is consumed around the world.

11:25
So we are talking about 20 million bottles per year.

11:30
One curiosity too, as you know, France is one of the largest wine producers in the world, but Matteos is the most sold foreign wine brand in in France.

11:45
Regarding the portfolio, of course, we have our metals original, which is the icon, but we also have six other references in the brand.

11:54
We have a medium suite, the dry selection, which has this more pale colour, more connected to the province wines.

12:03
Then we have the can and the brand sponsors music festival.

12:08
So the can is important for the concept since you can't, you know, not allowed to take glass bottles, the sparkling rose, Dwight and some seasonal drops for limited editions.

12:21
And we have disagreements with artists too, launched this very special editions, even though we are talking about 7 references, the original is still the one that is the core of the cells.

12:35
So we are talking about 94% of the cells with the materials original.

12:44
And also and this is the more our key markets are mainly Portugal, UK, Spain, Romania, which has been a new one.

12:59
And I can see there's someone from Romania in our audience, Brazil, France and Brazil.

13:06
So these are our top key markets.

13:09
And of course, we are also in, in, in other markets and the idea is precisely to open our distribution in terms of geography and just curiosity regarding brand activation throughout the world.

13:26
So if you ever travel to Lisbon, you can actually stay at Automatios or if you go to the Lido Festival in London, you can also find materials there.

13:37
And this picture is a little bit small, but you can see people with the can because the glass wasn't allowed.

13:44
So this is an example where the can is used or if you want to go for some Samba in Rio genera for the Carnival, you can also find materials there since we are also sponsors.

13:56
So these are these are some examples of brand activations around the world.

14:01
And just to conclude before I pass to Miguel is how to drink this.

14:08
And as you know, the wine category is not in the best days today in terms of consumption.

14:15
And I think for us as one indicators, it's important also to to dis mystify ways of drinking so we can engage the younger generation.

14:28
And this is actually how I drink it with a straw.

14:34
So in if you're in a sunset by the beach, it's really nice to have small bottles with a straw and enjoy it at most.

14:44
OK, so now I'm going to pass to to Joseph and Miguel so you can pick behind the curtain and see how much is done.

14:54
Thank you very much, Joanna, when you when you shares that slide deck with me earlier this week and we were talking through it.

15:04
One of the things that that caught my eye just as a question was on that key market and I was, I was seeing how the US wasn't listed as one of those markets in your top performing ones.

15:17
And it'd be interesting to hear from you why that is.

15:21
It seems in terms of a profile of a product and our ideas of what could appeal in the states that that that could be a success.

15:29
So what what's the reason behind that?

15:33
The the states?

15:34
Yeah, it's we have this saying that when you fail fast, run fast, fix fast.

15:46
This is exactly what happened.

15:48
We failed and then we didn't fix fast enough.

15:51
So we had this in in the 80s.

15:55
We have this change of distribution distributor.

15:58
We had a distributor in in US and do the company wanted to have its own distribution company there.

16:06
The the problem was that the new distributor wasn't prepared enough to have such a a brand in in US.

16:17
And what happened is that we we were trying with this new one and then we tried to correct that distribution, distribution strategy.

16:30
And the fact is that we took too long to do that.

16:34
In the same time the company was also in an M and a process to buy other companies mainly import one and others.

16:42
So the focus was also in in other parts of the business.

16:46
So there was a gap and you know we all know that especially in U.S.

16:51
market if you take too long things don't the the brands are fastly changed.

16:59
And in fact White Zinfandel also came to the US market back in those days.

17:04
So all this made us lose our share of marketing in US.

17:10
Of course then we grew in many other countries, but in 2020 we tried to relaunch the brand again, but COVID came so well, it's a challenge for for as a friend for brand to go back to the US but we are and and now we have other brands that are having a lot of success anyways.

17:33
So our focus is there too.

17:36
Brilliant.

17:37
OK, yeah.

17:37
So just that short blip was enough to give an opportunity for that local products that white Zinfandel to come on and and occupy a similar space.

17:45
I guess to to wear Matteus would have, would have occupied good.

17:51
OK, well, I'm going to turn to you, Miguel, and it'll be great to just sort of, as I say, get behind the curtain and and understand a little bit more the production decisions that go into producing as Joanna.

18:04
That is staggering.

18:05
The statistic that a bottle of Matteus is drunk every 1.5 seconds.

18:08
That really gives a huge, a great indication of the, the huge scale that you're working at at Soigraph.

18:17
And Miguel, I think you're really well placed to answer this because of how long you've been with the company.

18:22
I'm really interested to know whether that you've aimed to change the taste profile of Mateus over the years or if sort of staying consistent to how that wine has always tasted if that's the number one aim for you in production.

18:41
Yes.

18:41
OK.

18:42
I everyone, it's a pleasure to and an honour to be with all the double double SET community.

18:51
So thank you very much for for for this opportunity to talk about about this, this brand and this brand.

19:02
It's on on my art since I have I have started working at.

19:09
So about your question, of course Dwine since I have since the the origins the the the main profile of the wine is the same.

19:29
It's a wine with 1111° of alcohol and it stay since the the beginnings.

19:41
In the beginnings, the the sugar was 20 grammes per litre.

19:48
Now it's 15.

19:49
We have moved to 17 and then passed 215.

19:53
Of course, also with the, the trend of drinking less sweet, sweet wine.

20:00
So we, we, we aim to have more balance acidity.

20:07
But so it's a it's a quite a quite small change.

20:15
20/17/15 So it's a it's a sweet wine, not very sweet, but very, very well balanced.

20:23
And since the beginning the, the wine walls also sparkle.

20:28
So with a little bit of of the CO2 and the colour also was in the beginning was a little bit perhaps a little bit more amber.

20:42
Now the colour it's more more pink and with a better appearance.

20:57
OK, how, how is that achieved Magow, in terms of being able to preserve that sort of brighter pink colour?

21:05
Has that been improvements in the production process naturally or something you've deliberately targeted?

21:11
Yes.

21:11
So the main, the main, the main parameters of wine, sugar, gas, CO2 and alcohol was more or less.

21:24
But of course the wine now is much better than it was in 1942.

21:32
We have had a lot of improvement in viticulture analogy.

21:41
So at the beginning the wine was much more oxidised with a higher level of SO2, less aromatic.

21:54
And now the wine it's, it's very crispy, intense, floral and fruity wine and much, much, much cleaner because all the viticulture and energy have improved since 1942.

22:14
So the wine now is much, much better.

22:20
And during I'm just obviously sort of clear improvements like since that 1942 day.

22:26
But just during your time at Sograp, where have you seen big steps forward in terms of technology that has allowed you either to preserve that fruit, keep it fresher, keep stability more consistent?

22:41
What have the big been the big changes in production for you?

22:44
Yes.

22:45
So there are a few, a few improvements.

22:49
The first one was the viticulture and the time of harvesting.

22:57
It's very, very important.

23:01
It's a Brazil wine.

23:03
So we need acidity, we need fruit in the in the grape.

23:09
So normally we we pick the the grapes earlier then grapes for producing red wine.

23:19
So the the time of the harvest it's very, very important.

23:24
Secondly, the control of the oxidation.

23:29
Before we, we don't use inert gas.

23:34
Now we press the grapes with more prices, no market prices.

23:43
So it's a pricing much more gentle and we we control the oxidation from the beginning with inert gas.

23:57
One big improvement also is the fermentation at control temperature.

24:04
Now we ferment between 14 and 17° at the beginning 2225 was the the the natural temperature of the of the of the the winery, so that makes sense.

24:21
We also use select EE and before was spontaneous fermentation so much, much less controlled and not, not so, so oriented to the to the profile of the Y Very fashionable now, but I imagine producing on the scale you produce at it would create far too much, yeah, unpredictable results if you were trying to replicate that on the scale you're working at.

25:00
I'm just interested in terms of harvest timing, sort of what, what exactly is that harvest timing?

25:07
When, when exactly are you picking these grapes?

25:09
And then sort of related to that in terms of harvest times and retaining that freshness and that acidity in the context of warmer growing conditions that we've seen since 1942, what, what are the changes been in viticulture to, to make sure that, that that freshness is, is still retained?

25:33
Yes, it's a challenge, but it's, I think it's more easier to deal with the, the warming, the warming climate warming change in a rose wine comparing to a white wine, comparing to our red wine.

25:57
In a rose wine, we don't need phenolic a maturation.

26:04
So in the red wines we sometimes we need to, to delight the, the, the harvest because we don't have a phenolic maturation to have enough colour and tiny, soft and so on.

26:21
In a, in a Brazil wine, what we want is to to have acidity and flavour so we can anticipate the the harvest easily.

26:36
Of course, now we keep the, the grapes perhaps 15 days before comparing to 20 years ago, but but we, we achieved, achieved to have a good, a good balance and a good acidity.

26:56
So what you're describing it, if I understand correctly, what you're saying about the challenge for red wines in comparison to this is because the, with the red wines, you've got to wait for that phenomic ripeness.

27:07
You've got to wait for the skins and the tannins to get ripe.

27:10
The risk is that you're losing freshness and sugar levels are increasing all during that time and you've got something out of balance or not without that fresh profile.

27:22
Whereas with Rose you're not going to be extracting from those skins in the same way.

27:26
Absolutely.

27:27
Is that I can OK, very interesting.

27:30
Of course, of course we are we are also we are also improving the our sourcing of the grapes in higher altitudes and and near near the the the Atlantic, Atlantic Ocean.

27:55
OK, one of so nowadays materials in the beginnings materials was produces 90% or 95% from grapes from the Doro.

28:12
Interesting.

28:12
OK, at the beginning with the, the rise of the, the pork wine sales, the, the, the grapes become not, not enough and the prices are also not compatible with the, with the Rose, our, our rose wine.

28:37
And we, we have moved our, our sourcing and where we have moved the sourcing to Byhava.

28:46
Byhava it's it's near the sea with a grape variety with bagger with a very good acidity.

28:56
So this this with this is very, very good to do to this warming warming change of the of the climate.

29:08
And we source also in Travis Montes, it's in the north, North East of Portugal at I altitude it's a plateau at 500 metres.

29:23
So we have fresher grapes now that that we have in the beginning.

29:31
OK.

29:31
And just in terms of that blend of grapes, both in terms of location and grape variety, is that something that stays quite consistent year to year or is that changing sort of each harvest reach sort of production cycle?

29:49
Of course, in, in the beginning, the grapes were the was the grapes of the door mainly Tinter or ish.

29:57
And our, our, the name of our, of our, of our great right is very, very difficult to, to, to, to spell.

30:08
But it's tinter or is and who fit.

30:12
And we have moved Wahab and it's Baga and Tinteroris also.

30:18
And in the tribute montes it's Tinteroris and Toria Franca and also who fit.

30:22
So the grape varieties are more or less the same.

30:27
But to have consistency, we, we, we make blends all over the year with the the same percentage of each region.

30:42
So all the blends we made, it's made with more or less 6060% of Bajava and the Baiders it's it's, it's near and 40% with the the treasure munch grapes.

30:58
There are also sorry, go on, Miguel.

31:03
OK.

31:04
There are also a very important thing I think to the consistency of the of the quality.

31:11
It's it's very, very important.

31:14
It's for the for the for the size of the year of the mature rose.

31:24
We produce more or less 70% of the of the of the of of the wine is produces in the is fermented in the attitude harvest time.

31:40
But 30% we stopped the fermentation and we ferment all over the year.

31:49
So we have always a fresh, a fresh, a fresh wine with, with a lot of of flavours and acidity and and, and so on.

32:04
So, so that's storing the juice.

32:09
I assume it's refrigerated, it's kept chilled during that time.

32:13
And then you ferment when you are ready to go, yeah to that batch or sort of the production, we stop them and you heat it up and, and start the fermentation.

32:25
Yes.

32:25
So for instance, now we are in September and we are bottling wine fermented perhaps two months ago comparing to nine months ago.

32:41
So we have fresh, a lot of of freshness in the, in the wine and it's, I think it's, it's one of the, the biggest innovation we have made in the in the Matus technology.

32:58
I know this is something similar that they do in in Asti for the production of the Moscato There can can you just give a little bit of an explanation why chilling the must before it's fermented?

33:13
Why does that lead to a fresher wine throughout the year?

33:17
Why, why can't you just make the wine and then refrigerate and it stay as fresh as it would?

33:22
Yes, there are the there are the precision we we start, we we stop the fermentation not not with not with the the cold.

33:37
We stop the fermentation with SO2 OK and we remove later all the SO two of the one I say OK And normally the fermentation flavours, the secondary flavours produced in the fermentation of a mast, they are very sensible and they lose the wine lose these flavours very, very quickly with oxygen temperature and and and the time.

34:17
So if we ferment later the fermentation flavours and these fermentation flavours are very important for the for the profile of matte use are are producers late.

34:34
So when we bottled wine, we have fresh, fresh, fresh flavours and, and much more intended.

34:44
So it's those, those fermentation I, I assume it's sort of esters that are being produced during that fermentation.

34:50
They're particularly volatile.

34:51
So if you make the wine, then it's just a ticking, A ticking sort of time bomb of, oh, we're going to lose these esters.

34:59
Whereas they're more fixed in the juice with the SO2.

35:02
These flavour are mainly is or amule acetate.

35:07
It's the, the banana flavour.

35:09
Yeah, yeah, Fenule, ethanol, the Rose flavour, Fenuel acetab also flavour and and some esters, some esters from acids we are that are they have a lot of they have flavours of white, white flowers and and white fruits.

35:40
That makes sense.

35:40
OK, I'm just going back one step to the different grape varieties you use.

35:46
Could you just pinpoint some of the characteristics you're looking for Baga or Tintorois to contribute to Matteas?

35:57
What what are the characteristics you're hoping they'll give the wine?

36:01
OK.

36:02
Baga is, is the the backbone of Matteus is the acidity.

36:08
The, you know, in white and rosy wines, the, the, the more, the more important to the, the structure of of the wine is the the acidity.

36:24
So Bagger gives gives that and we have after we have Tinta orange is Tinta orange is is entrepreneurial in in Spain.

36:35
It's the same grape variety and this grape variety give flavours of rape rape fruits, strawberry, strawberry and and.

36:59
I'm guessing things like Raspberry and Raspberry, yes, of course your steaks as well and the Torriga Franca and Fiat are more floral, more floral.

37:10
Yeah.

37:11
So it's so so it's a mix and that makes sense with this with this flavours from the from the fruit, from the the grapes.

37:20
Then we have also the fermentation flavours that I have, I have talked before the the esters and the and and so on.

37:30
So we have a, a blend of, of intensity in the aromatic of, of mature solution.

37:39
OK, it's amazing the versatility of Baga as a grape variety, the different styles of wines and types of what I've had really sort of age worthy fortified wines made from Baga, some amazing sparkling wines.

37:58
And then obviously for sort of early drinking rose, it's providing you really, really important.

38:03
You just described it as that backbone in the blend.

38:06
Incredibly versatile grape for yes, of course, it's a very it's a very difficult grape because the bagger and the skin very, very sensible.

38:17
So it's very good to produce red wines, but it's it's difficult because we need to have this bag in very good terawares and and it's not easy to to produce good red wines every year.

38:39
But like for me, it's fantastic for rosy wines, fantastic because we we pick the grape earlier.

38:50
We don't have authorities so because the skin is is very, very sensible so we can avoid this, this, these problems and effectively it's a fantastic grape for rosy wipes.

39:15
Mika, how your relationship with grape sourcing how, how much of these grapes are coming from Sograt vineyards?

39:23
How much are you buying in what, what's your relationship with the growers that you're sourcing from?

39:27
How does that work?

39:29
OK.

39:31
In Portugal we have 11000 hectares of vineyards, but this this vineyards are mainly to produce our pork wines, our red wines and and our top, top red and top white wines.

39:58
For Mateus.

40:00
We we don't produce grapes, but we buy grapes to growers and we have for Mateus.

40:13
200 205,000 producers and we venify more or less 70% of materials is producers buy grapes we buy to to those producers.

40:38
Then the other 30% we buy some rose wines to to the producers.

40:48
But we it's it's very, very important and materials is very, very, very important for the agricultural economy of the regions.

41:03
We are, we are mainly by Harvard and extras are much, yeah, we buy a lot, a lot of grapes there.

41:15
Can you tell me, Miguel, then just in terms of processing that through bringing it into the winery sort of what just what the key kind of key steps and the key decisions are from that point of fruit reception into the winery pressing and starting and managing that fermentation.

41:33
What are the key stages and decisions you're making?

41:38
So the first I have told told is the the harvest time.

41:43
Then in the in the press, we have also a very accurate separation of the different fraction of of of pressure and we achieve that with by tasting but but also by conductive emitory.

42:09
We, we measure the conductive emmetry of the mast and there are a shift.

42:20
And when there are a big increase of the conductive emmetry, we separate this this fraction to press wines to second, second quality wines.

42:37
So, and this is based on the increase of the potation in the in in the must where when we press more and more, the potation potassium is is more extracted.

42:57
So we we achieve to separate the the the prices with a lot of accuracy.

43:09
Then of course, the degree of glorification of the must, we clarify the must by static, static decantation.

43:21
And we measure the turbidometry, the the OK.

43:27
And normally we clean, we clean the, the, the must to, to have more, more or less to enter NTU.

43:38
NTU is the the measure of cleanliness of, of liquid.

43:48
Yeah, well, it's very important to don't clean too much because if we do that, we don't have mouthfeel and if we don't clean enough, we have strange flavours and, and, and so it's, it's we, we control this very, very, that's very precise.

44:14
Yes, precise.

44:16
Of course then we ferment with different yeasts strains to have more complexity.

44:24
Normally we use 3, three or four different yeast strains, each one with different profiles.

44:36
So to have different ingredients and to have more complexity on the fermentation flavours.

44:47
Of course, then after the, the control of the oxygen, the control of the bottling, it's also very, very important.

44:57
So can you tell us in terms of retaining then both that, that petillons and a little bit of sugar, how are you controlling that, that final part of the fermentation and, and bottling?

45:08
So the CO2, the materials have 2.8 grammes per litre of CO2.

45:20
It's it's below 11 bar.

45:23
So it's a, it's a steel wine.

45:26
It's it's not sparking and it's not high rated wine, I think or freeze, freeze and petian.

45:42
So it's a steel wine because it's below 1 bar more or less 1.5 verms per litre of the CO2 that came from the fermentation.

45:55
Then we adjust to 2.8 with CO2.

46:02
So we before bottling we we add CO2 to the wire.

46:08
OK, so this is bubbling in through a pipe, Yes to achieve the the degree of sugar we we make blend of a dry rose with rose with 60 grammes per litre that that we have stopped the the fermentation.

46:37
So more or less 2/3 of the steel wine and 1/3 of the wine with 60 grammes per litre give us more or less 15 grammes per litre.

46:51
So it's a blend with a totally fermented wine, with a sweet wine.

46:59
Why?

46:59
Why do you do it that way?

47:01
Producing a dry wine and then blending in that sweet element rather than stopping it all at that 15 gramme per litre?

47:09
Is that about stability or?

47:10
Yes, it's very difficult to stop the fermentation at a appreciate level and then and and and then to keep, keep a wine until the bottling with 15 grammes per litre.

47:25
We need a lot of SO2 and verification.

47:30
So it's a, a technological problem.

47:34
Yeah.

47:34
It's much easier to have a, a small portion of a of a sweet wine and then the the big, the big portion is a completely dry dry, if that makes sense.

47:48
I I was going to ask as well, just in terms of them ensuring that bottle stability once it goes into bottle, how is that ensured?

47:58
Is that sort of filtering out?

48:01
Is that sort of sterile filtration?

48:02
How how do you achieve that?

48:04
Yes, of course.

48:06
Do I prior, prior to to bottling we, we made a cross flow filtration.

48:14
OK.

48:14
Yeah, before was a kisial group filtration, but we don't use this anymore.

48:24
It's much better across flow filtration in terms of sustainability and much better.

48:32
And just before bottling, we philtre the wine through a membrane of not 45 migrants of of the porosity 2 to F0 E in the bottle.

48:51
Yeah, OK, that makes sense.

48:52
It's easier to to control the the and I assume that's what area where that that bottle stability is like far better, far more consistent these days than it was stereo, stereo 34 years ago.

49:08
Yeah, great.

49:11
I'm I'm going to ask a few more questions.

49:13
And Joanna, I think some of these probably come into your realm a little bit more on on the branding size.

49:20
So I'll ask these openly.

49:21
Just a reminder as well to anyone in the audience, please do pop any questions in the the Q&A area.

49:28
I can't see any in there at the moment.

49:31
So please do add them as we go along.

49:35
John, you gave a really nice bit of reasoning or one of the benefits of the bottle shape in terms of taking up more space in retail, which is such a simplistic thing, but I can imagine hugely effective.

49:52
Has there any been ever been a consideration to change the bottle shape?

49:56
Like does it present any challenges, especially with sustainability and shipping?

50:02
What do you see?

50:04
Yeah, actually the bottle shape is the identity of the brand.

50:08
So we have it's it's, it's one of the the key elements of the of the identity.

50:14
So we don't want to change it.

50:18
The the point is as you mentioned sustainability and we have a very large project regarding sustainability.

50:30
So it's not only the market's demand, it's ourselves that want to to be more and more sustainable.

50:36
And we are running our projects to have a lighter bottle in Matios.

50:42
OK, but that's not easy precisely because of the, the, the, the gas and how to, to make sure that it's not dangerous to to the consumer.

50:55
So this project is running, We are doing our best with the technology that we can.

51:00
We have to make sure that we can lighter the, the, the, the, the, the weight, but keeping the shape, of course.

51:08
Yeah, yeah.

51:09
Want to avoid the sort of the old days of exploding bottles in the summer.

51:17
And then just in terms of you showed us and maybe not everyone was aware in the audience of of the range of different matters products these days.

51:27
I just wondering if you could sort of pick out any any key trends or changes in those sales.

51:34
Obviously you showed that pie chart where the original brand is still the dominant product.

51:43
Are you seeing any sort of shifts or particular products that are particularly interesting in in key markets or what have you seen exactly?

51:52
We are what we are seeing and we are betting also on that is the small formats.

51:57
And many people come to us even in our wine education session saying I, I drink, I like to drink wine for dinner, but my wife or my husband don't.

52:09
So I usually how, how do I do with, with this?

52:12
Sometimes I don't open a bottle because it's going to be there for, for many times.

52:16
So the small formats is something and I, I really, I have here an example of it.

52:23
It's something that it's really a way, but we are betting to not only to to this consumption moments when on one of of the the consumer is drinking, but also it's a way for us to try to to drive new consumption occasions even with younger generations.

52:49
So actually now we have 4 drivers to engage new consumers and one of them is precisely the format and and to work the consumption moments.

53:02
Like I was telling you to be on the beach with a straw and having this fresh wine instead of a beer for instance.

53:11
This could be one of the the examples.

53:15
The others is also to meet the younger generation with communication that's trying to to speak their own language.

53:22
So we, we bet a lot in digital channels.

53:26
We have this channel that's that this part of the brand communication is betting on digital channels also as as you mentioned the whole portfolio, we try to attract diverse rose wine lovers.

53:41
So as you could see, we have the original, but then we have one more sweet to people that prefer sweeter wine or the dry, which I guess you already taste with this with a different profile or the sparkling.

53:56
So the idea is also to, to have here attractive versus rose lovers.

54:03
And the fourth one is to expand the the physical availability of the the brand in different geographies.

54:14
So there are several countries that are discovering materials and we are spreading also our presence in in those countries.

54:23
Can you give us a a couple of examples, Joe?

54:26
I know of those, those markets which are sort of new and quite exciting markets.

54:29
Yeah, one of yeah, of course, one of them is Romania.

54:32
And it has been really interesting how the engagement with the brands that this country has have recently with very different formats, which is interesting.

54:46
Another example is India where the brand is also present there.

54:52
And it's interesting because the profile of the of the consumer dairy are ladies that like to drink their wine when they gather together.

55:00
And so it's also an interesting market.

55:03
So yeah, it's, and people are also discovering this, like I told before, the different ways of consumption.

55:11
You don't have to have a, a decanter and, and, and put a very nice glass.

55:16
In this case, it's more relaxed.

55:19
Of course, we also have the the other ones in our portfolio, but it's different ones from different moments of yeah, it it sounds like that format and tapping into that moment and that sort of ritual is, is sort of the key, the key part to your furniture.

55:33
Yeah.

55:33
And then the even the pairing, it goes very well with sushi or or different two ways or Asian food, so or pizza or so for the daily meals.

55:46
It's a nice way to to have wine.

55:49
Yeah.

55:50
We've got a question coming just from one of the one of the staff, Vicky in in our product team.

55:57
And she just wanted to ask you, So what parts of the job do you find most enjoyable, especially, I guess, especially around Mattheus?

56:08
Joanna, do you want to go first?

56:09
What do you enjoy most about working with this brand?

56:12
Oh yeah.

56:13
It's actually, it's really interesting because we have a very wide range of wines in our portfolio, not only from our production, but also brands we represent.

56:25
And I, I actually, I'm invited to different business schools around the world and everyone wants to know more about, about matter case.

56:35
So I usually present it as as a case because it's all this innovation 80 years ago was was really interesting.

56:47
It was a very bold movement to to have a rosy wine and people here in Portuguese to say that's the one for ladies and to to have it with that shape that even the profile of the wine and how the success we had with the with this kind of brand.

57:08
So this is an interesting case to because as you know, some, some wines are made with and forgive me, but with inspiration of the wine makers just because it's like works of art and they I love some of those wines too.

57:25
But in this case, it's an example of a wine that was conceived for a specific market with a specific profile.

57:34
We have another one in our portfolio that was made to U.S.

57:37
market, which is called Silicon Spice.

57:39
And the idea is precisely the same too.

57:42
It was a red plan made for barbecues in US and it's blasted.

57:47
It's a success actually.

57:49
And now it's in many other countries too.

57:51
So I can sometimes I challenge this is this could be our new materials.

57:57
But yes, it's, it's this example as a case.

58:02
It's really interesting to study it.

58:03
So it's as in one education area, it's something that I'm really proud to present this case.

58:11
I completely agree.

58:12
I think for for me as sort of a wine student, as a wine educator, really understanding, right, how does how does brand and production come together for a brand like this and going right, these are the aims of where we want to take it.

58:28
This is the sort of moment we want to meet.

58:29
And then how do you produce a wine that's going to fit those expectations?

58:35
There's a really sort of interesting case dive into it yeah even when we fail that's part of life.

58:42
Yeah completely.

58:43
And that's the interesting thing of it is to to learn with the with their failures and move on and and nowadays materials the rosy wines are more in fashion.

58:55
So the brand is here again exploring many countries.

59:01
Fantastic Miguel, the same question to you, the particular aspects of the job you find most enjoyable with sober.

59:08
For me it was a pleasure to to make the brand extension.

59:13
Of course, when I arrive in Sagra we have only the original and the white.

59:21
Also.

59:21
Only with my team, I have developed the, the, the medium treat, the dry, the, the, the sparking one.

59:33
And we are also working in, in other projects.

59:41
But what, what for me it's, it's most important is the quality recognition of the consumers because it's a brand born in 1942 and it's, I think it's a very rare case of.

1:00:01
The longevity of a of a wine brand and perhaps before mainly in mainly in Portugal, this wine was, was not appreciated because our, our society save this is a wine for, for women's.

1:00:27
It's not a wine, it's my, it's a cocktail or it's my and, and now Portugal, it's one of our main main markets.

1:00:39
And in the, in the press, the quality of materials is recognised and all the, the, the wine writers talk about, about the quality of materials.

1:00:54
And so I'm very, very proud of the improvement of the quality materials I've have made and the, and it's very, very important the recognition of the consumers because Matthews perhaps 10 years ago was declining.

1:01:18
But we have, we have exchanged the, the, the curve and now we are, we are growing year after year materials is growing the site.

1:01:36
So it's very it's very gratefully for us.

1:01:43
It must be, yeah, an exciting moment to a challenge to sort of have such a historic brand, but to be bringing new things to it and new interpretations of that brand and different products.

1:01:52
Yeah.

1:01:53
And Joseph as and then copying Kasberg claim it's with probably it's probably the most sold wine ever until now.

1:02:03
If you accumulate all these years, we probably can say that.

1:02:07
So as a case, it's really interesting.

1:02:09
That's matter completely.

1:02:12
Well, I think that is a good moment to wrap things up.

1:02:15
So it only leads me to sort of remind, remind the audience that if you came halfway through, you can catch up on the start of this session.

1:02:24
Once this is finished, go back, just look at past sessions in the agenda page and you will find a recording of this session.

1:02:32
And then, Miguel.

1:02:33
Joanna, thank you so much, Obrigado.

1:02:36
It's been fascinating to go through this in the last hour.

1:02:40
So thank you for your time and answering all those questions so openly and in so much detail.

1:02:45
So it's really appreciated from Thank you, Joseph.

1:02:49
Thank you, Joseph.

1:02:50
Thank you everyone.
