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This edition’s cover interview was an 
age-old wish of ours. For several months 
now we wanted to have A. Sampaio 
& Filhos as our main feature and the 
outcome will surely delight our readers, 
as it has delighted us, immensely.
João Mendes was the torchbearer of 
a family with a firm tradition in the 
sector, but his interview may be viewed 
as a faithful portrait of our textile 
industry, known for having, fortunately, 
many similar cases of family-owned 
businesses.
At a time when the country is focused 
on suspicious of nepotism in high-
ranking official positions, A. Sampaio 
& Filhos is the perfect example of how 
one needs not be a stranger in order to 
be competent and useful to the common 
good. 
Knowing how to read the signs is one 
of the many qualities that João Mendes 
names as the company’s reasons for 
success, and many are the good signs that 
can be read and interpreted from this 
interview.
Knowing how to wait was once our 
virtue, and we’re immeasurably satisfied 
with the validation that it was all worth 
it. The thirst of waiting is only quenched 
by abundance.

03May 2019

3

Michael Janneke
60 years old 

A German citizen, Messe Frankfurt'S Brand Management, Technical Textiles & Textile 
Processing director is a Business Management graduate and was trained in a textile 

company. He has worked in the export department of a technical textile manufacturer 
and later held the position of department manager, responsible for order processing. In 

October 1992, HE joined Messe Frankfurt as director of the Techtextil fair.

TAILORING&SEWING
By: Manuel Serrão

EDITORIAL

n

By: Manuel Serrão

Is sustainability the new trend?
Sustainability is not just a trend: it's a 
necessity. That is why sustainability will 
be one of the central themes of the upco-
ming Techtextil and Texprocess. For the 
first time, the two fairs will be showcasing 
their exhibitors’ efforts towards sustainable 
production.

…and what about Industry 4.0?
We know that everyone is talking about 
Industry 4.0. We would be tempted to go 
a step further and rather discuss Impact 
4.0. The industry is already taking the next 
steps, moving from Industry 4.0 to aspects 
such as artificial intelligence, machine lear-
ning, big data, customization, automation 
and digitalization of the entire value chain. 

What is the image of the Portuguese textile 
and fashion industry on the outside?
In terms of both manufacturing and sustai-

nability, Portugal is developing in the right 
direction. Portugal provides excellent manu-
facturing facilities and a high degree of 
creative potential, not least in the fashion 
sector. That is why we see Portugal on the 
rise. Especially when it comes to re-location 
of clothing production to Europe. 

Regardless of the sector, do you agree that 
Portugal has already become valuable as a 
brand for those who exhibit and export?
The presentations from Portugal are al-
ways amongst the highlights of Techtextil 
and Texprocess and invariably receive a 
positive response. The number of exhibi-
tors is growing and, as far as we are aware, 
the companies involved have been able to 
further strengthen their market positions 
over the last few years. If only because of 
the two joint national pavilions, Portugal 
is bound to attract special attention at the 
upcoming shows. t
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THAT IS THE QUESTION

n

AFTER 
10 YEARS 

GROWING, 
WHAT’S 

IN STORE 
FOR THE 

 INDUSTRY? t
en years of 
r e c o r d - b r e a -
king produc-
tion and sales 
– boosted by 
internationa-

lization – led to a structure 
that few thought possible for 
the textile and clothing in-
dustry (TCI) a decade ago. This 
structure, however, is about 
to face a concerning conjunc-
ture, mostly coming from the 
outside, precisely the core 
geography for the TCI. Un-
derstanding the sector’s level 
of resilience has become, for 
that reason, a pressing matter.

The predicaments are mos-
tly external: Brexit; the tra-
de war between China and 
the US – pushing the EU and 
other trade blocs to the diffi-
cult task of having to defend 
against the collateral damage; 
the demands of the green eco-
nomy (where the TCI is front 
and centre); and the stagnant 
consumption rates in some of 
Portugal’s top exporting mar-
kets (Spain, France and the 
UK) – the industry is bringing 
the heavy artillery.

Besides the businesses fi-
nancial strength, the sector 
achieved, over the course of 
ten years of investment, an 
enviable position within the 
market, along with peers from 
other countries. The TCI has 
projected itself as leader in 

innovation – namely in the al-
l-important tertiary sector –, 
design and circular economy, 
combining business, academy 
and a tight restraint in costs, 
which has turned it into a cri-
sis proof sector.

António Amorim, chief 
executive at CITEVE, is con-
fident about the TCI’s ability 
to persevere: “we have been 
through a huge crisis, whi-
ch strengthened the sector. 
The companies that weren’t 
ready fell along the way, and 
the ones who remained beca-
me bolder and more dynamic. 
Companies have learned the 
need to diversify and focus on 
added value”.

For António Amorim, on the 
horizon there’s “no drama. 
On the contrary: the textile 
industry will become increa-
singly innovative and tech-
nological and therefore more 
prepared to face competitor 
markets. I don’t foresee any 
major issues – even with the 
economic slowdown, which 
inevitably leads to a decrease 
in consumption”.

Paulo Melo, ATP’s chair-
man, states that “the excel-
lent work done by the indus-
try in the past ten years will 
continue. Adapting new te-
chnologies to consumer pat-
terns, and building upon this 
knowledge has and will conti-
nue to safeguard the busines-

ses against any adversity”. 
Although he cautions that 

“a different type of work, 
more demanding, will have 
to be carried out. With our 
acquired experience and kno-
wledge, we will overcome any 
challenges that may cross our 
path”. “More added value, 
more innovation, more te-
chnology, and less volume, 
was our strategy, and we will 
press on with it. It’s a one-way 
street leading to more sustai-
nability and ecology”.

For ATP’s chairman, there 
is one more challenge left to 
consider: “the industry 4.0 
and the digitalization”. In 
this field, it’s important for 
the entrepreneurs to have the 
government’s support: “any 
kind of support is welcome, as 
long as it doesn’t take forever: 
extended periods of time are 
nefarious for the industry”. 

José Alberto Robalo, ANIL’s 
chairman, a staunch advocate 
of industry as the cornerstone 
of development, also couldn’t 
help stressing this notion. 
“The textile industry has rea-
ched a standard that we should 
be proud of, but it must go 
through a reindustrialization, 
linked to automation and su-
pported by a vast investment. 
I am concerned because su-
pport has been scarce”. For a 
long time now, the chairman 
of the wool company has been 

At the end of a sustained period 
of expansion – which adds up 
to ten consecutive years – the 
textile and clothing industry 

moves confidently towards the 
immediate future’s challenges, 

and the majority of the decision 
makers believes the industry 
has what it takes to overcome 
the problems on the horizon.

By: António Freitas de Sousa

Illustration: Cristina Sampaio
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raising these issues: “the sub-
sidies for reindustrialization 
have been few or non-exis-
tent. I have been saying this 
for a while”. “As a highly in-
novative and exporting indus-
try, we should have far greater 
support for reindustrializa-
tion”, considers José Alberto 
Robalo, also revealing that he 
has “complained about this si-
tuation, but unfortunately it 
fell on deaf ears”.

 José points out for yet ano-
ther matter at hand: “we’re 
missing a brand. We have a 
very small market, which is 
an obstacle for the creation 
of an international brand. It’s 
hard to stand out, but there 
were plenty of places people 
said we would never reach, 
and yet we got there. I think 
we will make it”.

For those in the industry, 
the word of the day is ‘resi-
lience’ – aware that the gro-
wth in past years is the best 
insurance for the difficulties 
coming ahead in the short and 
medium-term.

Mário Jorge Machado, of Es-
tampados Adalberto, confirms 
that “with the establishment 
of the ‘online’ as a business 
model, proximity is an im-
portant factor. Product in-
novation and design are also 
necessary, which means that 
structurally the TCI, with all 
its accrued know-how, has a 

head-start to become a signi-
ficant player in the European 
market”. “Diversity, flexi-
bility and competence make 
Portugal a promising proxi-
mity supplier to other coun-
tries”.

Mário Jorge Machado re-
calls, nevertheless, that the 
industry “cannot raise its 
costs much: when politicians 
raise salaries they fail to un-
derstand the damaging con-
sequences for the exporting 
industries, on the long-term” 
– given the competition with 
countries where those costs 
are negligible.

Ana Silva, Tintex’s adminis-
trator, claims that “depending 
on the segments where com-
panies position themselves, 
things are different: in the 
medium/high range there 
might be some contraction 
– some behaviours and num-
bers lead us to believe the 
next years will be quieter in 
terms of growth”, symboli-
zing a breaking point in the 
trend of recent years.

“In the fashion ranks, those 
placing their competitiveness 
on the price will definitely 
feel the effects, because there 
are countries, namely Turkey, 
that have become very strong 
with their currency devalua-
tion. Growth will be slow, but 
continuous and relentless: we 
have an international recogni-

tion that will not simply fade 
away”, she adds.

For Artur Soutinho, from 
Moretextile, “there are struc-
tural conditions that remain 
unaltered, be it location, pro-
ximity, response capability, 
service, which are and will 
always be very important for 
the core markets – Europe, 
USA and Canada. The know-
-how is a very positive aspect 
too, transversal to several ge-
nerations and impossible to 
measure. Yet, it exists”.

This way, “we will keep 
being competitive over the 
next years”, but the CEO 
doesn’t discard the existence 
of “structural conditions that 
may make the next years har-
der, namely regarding the UK, 
Spain, France and Italy. The 
instability of these cases ma-
kes me think Europe will not 
grow at the rate of previous 
years, which will necessarily 
interfere with our business”.

A fear certainly shared 
by Black Spider: “We’re not 
expecting a contraction, al-
though our company is so-
mewhat exposed to tough 
markets”. The company sits 
on both sides of the most no-
torious border in Europe: the 
one that (doesn’t) separate 
Northern Ireland from the Re-
public of Ireland, states Marco 
Costa, the company’s finan-
cial director. t

MÁRIO JORGE MACHADO
ESTAMPADOS ADALBERTO'S 
CEO

“Diversity, 
flexibility 
and competence 
make Portugal 
a promising 
proximity supplier 
to other countries” 

PAULO MELO
ATP’S CHAIRMAN

“With our 
acquired 
experience and 
knowledge, 
we will overcome 
any challenges 
that may cross 
our path” 

MARCO COSTA
BLACK SPIDER'S CFO

“We’re not 
expecting a 
contraction, 
although our 
company is 
somewhat exposed 
to tough markets” 

ANTÓNIO AMORIM
CITEVE’S CHAIRMAN

“The textile 
industry will 
become increasingly 
innovative, 
technological and 
therefore prepared 
to face competitor 
markets” 

JOSÉ ALBERTO ROBALO
ANIL’S CHAIRMAN

“The textile 
industry must 
go through a 
reindustrialization, 
linked to automation 
and supported by a 
vast investment” 

ANA SILVA
TINTEX’S ADMINISTRATOR

“Growth will be slow, 
but continuous and 
relentless: we 
have an 
international 
recognition that 
will not simply 
fade away” 

ARTUR SOUTINHO
MORTEXTILE'S CEO

“Europe will 
not grow 
at the rate 
of previous 
years, which 
will necessarily 
interfere with 
our business” 
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WETAMARBLE ALLOWS 
86% WATER SAVINGS

The new Wetamarble dyeing process, developed 
by Washedcolors, has received the SGS certifica-
tion due to its 86% water saving process, when 
compared to the former method used by the 
company founded four years ago by José Pizarro.

“Besides being more sustainable, the We-
tamarble process grants a differentiated look, 
more laid back and sporty, to the finished 
product”, clarifies Francisca Pizarro, Washed-
colors’ trade representative, located in Cava-
lões, Famalicão.

The new process was developed from scrat-
ch by the company, which employs 80 wor-
kers and has a daily dyeing capacity of 8 mil-
lion tons. In 2018, Washedcolors reached a 4 
million euro turnover.

Francisca and José Pizarro were in Frankfurt 

visiting the myriad of home-textile clients pre-
sent at Heimtextil. “We dye JFA’s recycled yarn 
towels, Villafelpos’ organic cotton, everything 
from Cotton Colors, and we also work with 
Lasa, Mundotêxtil and so on...”, enumerates 
Washedcolors’ commercial director.

“The success of our clients is our success. 
We are not competitors, even with those who 
have their own dyeing sections”, appeases 
Francisca Pizarro, adding: “by working with 
us, the companies can make stocks of finished 
raw pieces, and dyed them according to de-
mand, thus reducing the risk of waste.”

Washedcolors stores in its facilities stocks 
of jeans for Inditex, guaranteeing the delivery 
in store of the desired amount and colour wi-
thin 10 days (12 days maximum). t

NORTENHA IN GLASS WALLS WITH 
GOTS AND GRS CERTIFICATIONS
Têxtil Nortenha is on the fast track to attain the GOTS 
(Global Organic Textile Standard) and GRS (Global 
Recycled Standard) certifications, which will enable 
the manufacturer to supply big groups such as H&M, 
while their headquarters undergoes renovations along 
the same line of sustainability, recycling and environ-
mental protection. From their initial 12 thousand m², 
the company now takes up a mere 2,000 m², concen-
trating their operations within a more efficient layout 
and taking advantage of unused sections. The impro-
vements are budgeted at 150 thousand euro.

CRIALME 80% SELF-RELIANT 
ON SOLAR ENERGY
Crialme is finalizing a photovoltaic energy unit in 
their factory in Sabrosa, Paredes, entailing a 200 
thousand euro investment that will guarantee an 
average energetic self-reliance of around 80%. 
Dedicated to tailoring men’s suits, Crialme employs 
500 workers and boasts a 15 million euro turno-
ver, whence 70% (around 450 suits/day) is bespoke 
tailoring.

LASA IN 
SEARCH FOR 
NEW MARKETS 
IN 2019

Despite uncertainty 
and the dire conse-
quences of Brexit, 
which moves towards 
protectionism, Lasa 
Group is hoping to 
reap the rewards of 
recent investments, 
aimed at penetrating 
into new markets. To 
complete the vows for 
2019, Manager Ricardo 
Silva also aspires to 
continue the path of 
innovation and sustai-
nability at Lasa Group.

KIABI'S CHILDREN 
CLOTHING MADE 
FROM ORGANIC 
COTTON 

Aware of their ecolo-
gical footprint, Kiabi is 
kicking off 2019 with 
an ecological approach: 
their new children’s clo-
thing line is made from 
organic cotton. Establi-
shed in 1978 in nor-
thern France, Kiabi has 
a growth plan set up for 
Portugal, which entails, 
by 2022, the opening of 
10 physical locations, an 
overall 13 million euro 
investment that will 
generate 400 jobs.

"When I started, our work was 
incomparably less demanding. 
Now it’s very stressful. There’s 

no room for mistakes, and if 
the clients feel that we are 

no longer trustworthy, 
they leave"

Carla Lobo
R. Lobo's Administrator  

2,5 million
euros is how much Fitecom will invest this year, especially 
in the finishing area

JF Almeida, Villafelpos, Cotton Colors, Lasa and Mundotêxtil are some of the clients benefiting from Washedcolors' new dying process
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Exhibitions & Logistics

EMPOWER YOUR BRAND

3D & CONSTRUCTION | DECORATION AND AMBIENCE | DESIGN & COMMUNICATION | EVENTS & ACTIVATIONS 
We give strength to your brand

We want to help you promote your business and create value in a national and international context.
We materialize your idea, with creativity, with dedication and with a multidisciplinary experience of over 20 years in the industry, 
through communication, exhibition and events solutions in various parts of the globe.

We follow the trends with your brand.

info@kislog.pt
www.kislog.pt

facebook.com/Kislog.create.events
www.linkedin.com/company/kislog-logistics-solutions
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THE BILL, PLEASE
A

Starters Octopus with green sauce, melon, rissoles, croquettes and codfish cakes 
Entrées Stewed pork bones with vegetables and codfish ‘Gomes de Sá’ Drinks water 

and white wine (Pormenor, Douro DOC) and two coffees

Pedra Bela
Rua Malaposta, 496

4520-505 Santa Maria da Feira 

“There is no company in the world like 
ours. We may have competitors in this 
or that area, but what sets us apart is 
the enormous diversity of products and 
technologies. We are a highly speciali-
zed, multi-product and multi-market 
company”, asserts Miguel Pacheco, 
defining Heliotextil, which began by 
producing labels for hats and is now su-
pplying the fire retardant transfers for 
Ferrari’s F1 drivers’ suits.

When, back in 1964, Alberto, accou-
ntant and Miguel’s father, started the 
company in São João da Madeira, it was 
very easy to define its mission: labels and 
passementerie. Nowadays, defining their 
activity is no longer that easy, because in 
order to survive and prosper in a world 
evolving at a staggering rate, Heliotextil 
had to buckle up and bet on a combina-
tion of electronics and textiles, enriching 
their catalogue with innovative products 
aimed at a sophisticated clientele.

“Our number one focus is to res-
pond to customers’ needs, whatever 
they might be. Our concern is to figure 
out how we will be able to help them 
overcome their difficulties”, sums up 

Miguel, who chose to eat the stewed 
bones (“To find a dish like this on a 
menu is a rarity”). 

Their market, initially confined 
to the headgear industry, eventually 
broadened to packaging ribbons, under-
wear elastic bands, embroidered labels, 
names and numbers used to customize 
football jerseys – and grew to the size of 
the world.

The company’s constant climb in 
the value chain started right next door, 
in Feira’s Medieval Journey, with the 
encapsulation of a payment making 
technology in the access wristbands. 
That technology goes by the name of 
BarceIn and has been constantly im-
proved upon: it is now used in all ma-
jor Portuguese summer festivals (Super 
Bock Super Rock, Nos Alive, Primavera 
Sound, Vodafone Paredes de Coura) and 
is on the fast track for export.

Colfit, a jacket developed in coopera-
tion with Damel and intended for use in 
refrigerating chambers (it features a hea-
ting band, controlled by a smartphone 
app, with sensors that constantly mea-
sure and regulate the temperature insi-

de the jacket), was yet another stage in 
this voyage, which received high apprai-
sal and is now ready for the market.

The effort of making smart objects 
required smart investments in new 
equipment, laboratory and an R&D 
department. Results, however, did not 
come straight away.

“In 2018 we had a turnover of five 
million euro, representing a 10% increa-
se compared to the previous year, which 
is not much regarding the full potential 
of the products we’ve been developing 
in the last three years. Everything is still 
new and these things take their time”, 
clarifies Heliotextil’s CEO. 

Miguel Pacheco knows he has no 
reasons for concern since all the signs 
show that the path he chose was the 
right one all along. The ISPO and Inova-
têxtil awards gathered  by the company 
are an example, in addition to the two 
newly developed processes, the cover-
sealings (which reduces drastically the 
waste of adhesive pockets) and the 
eprint (which replaces the traditional 
transfers for printed electronics), on 
the verge of being patented. t
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MIGUEL PACHECO
49 YEARS OLD

HELIOTEXTIL'S CEO

Graduated in Economy at Por-
to’s Faculdade de Economia da 
Universidade do Porto (FEP) in 

1993, he was a financial analyst 
at BANIF, for a year, before ans-

wering the industry’s call and 
going to work at the company 

his father founded, (started with 
nine workers and today they’re 

110) six years before he was 
born. To climb the value chain, 

introducing algorithms and 
sensors in a traditional business, 
was the successful blueprint of 
Miguel’s leadership, who still 
sees himself as a commercial 

rep (“I will always be the sales 
manager, taking his briefcase 

and visiting customers”). In the 
meantime, the family’s third 

generation has landed at Helio-
textil. Miguel’s son Miguel, 25, a 
Marketing graduate, is already 

helping out…

A
UNIQUE
COMPANY
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DR. KID OPENS CORNER 
STORES IN ITALY’S COIN

Following an invitation of the Italian upmar-
ket department store Coin, the children’s clo-
thing brand Dr. Kid opened three new stores 
earlier this February, in Bergamo, Florence and 
Piacenza. The original proposal was to own 10 
stores in department stores throughout the 
country, but the Portuguese brand wants to 
take it step-by-step and for now will only be 
present in those three cities.

“We had to be cautious. Besides, we already 
have great coverage in Italy with representa-
tives and agents in the whole country and to 
whom we have responsibilities. They liked the 
idea and thought it would boost the brand’s no-
toriety, not only in Italy, but also amongst the 
many tourists that visit Coin”, points out José 
Armindo Ferraz, Inarbel’s CEO, Dr. Kid’s mo-

ther company. Among its own brands - Inarbel 
also works on private label - Dr Kid is the most 
influential and represents almost 40% of the 
group’s total turnover.

Made by the popular Italian chain, the in-
vitation was a sign of the recognition and no-
toriety the brand benefits in Italy. “A cause of 
pride for us since many other brands have tried 
to be a part of these department stores and fall 
short”, explains José Armindo.

Present in 23 countries - "in Italy we have 
12 agents and we are all over the territory, in-
cluding Sicily and Sardinia" - the children's 
fashion brand is expected to reach more than 30 
countries over the next few years. "It is a pre-
diction, we do not have tangible plans. We are 
taking it slow”, stresses José Armindo Ferraz.t

JF ALMEIDA INVESTS 
2.1 MILLION TO INCREASE WAGES
Following the investment in 
dyeing machines that reduce 
water consumption by 50%, 
JF Almeida is now commit-
ted to increasing the sewing 
capacity and put an end to 
outsourcing costs. The overall 
investment of 2.1 million euro 
– 1.5 in machinery and 0.6 
in sewing – will secure more 
quality and efficiency while 
considerably lowering pro-
duction costs.

“We can’t raise the prices, 
so in order to raise salaries we 
must lower the production 
costs”, states Joaquim Almei-
da, president and founder of 
the home textile from Morei-

ra de Cónegos. With the new 
sewing machines up and run-
ning, the company will reach 
a production capacity of 1100 
towels per hour. Setting asi-
de the costs associated with 
outsourcing and transporta-
tion, the move also endows 
more speed and a stricter 
quality control throughout 
the production.

The new dyeing machines, 
operating since mid-2018, 
result not only in water re-
duction, but also on other sa-
vings, like in energy and pro-
ducts related to dyeing and 
water treatment.

More important, however, 

are the improvements in sus-
tainability, circular economy 
and in social and environmen-
tal responsibility. “Keep calm, 
we reduce water waste” is the 
slogan chosen by JF Almeida 
to convey the message behind 
their innovative dyeing pro-
cess, which obtains a colour 
with only 12 litres of water, 
as demonstrated with the 360 
yarn, made with textile resi-
due from its weaving.

Specialized in terry cloth, 
the JF Almeida group employs 
nearly 600 workers and is pre-
dicted to close the year with a 
60 million euro turnover, 92% 
of which from direct exports. t

YAY’S POETRY 
TAKES CIFF BY STORM
Journalists, bloggers and inter-
national buyers. At CIFF, in Co-
penhagen, everybody was in awe 
of the Portuguese children’s clo-
thing brand Yay, present for the 
first time in an international fair. 
Amongst the new arrivals, the 
collection dedicated to Fernando 
Pessoa was the most acclaimed 
and even took the title of favou-
rite by the Italian magazine Kid’s 
Wear. Yay was also photographed 
by several bloggers, such as Nor-
thModern, LittleScandinavian and CissyWears, who 
combined an audience of over 120,000 followers.

RIOPELE ACQUIRES A 10% STAKE 
IN IOTECH 
Riopele has secured 10% of IOTech, the technological 
start-up based in business incubator Famalicão Made 
IN, located in the business conglomeration provided 
by Riopele itself, one of Portugal’s textile giants, in 
Pousada de Saramagos. The tech company caught 
the attention of Riopele in a showcase presentation, 
promoted last October by Famalicão Made IN.

UNIVERSITY OF AVEIRO 
TAPS INTO TOUCHSCREEN TEXTILES
Shirts, jackets, trousers, and underwear with tou-
chscreens: at the University of Aveiro (UA), a team 
of researchers helped develop a pioneer technology 
that allows the intertwining of electronic fibres into 
textile fabrics, which enables the creation of multi-
purpose wearable electronic devices – from accessing 
your e-mail to medical diagnosis. This research was 
carried out in partnership with CICECO (UA’s Institute 
of Materials), the textile research centre CENTEXBEL 
(Belgium) and the University of Exeter (UK).

1,5million
euros is the budget of the investment plan that Somelos 
will complete this year and which includes the renovation 
of the company finishing area and machinery park 

"The basis of our 
competitiveness lies 
in the presentation 

of technically innovative 
products that better fulfil 

the function to which 
they’re intended, or that 

improve results and 
productivity in customers' 

productive processes"

Vítor Abreu
Endutex’s group CEO

Dr Kid, the most influential of Inarbel's brands, saw Coin's invitation as a recognition of the brand's importance in Italy
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he only way to evolve is to always be 
one step ahead, anticipating the custo-
mers’ needs. We know we can’t keep fo-
cusing our energy in easily replaceable 
products – warns João Mendes, 38, the 
administrator of A. Sampaio & Filhos, a 
leading knitwear company that closed 
2018 with a turnover of 23 million euro.

In this century you have already 
faced several critical moments: Chi-
na’s admission to the WTO, the 2008 
financial crisis, the IMF intervention 
in Portugal… How have you dealt 
with that?
There are things out of our control, but 
if we’re able to read the signs and antici-
pate the challenges, we can be prepared. 
In 2005, while the top brands started 
outsourcing in the East, we had already 
evolved to more technical products, 
with a higher added value, where it 
wasn’t easy to replace us.

When you put it like that, it almost 
sounds easy… 
It wasn’t easy. By the end of 2004 the 
orders gradually slowed down, and 
nobody can forget what happened next: 
with the loss of numerous jobs and 
companies. An industry like our needs 
critical mass. It was a very dramatic 
period, but altogether the Portuguese 
Textile and Clothing Industry (TCI) 
eventually turned the situation around, 
in a process where the best companies 
adapted quicker.

Was that the case with you?
Yes, because we did our homework, and 
had the necessary financial autonomy 
to sail through that storm. We were 
on the right track and never stopped 
investing. We realized beforehand what 
was coming, along with the challen-
ges we would face. And we prepared, 
manufacturing competitive products in 
our country.

What about the crisis that was ignited 
by the bankruptcy of Lehman Bro-
thers and that lingered in our country 
with the intervention of the so-called 
Troika (IMF, ECB and EU)? 
The most important thing was to control 
the credit risk. In other words, to mana-
ge very well the balance between the 
sale opportunities and the non-payment 
risk. It was a tough time, but for us it 
wasn’t particularly critical. We overcame 
both situations without any loss.

And now, are the storms over? Is 
the ocean quiet while you follow the 
right strategy? 
I hear many entrepreneurs saying: “In 
my days, we had the whole production 
sold for the entire year”. I don’t know 

"WE HAVE A LINE 
OF SUSTAINABLE

PRODUCTS SINCE 2007"

João Mendes
38 years old, born in Porto, but calls Santo Tirso his home. He’s the youngest of 

António Oliveira Sampaio’s, who in 1947 founded the company who later became 
A. Sampaio & Filhos, four grandchildren. Having completed primary school at Santa 
Teresa de Jesus School, he finished high school at Tomaz Pelayo and got his degree 
in Engineering and Industrial Management from the University of Aveiro – just like 

his older brother, Miguel, who completed the degree in the same year João was 
admitted. He’s the father of Carolina, seven, and João, five.
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what that is. I feel a growing turbu-
lence, a change taking place. He who 
believes that following an apparently 
winning strategy will set them up for 
success for the next ten years, is in for a 
big disappointment.

How do you manage this new nor-
mal, where uncertainty is the only 
certainty? 
Never stop innovating. We can’t settle 
when the atmosphere is all but com-
fortable. We’re always researching new 
fibres, finishes and equipment. The only 
way to evolve is to be one step ahead, 
anticipating the customer’s needs. We 
know we can’t keep focusing on easily 
replaceable products. That’s not the way.

What is the way then?
There’s no recipe for success. Instead, 
we have completely embraced change 
and innovation, by diversifying business 
segments and products – the fashion 
industry is at a crossroad and I see oppor-
tunities in sportswear, workwear and 
protective clothing –, and by constantly 
searching new processes and solutions 
that surprise our customers. Our goal is 
to have happy customers and a team of 
competent and motivated workers.

What are the trends? 
Fashion is becoming more polarized, 
with the medium giving way to the 
high and low ranges. We are focused on 
the mid/high and high market ranges.

How did the company survive unsca-
thed through three generations? Are 
there any written rules? 
We still have second-generation 
members in the company and in the 
administration. The most important in 
family businesses is people’s will to get 
along with each other.

Your brother Miguel once said that if 
you were only relying on the price to 
be competitive, the company would 
crash…
We would, and so would everybody else 
in the Portuguese Textile and Clothing 
Industry :-)

Is the price still a determinant factor? 
The price is always important. It’s not 
worth the work if we don’t present 
a price that our clients see as fair and 
adequate to the products’ value. To be 
competitive, we must know how to 
communicate the value of our product.

What does it take to be more 
competitive?
To provide an even better service to 
our clients, to offer solutions that they 
haven’t seen anywhere else, to present 
them new products that solve the pro-
blems they didn’t know they had.

Is innovation the key? 
Oftentimes innovation is in transfer-
ring or combining technologies. Innova-
tion is the key if you have a market and 
a way to communicate your value.

How do you do that?
We carry features of sports knitting to 

fashion, without stripping the product 
of its essence. For example, at Milipol 
we added active thermoregulation, 
which comes from sports, to a knitted 
flame retardant fabric. Usually, we 
experiment and develop synergies that 
we believe will have demand. 

Does the country’s external reputation 
disturb the companies’ competitiveness?
No doubt. The country’s image is ex-
tremely important and influences our 
activity, regardless of our capabilities. 
During the Troika intervention, many 
customers were apprehensive. Now, 
Portugal’s international projection has 
helped us boost our sales.

How does being in Portugal affects 
competitiveness?
The main problem is the struggle in 
finding specialized and experienced 
labour, capable of safeguarding a quality 
generational transition. The Portuguese 
TCI has an accumulated know-how, 
an invaluable heritage that should be 
preserved and perpetuated.

How do you assess the business 
atmosphere in the first trade fairs 
of the year? 
In hallway conversations, the weight of 
uncertainty was notorious. Many peo-
ple are unmotivated, very concerned 
and apprehensive.

How about you?
We will not grow at a 15% rate as we did 
in 2018. However, we won’t shy away, 
or live in fear :-). We’re on the right 
track and we won’t change a thing. 
We’re going to 14 fairs this year. There’s 
no crystal ball to tell us the future. If 
a hurricane swoops in, we will face it 
head-on. We have already proven our 
ability to adapt to change.

Is Brexit troubling you? 
We don’t have any important clients 
that sell exclusively in the UK. They 
are in the worldwide market, and they 
have prepared for Brexit. 

Which are your main competitors? 
They’re very diverse since we’re in com-
pletely different business segments. We 
have four product lines: the Ready to 
Wear, for fashion, the Sport Active – an 
area of continuous innovation where 
we bet on performance and comfort, 
without overlooking aesthetics – the 
Protection +, our safety and protection 
clothing, and the Pure Life, a line exclu-
sively made of sustainable products.

Is it feasible to have a separate line of 
sustainable products? 
Sustainability is present in all our fields. 
We use more and more recycled and or-
ganic raw materials. However, we insist 
on presenting a brazenly sustainable 
line that only uses renewable materials.

Is sustainability not a temporary 
fad, but rather something that it’s 
here to stay?
We feel that it is full swing right now. 
The clients that left sustainability 
behind are now counting their losses, 

whereas we were aware of this trend 
for a while. We have had a line of 
sustainable products since 2007. It’s our 
contribution for a better future.

How is your relationship with cus-
tomers? Do you come up with more 
proposals or do you receive more 
requests?
It’s more us to them. Every year, we 
present from one to two thousand new 
knitted fabrics. However, it’s not rare to 
have clients asking us for solutions.

Are there many clients requesting for 
knitted fabrics made in Portugal? 
Several brands see Portugal as an excel-
lent point of the supply chain. If they 
come here, in a small radius around 
Porto they find everything they need: 
fabrics, knitting, manufacturing and 
even footwear. The craving for Portu-
gal’s integrated solutions is evident.

Do you feel like you need to grow? 
If the question is about production 
capacity, the answer is no. We have just 
the right size. The investments we have 
carried out were not placed on expan-
ding our production capacity, but rather 
on know-how, in the laboratory – we 
outsource the product certification, but 
we test them here – and in the ability 
to make ground-breaking products. We 
purchase machinery we don’t have and 
replace the machines we do have with 
more efficient ones. We also invest 
much in our network and servers.

What have you been investing in?
In the improvement of our techno-
logical infrastructure. We renovated 
the entire optical wiring, bought lab 
equipment, installed a data centre and 
acquired strategic looms. The logic is 
invest-as-you-go, continuously, instead 
of in waves. And not just in hardware, 
but also in brainware, bringing in more 
talent and knowledge.

Where do you stand regarding digita-
lization of processes? 
At a time when more and more people 
buy their clothes without ever even 
touching them, and a new genera-
tion has gotten used to see the world 
through a screen, we’re getting ready 
to communicate our product to a new 
generation of deciders.

And industrially? 
We are pretty advanced in terms of 
process automation. The interaction 
with our machines and customers is 
becoming more digital. However, this 
is an issue that will never end. Every 
day, we take steps towards being quic-
ker and more efficient.

Are the fast fashion days numbered? 
It depends. If you’re referring to 
disposable and low-quality fashion, I 
believe so, due to consumers’ growing 
concerns about sustainability. Howe-
ver, if we’re talking about how fast 
we present our products, it will only 
become faster, with the proliferation 
of capsule collections to keep the con-
sumers interested. t

the 
questions
of

Do you see any extra chal-
lenges due to the fact that A. 
Sampaio is a family-owned 
business? 
No extra challenges, but an 
extra responsibility. We feel as 
if the decision-making impacts 
both the company and, to a 
certain extent, the family itself. 
Working as a family not only 
leads to a more united team, but 
also to a consciousness of the 
impact we have on each other.

What message would you like to 
pass on to the 4th generation? 
Two things, essentially: the 
same values that have been 
guiding the former generations 
until our days and, naturally, a 
solid company with a future.

What is the core value of the 
company? 
I like to think the company’s 
core value is reliability. If we 
evaluate the way we interact 
with our collaborators, our 
clients, our suppliers and our 
partners, there is a common 
denominator of trust. Besides, 
we strive to treat all the abo-
ve-mentioned with the same 
degree of respect.

Where do you see the company 
in five/ten years? 
For starters, I would like that 
our current partners remain 
with us, in a path of joint evo-
lution and growth. In addition, 
I would like to see our company 
achieve in new markets the 
same degree of notoriety that 
enjoys in its current ones.

Ana Júlia Furtado 
Cousin and Administrator

Miguel Mendes
Brother and Administrator



T14 May 2019

sTRADE SHOWS

schedule

6

LIPACO MAKES THE GILETS 
JAUNES SHINE BRIGHTER
Reflective vests, mandatory in every 
driver’s trunk and shot to fame by the 
French anti-Macron protestors, will now 
feature an improved reflecting ability if 
they’re made from the new glass fibres 
that Lipaco started selling in the last 
edition of Première Vision. “Until now, 
the reflective capacity was obtained 
with stamping. With our innovative 
threads, made from glass instead of the 
current fiberglass, that capacity is gran-
ted during the knitting stage”, reveals 
Jorge Pereira, Lipaco's CEO. Another ad-
vantage of Lipaco’s glass thread is that 
it can be manufactured in any colour, 
instead of just grey.

"In the last 5 years, 
the price of wool 

nearly tripled, 
which is very hard 

to echo in the 
price tag"

Paulo Augusto de Oliveira
Paulo Oliveira's Director

SI AND INOVAFIL DEVELOP 
FLAME RETARDANT THREAD
Smart Inovation (SI) and Inovafil have 
jointly developed an innovative flame 
retardant thread already under testing 
at CITEVE. “We’re achieving resistance 
to washing”, guarantees Mário Brito, 
Smart Inovation's Partner and CCO. By 
applying the functional finish to the 
raw material, SI hopes to improve its 
effectiveness, while the challenge is to 
ensure the fibre penetration in all sta-
ges of the manufacturing process, until 
the finish product.

1,5 million
euro is amount that Faria da Costa has dedi-
cated to increase the company's the installed 
capacity and to improve the efficiency of its 
industrial processes

A whole new generation of textiles will be brought 
forth, between May 14th and 17th, in Frankfurt, 
by the Portuguese companies. With two trade 
fairs occurring simultaneously – Techtextil, for 
innovative textiles, and Texprocess, for manufac-
turing equipment – the Portuguese committee 
is determined to represent the innovative spirit 
that sets the Portuguese textile industry alight.

A.Sampaio & Filhos, Artefita, Bolsibotão, Carlos 
Sousa, Carlom, Coltec, Gulbena, Heliotextil, Foot 
by Foot, Idepa, MCS, Lasembor, Lipaco, LMA, Smart 
Inovation, Têxteis Penedo and Textil António Falcão 
are the companies that make up the “From Portugal” 
delegation, also joined by Endutex, ERT, Cordex, Ino-
vafil, SGL Carbon, Penteadora, CITEVE and CeNTI.

Overall, there will be over 20 companies bearing the 
red-and-green colours, in the leading international 
trade fair for technical and functional textiles, a field 
where these companies have excelled. However, besi-
des quantity, the goal of the Portuguese committee is 

to conquer by quality and novelty. “Portuguese com-
panies are more and more invested in development 
and innovation, and that shows in the several stands, 
whose quality has been rising in each edition”, points 
out Cristina Terra da Motta, Portugal’s representa-
tive at Messe Frankfurt, responsible for both fairs.

With the organization estimating a total of 30 
thousand visitors, the Portuguese entrepreneurs 
are carrying to Frankfurt a bag packed with busi-
ness expectations. “The volume and diversity of 
visitors is projecting our internationalization onto 
wider markets” explains Hugo Resende, commer-
cial manager of Carlos Sousa Indústria, a company 
that specializes in polyester and polypropylene.

“It’s an opportunity to get to know the big interna-
tional trends, to get acquainted with the most recent 
innovations and to get in contact with the sector’s 
main companies”, adds André Castro, Chief Operating 
Officer da MCS, a company dedicated to finishings 
and textile accessories for the auto industry. t  

The constant bustle in Texser's - Têxtil de Serzedelo stand was one of the 
most representative images of the recent Portuguese participation in Jitac, 
held in Tokyo between March 26 and 28. In order to reaffirm the company's 
presence in Japan, Texser presented a hand full of novelties, like the cupro, 
viscose ecovero and 100% linen fabrics. "Our presence was a very positive. We 
have consolidated some clients, reactivated old contacts and established new 
ones," says Maria Carla Pimenta, the company's CEO. In addition to Texser, the 
companies Burel Factory, Eurobotonia, Fitecom, Lemar, Lurdes Sampaio, Otojal 
and Troficolor were also part of the "From Portugal" entourage at Jitac. t

FROM 
SERZEDELO 
TO TOKIO WITH  
NOVELTIES 
IN THE BAG

IN FRANKFURT, WITH EYES 
SET ON THE FUTURE 

PITTI UOMO 
From June 11 to 14 – Florence
+351 designed in Lisbon, Dielmar, 
Ideal & Co, Mano Studio

PITTI BIMBO 
From June 20 to 22 – Florence
B’Lovely, DR Kis, FS Baby, Knot, Meia 
Pata, Naturapura, Phi Clothing, YAY

FASHION SVP
June 25 and 26 – London
Kiddytex, Lima & Companhia, Mario & 
António, Marjomotex, Orfama, Triwool

PLAYTIME PARIS 
From June 29 to July 1 – Paris
Dot Baby, Hey Soleil, Knot, Möm(e), 
Piupiuchick, Suuky

OUTDOOR BY ISPO 
From June 29 to July 3 – Munich
A Sampaio & Filhos, Aloft, Arcopedico, 
CeNTI, CITEVE, Ditchil, Faria da Costa, 
Repeltec, Têxtil Sancar

INDX KIDSWEAR 
From June 29 to July 1 – Birmingham
B’Lovely, DR Kid, Just Lovely
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PHOTOSYNTHESIS
6

10.  AS USUAL, THE UPCOMING TALENTS 
WERE A HIGHLIGHT, WITH A SHOWCASE 
CREATED BY MORE THAN 20 STUDENTS 
OF FASHION SCHOOLS AND CANDIDATES 

TO THE PFN

9. THE FÓRUM TECIDOS, WHICH ANTICIPATES THE FASHION 
TRENDS, IS ALWAYS A MUST-SEE

6. CUBOSDEALGODÃO, LED BY JOAQUIM 
CUNHA, PUT ALL ITS EGGS ON ONE 
BASKET: EXPANDING THE CRISTINA 

BARROS BRAND

5. THE REBORN RED OAK (SALES REP ANTÓNIO SILVA, IN THE 
PHOTO) PRESENTED ITSELF AT THE AIRPORT WITH A NEW TARGET 

AUDIENCE, MORE URBAN AND SOPHISTICATED

1. AROUND SIX THOUSAND VISITORS AND OVER 400 COLLECTIONS IN EXHIBITION, IN A 4,500 M2 AREA – THE 
IMPRESSIVE NUMBERS OF MODTISSIMO, WHICH WILL RETURN ON OCTOBER 2ND AND 3RD, AT ALFÂNDEGA 

DO PORTO

On the ball. Record-breaking 
numbers of foreign buyers (rose 
20%) and exhibition area (10% 

bigger). And, most of all, no sig-
ns of slowing down in a sector 
that has been growing for ten 
consecutive years. Only good 
news at Modtissimo’s 53rd 

edition, which on February 27th 
and 28th gave the departures 
zone of Porto’s Airport a lot 

more colour, people, fashion and 
entertainment. Good news for 

the Portuguese textile industry, 
which were later confirmed by 

January’s export results.

ONLY 
GOOD NEWS
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8. THE BEST INNOVATION FROM THE PORTUGUESE TEXTILE AND CLOTHING INDUSTRY 
WAS ON DISPLAY IN THE ITECHSTYLE SPACE, ORGANIZED BY CITEVE

2. MIGUEL PACHECO (HELIOTÊXTIL), MÁRIO JORGE MACHADO 
(ADALBERTO) AND ALEXANDRA ARAÚJO (LMA). THE AIRPORT 

BECAME A MEETING POINT

7. AN IMPORTANT MAGHREBI DELEGATION, COUNTING 15 ENTREPRENEURS 
AND PRESIDED BY THE MOROCCAN AMBASSADOR AND THE AMITH’S CHAIR-

MAN, VISITED MODTISSIMO ACCOMPANIED BY PAULO MELO

11. AT LEMAR’S STAND, JOSÉ ANTÓNIO FERREIRA HAD HIS HANDS FULL

4. DANIELA ARAÚJO, TEMASA’S SALES MANAGER, 
HELPED THE SONAE GROUP’S TEXTILE COMPANY 

TO DEBUT AT MODTISSIMO

3. WITHIN THE SCOPE OF THE CON-
FERENCE AGENDA, ANA PAULA DINIS 

(ATP) PRESENTED THE MADE IN EUROPE 
PROJECT, LED BY EURATEX

12. AT THE CLOSING OF THE FAIR, THE TRADITIONAL FAMILY PORTRAIT 
GATHERED THE AIRPORT’S AND SELETIVA MODA’S STAFF
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by António Gonçalves
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Têxteis Penedo’s 
magic pillow

Pillow2Bed
Developed by Têxteis Penedo in partnership with CITEVE and CeNTI

What is it? A pillow that turns into a ready-to-use bed What is it for? It allows 
you to have an extra bed that can be taken anywhere without taking too much 

space Project status? Prototyping and final tests

It might look like an ordinary pillow, but it 
instantly unfolds into a fully equipped bed 
which includes a mattress, sheets and a beds-
pread ready to be used for a good night's  sleep. 
Ingenious, innovative and bold are some of 
the qualities that come to mind when Pillo-
w2bed is presented. A new product by Têxteis 
Penedo, that promises to leave an impression 
in the home textiles and furniture markets.

The project developed over the past 
few months, by the Guimarães company 
in association with the research centres 
CITEVE and CeNTI, comes to comple-
tion in April, announcing with it an ea-
sier way of life at home or on holidays.

"A lot of times, when people welcome 
guests, the only way to have an extra bed is 
using a mattress or a sofa bed. Now comes 
this new, more practical and more com-
pact solution", describes Lúcia Rodrigues, 
CITEVE's project manager. The system 
is relatively easy to explain: the product 
looks just like a decorative pillow - with 
varying sizes, but with a minimum width 

of 80cm - that unfolds and spreads into a 
fully equipped bed, with a similar struc-
ture to a mattress, sheets, bedspread and, 
of course, a pillow to rest your head on.

Besides saving space at home, Pillo-
w2bed also comes equipped with a shoul-
der strap so that it can be taken anywhe-
re. It shows that it is ready for domestic 
comfort as well as tourism, especially for 
the young and upcoming sectors: couch-
surfing, bed & breakfast or local housing.

Although compact, the goal is to offer 
a quality product. In the manufacturing 
of the final prototype, which is now being 
subjected to final testing, solely natural 
materials were used in order to make sure 
that the pillow-bed is mite and dirt free.

For now, only an adult sized version is 
being developed, but in the future it could 
be adapted to the children's market. "It 
can become a very interesting product 
for kindergartens", suggests Lúcia Rodri-
gues, foreseeing a promising future for 
this product that is truly an all-in-one. t

ENVICORTE INVESTS 
600 THOUSAND EURO IN PLEATS
Envicorte has invested 600 thousand euro to broaden 
the company’s offer of pleats, an operation that requi-
red the expansion, up to 1,500 m2, of their industrial 
facilities in Codessos, Paços de Ferreira. Founded by 
António Carneiro at the dawn of the century, Envicorte 
has specialised in accessories for the textile industry, 
and nowadays employs 38 people, reaching a turnover 
of nearly 1,5 million euro. 

1,5 million 
euros was the amount A. Fiúza & irmão invested in training, 
in the finishing sector and in the production reorganization

ONDA PREMIERED THE CUSTOM 
FACTORY SERVICE IN MUNICH

Onda Wetsuits (P&R Têxteis group) marked their presen-
ce at the recent ISPO 2019 with a worldwide release of 
their new Custom Factory service, which customs the 
brand’s surf wear collections – wetsuits, ponchos, board 
shorts, sweatshirts, etc – to the client’s taste. “Again and 
again, surf schools and stores would ask us if we could 
do small collections for their labels. Now, we decided 
to turn the favour into business”, explains the brand’s 
commercial representative, Paulo Towers. 

VILLAFELPOS ASPIRES TO REACH 
50% OF SALES WITH OWN LABEL
To make half of the sales volume with their own label 
is the bold target that Villafelpos has set for a course 
of five years. The home textile company from Sezim 
presented in 2018 a turnover of 13 million euro (a 10% 
growth when compared to 2017), of which 12% is made 
from the company’s label. “Guessing the future is not 
easy. The market is very uncertain, and our day-to-day 
work is always painstaking and hard. However, we have 
ambition, and we will grow with the help of our own 
labels”, explains Alberto Pimenta Machado, the 54-year-
-old CEO and founder of Villafelpos. 

"The human factor is worth 
80% of what we do. If people 
are not stable or do not feel 
comfortable, we may have 

a problem"
José Manuel Vilas Boas Ferreira

Valerius' CEO
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BREAKING THROUGH

M

The Chinese believe that everyone, animal and person, comes to the world with their 
fate predetermined – their own tao. If that is really true, then Bárbara’s meeting 
with her destined tao happened when her father, Alberto Pimenta Machado, Villa-
felpos’ founder and CEO of, invited her for dinner (“we need to talk”, he said), on 
an early summer day in 2018. It doesn’t take a lot to guess the conversation topic...

At the table of Cafeína, her father was straight to the point. Although he is in 
excellent shape (attested by the fact that he surfs, does yoga and goes for long bicycle 
rides), Alberto is now closer to his 60s and since he was a little boy he got used to ne-
ver look back - unlike most people, who spend 90% of their time thinking about the 
past and 7% about the present, leaving only 3% to prepare up for the future.

“He began by saying that he was already 56, that he had just invested a lump sum on 
several looms and needed to know how the future would be like. And he reasoned I had 
to go and work there”, recalls Bárbara, 27 years old, who was then comfortably employed 
as a lawyer at Montalvão Machado & Associados, in the team handling Millennium BCP.

She went to Law School by process of elimination. During high school, having 
attended Garcia de Orta, her first choice – Economics – was hindered due to her tough 
relationship with Mathematics, and she ultimately went to Law School to enrol in a 
general degree, which started as a second-hand solution but then became a passion.

“Back then it didn’t even cross my mind coming to Villafelpos”, she confesses. Bár-
bara had started her professional life as a teenager, working as a hôtesse in congres-
ses, events and in shopping malls.

Having graduated in Fiscal Law from Universidade Católica, Bárbara completed an 
internship at Montalvão Machado & Associados, where she remained as a lawyer.

“It was a tough decision, since I really enjoyed what I was doing”, explains Bárba-
ra, who had the whole summer of 2018 to ponder about the challenge. She went on 
holidays to Mexico with her boyfriend. Upon returning, after much thinking, she 
told her father ‘yes’. “I was completely free to choose”, she clarifies. After all, the 
Chinese might be right – she found her tao.

Villafelpos wasn’t completely foreign to her, for she had experience in handling 
the company’s legal matters. In October, she started a succession plan, expected to 
last four years, determined by a specialized consultant. “I wasn’t thrown into the 
deep end”, she explains.

She started in sampling, to learn about the products. Now she’s in the design 
department. During spring, she will move on to Planning, and then the Sales Depart-
ment. Everything was planned thoroughly so that by the autumn of 2022 she will be 
ready to take the wheel of a home textile company that is striving to achieve half of 
their turnover (13 million euro) with their own brands.

Bárbara is shadowing her father (who handles purchases) in meetings with thread 
suppliers. Last year she debuted at Heimtextil (“I’m loving it. My expectations we-
ren’t great, but the fair has taken me by surprise”, she revealed). She still works in 
Law, providing legal counsel in fiscal cases, bankruptcy or family and custody cases. 
To continue working as a lawyer with these side jobs was agreed upon with her father 
– but she knows one day she will have to forfeit that part of her life.

“It’s completely different from what I was used to do, which was sitting down 
reading and writing. Here everything is more dynamic, we have to be 100% alert. I’m 
adjusting my brain to this sort of activity. However, if there is one thing practising 
Law has taught me was to fear nothing. When people tell me ‘you have no idea what 
you’re getting into’, I give them the cold shoulder. I don’t regret my decision. I know 
I will make it”, wraps up this lawyer, who was 26 when she found her tao. t

A lawyer who was 26 
when she found the tao
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Family Lives with her mother and works with her father. She’s the eldest of four 
children Education Bachelor degree in Law from U. Lusíada and a Master degree 

in Fiscal Law from Católica University Home Flat in Leça da Palmeira Car Mini One 
Laptop Dell Smartphone iPhone 8 Hobbies Every year she enjoys a week of beach 

in the Algarve. This year she plans on going through the Sorrentine Coast, from 
Naples Golden Rule “Wanting is not enough. One must have plenty of willpower”
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X
MY COMPANY

What do they make? They manufacture scarves and beanies, and are expanding 
into more segments of sports merchandising New Deal It secured, for four seasons, 
the licence to be SL Benfica’s official scarves and beanies supplier Employees 90 

Turnover 5 million euro (forecasted for this year)

Pedro & Pedro started their path, in the early 
80s, producing clothing tags in their Vizela fac-
tory. By the turn of the century, however, a cri-
sis loomed in and for Pedro Santos, the founder, 
it became clear that in order to stay afloat he had 
to change product. He took the pragmatic attitu-
de – when life gives you lemons, make lemonade.

“It was a dozen years ago. Since the looms we had 
were able to make 100% acrylic, we started making 
scarves and changed our name to 4Teams”, recalls 
Anthony Câmara, the company’s sales director, 
which rose from anonymity last summer, when the 
word spread that they were the suppliers of half a 
million official scarves of every national team that 
participated in the football World Cup, in Russia.

4Teams still keeps its clothing tags department. 
“We make printed or embroidered tags, barcodes, 
dye-sublimation of sports equipment, etc.”, states 
Anthony, who nevertheless acknowledges that 
the mainstay of the company is sports merchandi-
sing, contributing for 90% of the overall turnover.

The delivery deadlines are one of the company’s 
strong suits. “During the World Cup we kept the 
television on to know who was qualified. As soon 
as the final whistle sounded, we started produ-
cing the scarves. We had everything set and ready. 
Five days later, they were already being distribu-
ted all over Russia”, recounts the sales director.

In the scarves and beanies business, besides 

If life gives you lemons, 
make scarves

working with clients that are licensed by FIFA 
and UEFA, 4Teams also supplies the team’s su-
pporters and has manufactured scarves and bea-
nies for FC Porto, AS Roma, Bayern Munich, 
Chelsea and Marseille – just to mention a few.

There are plenty of other deals in the making, 
however. “We’re starting a collaboration with Bo-
russia Dortmund; we’ll diversify into basketball, 
making badges for FIBA; into ice hockey, with 
a three-year contract, and we’ll be at the World 
Cup in Slovenia”, announces Anthony Câmara.

However, 4Teams’ big leap forward will be sig-
ning a contract, worth over five million euro, to su-
pply sports merchandize for the World Cup in Qatar, 
along with promotional material for Qatar Airways.

“Things are going well. The people we tal-
ked within the government liked the products 
we presented, and thought that our prices 
were very competitive”, says the sales director.

Distribution and selling the final product is the 
new business area in which 4Teams just got started, 
after winning the contract to be SL Benfica’s official 
supplier  of scarves and beanies, for four seasons.

Now, they’re thinking about tackling another de-
partment: gaming. “We have made material for Min-
dcraft and Fortnite. We’re paying close attention to 
the youtuber phenomenon. The youtubers have gai-
ned such notoriety that they even have their own 
merchandize now”, concludes Anthony Câmara. t

4Teams 
Rua da Indústria 89

4815-901 Caldas de Vizela

AXFILIA JOINS THE PLATFORM 
OF DEFENCE INDUSTRIES
Axfilia was invited to take part in idD, the defence 
industry platform, having already supplied the socks 
used by the Portuguese military assigned to the Cen-
tral African Republic. To promote the technological 
development of the Portuguese companies working 
for the Defence industry, bolstering the country’s 
exports, is one of idD’s main goals. Besides supplying 
the socks for the army – now in the Combat Proven 
phase, standard that will be awarded at the conclu-
sion of military operations currently under way – the 
company from Barcelos is developing a passe mon-
tagne for the Portuguese Army.

"We need to reuse, think 
and rethink what we can 
do to bring more added 

value to our products, in a 
market where competition 
is huge and differentiation 

factors have become 
crucial"

António Teixeira
Penteadora’s Commercial Director

FALCÃO FIBRAS DEVELOPS YARN 
MADE FROM RECYCLED MATERIALS
Faithful to their motto – a new age for fashion, 
a better future for the planet – Falcão Fibras just 
developed yarn made from recycled polyamide and 
polyester, underlining the company’s environmental 
concerns. The recycled polyester was obtained using 
transparent plastic bottles as raw material. Manufac-
tured with recycled elastane, both raw and coloured, 
the new yarn will join Amni Doul Eco – degradable 
polyamide –, a high-performance ecological product 
that also respects the environment in its entire life 
cycle, contributing to the reduction of textile waste.

2,7millions 
euros was how much Samofil, which employs 140 people 
and sells 6.7 million euros, has invested in technology 
and electrical efficiency

CM SOCKS’ ANTI-SPRAIN LINE 
IS PATENTED IN 143 COUNTRIES
The Prevent Sprain, a set of socks spe-
cialized in reducing this type of injury 
and whose techno- logy is patented in 
143 countries, were the main feature 
at CM Socks’ stand at ISPO 2019. De-
veloped in cooperation with the Porto 
School of Health (ESS-I- PP), Prevent 
Sprain are reinforced in especially 
sensitive points of the liga- ments. 
At the moment, they’re being used 
by the Portuguese National handball 
and volleyball teams, as well as by 
some of the best athletes in Portugal.
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OPINION
THE NEXT 

GENERATION’S TCI
João Guimarães 

ATP's Advisory Board Member

How will the Portuguese textile and clothing 
industry (TCI) look like one generation from 
now? What strategy must be drawn now in 
order to outlive the future’s challenges? 
Nowadays, speed is the reason of our survival, 
both in the delivery and in adapting to the 
trends. And fashion is not merely the aesthe-
tics or the label on a product. It’s the use of 
“recycled” materials, the circular economy, 
the so-called “organic” products, the electro-
nics integrated into the textiles, and so forth. 

However, what has to happen will happen. 
And it will completely shift our industry’s pa-
radigm. Sustainability will no longer be a sel-
ling image, but a basic necessity.

In just a single generation, the world po-
pulation is expected to skyrocket 30% (from 
7.3 to 9.5 billion humans). To our industry, 
this will not imply many more customers 
since this hike will take place in developing 
countries and our products don’t aim those 
markets. However, those people will need 
to eat, requiring more soil and greater water 
consumption, resources that will be scarce by 
then. That means saying goodbye to “organic” 
clothing (that spend, at least, three times more 
water than the so-called regular fabrics) and 
maybe even to natural fabrics (1 kilo of cotton 
requires, at least, five thousand litres of water). 

Currently, for example, fabrics made from 
recycled polyester from PET bottles are selling 
well. Well, enjoy, because when somebody sits 
down and punches the numbers, soon will rea-
lize that, in recycling these materials, the energy 

consumption of its collection, washing, melting 
and production is far superior than that of ma-
king new thread.

And the circular economy, with all the con-
sumption involved in collecting, sorting, and 
reprocessing, is going down the same path. 

The problem is becoming serious and will 
force us to rethink these measures that, ho-
wever well-intentioned, are not efficient.

For the textile industry, this means repla-
cing natural fibres with synthetic and artificial 
ones, so similar to the natural fibres that will 
become the pillar of high-range textiles, our 
target market in fashion and home textiles. 

The Portuguese territory isn’t well suited 
for agriculture, but provides good conditions 
for forestry, specifically pine trees and eu-
calyptuses, whose pulp is the basis of the pro-
duction of viscose and other derivative fibres. 

This industry, once extremely polluting, 
today presents almost no ecological footprint: 
spends less water than cotton crops and enables 
the use of soil otherwise unfit for agriculture.

Portugal is lacking, in the sense that it 
doesn’t produce raw material for one of its 
main areas of activity. The time has come to 
reverse this situation and to be able to face the 
future’s challenges more peacefully.

I know that the investment needed is tre-
mendous, and partnerships with other indus-
tries (paper, for example) and with the govern-
ment (owner of most of the forest) will be hard. 
However, this is an important step to keep the 
Portuguese TCI sustainable and prosperous.

It's still too early to assess the effects of the 
Inditex stagnation on the Portuguese textile 
and clothing industry, although the interna-
tional trade figures of the 2018 sales to Spain 
already give us an overview. 
The downfall of 4% compared to the previous 
period, that is, a 68-million-euro break in sa-
les to the Spanish market, may not explain 
everything that is happening with Inditex 
and the change of its provisioning policy – in 
which margins are obtained with suppliers 
that are able to compete for the price – but is 
extremely significant. 2017 had already clo-
sed with a 1% break in comparison to 2016, 
an indicative of a trend that has accentuated 
last year and that certainly will grow sharper 
in times to come.
It also seems certain that this break falls short 
of the Inditex divestment among Portuguese 
suppliers, since several new and diverse cus-
tomers are replacing it, albeit insufficiently, 

given the compensation it’s not enough to 
even the break. The obvious risk of depen-
ding excessively on a market or a client soo-
ner or later becomes fatal, especially for the 
companies that give in to this dependency 
no argument other than the price. It’s the 
small and medium-sized enterprises that 
work with subcontracting alone, with little 
added value that are suffering. That myriad 
of companies, whose shoulders withstood 
the competitiveness of the sector for years, 
are suffering more than the rest under these 
circumstances, which are hardly reversible. 
As in the past, some will be able to resist, 
adapt, find new clients on time, reinvent 
themselves and recover. In a few years, we 
will surely listen to the stories of this trans-
formation from those who persevered. From 
the rest, only silence will remain. Like when, 
in the past, big brands such as Esprit, Levi’s 
or Next undertook the same demobilization 

process, following a time of strong dependen-
cy, when the promise of everlasting business 
supported this kind of risky relations. None of 
this is new and none of this, unfortunately, 
will be an example for the future.
The Portuguese textile industry has Inditex 
to thank for the challenge it has brought, in 
a given historical moment, in order to corres-
pond to the company’s fast fashion model. It 
made us reactive, creative, innovative, quick 
and customer-focused, maturing us into one 
of the most modern and fittest industries on 
a global scale. It was excellent for both, and it 
will cease to be for the inverse reasons.
Having said this, we must redraw new stra-
tegies, taking advantage of the “know-how” 
and consolidated experience, turning mo-
mentary hardships into opportunities that 
wait to be seized, so that success can follow, 
for only its uninterrupted search is a war-
ranty of survival.

INDITEX: 
HISTORY 

REPEATS ITSELF 
Paulo Vaz

ATP General Director 
and T's Editor
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José Cardoso
Member of ATP’s Fiscal Council

CONSUMERS
OR SPECTATORS?

Speaking about trends and behaviours, often times it feels 
like we are placing too much importance on the analysis 
tools development to the detriment of the emotions of 
the people we wish to communicate with. Let us, there-
fore, withdraw the word ‘consumer’ and replace it with 
‘spectator’. 

It might seem awkward, but let’s take into consideration 
that the word consumer does not identify who is actually 
purchasing goods or services. For decades, the approach 
regarding these audiences, supposedly totally available for 
our stimuli, has been to expose them to stories associated 
to products and that, depending on the different forms and 
means through which that story is told, the product is esta-
blished in the eyes of the public. Is that really so?

In the last 100 years, we followed the evolution of this 
concept and today we are certainly dealing with specta-
tors that are more aware, informed, and almost saturated, 
I would say, by the avalanche of data. The images changed, 
but the issues still stand, infusing every sector and espe-
cially the media, with whom we certainly have plenty to 
learn from.

Assuming this comparison with the media, we turn to 
this very contemporary word: omnichannel. The physical 
spaces have adapted to new necessities, social media works, 
but how is this different from what is done in other sectors?

The possible answer leads us to the fact that we are 
emotional beings and, in this context, socialization is fun-
damental. The shared experience is still the most memora-
ble, moments that make us feel human and highlight the 
influence of groups, communities and cultures.

Commercial spaces are a part of that sharing zone, of 
those joint experiences that evolve according to the crite-
ria of each period. 

To adapt does not imply to extinguish. We find our-
selves in the midst of a new evolutionary process, and we 
must remember that many of our decisions are made out of 
empathy. Rationality is not always the norm in our actions.

For that reason, we morph from consumers and profiles 
under constant analysis to spectators of what is becoming 
the biggest spectacle in the world and, believe me, despite 
all the technological sophistication, which apparently is a 
form of evolution, we are still the centre of attention.

Ladies and Gentlemen, it will be worth to see what else 
will they say and present in order to captivate us. In the 
meantime, do not miss the next episodes. As for the grand 
finale, it is still unwritten. We have many scriptwriters and 
many options, but the show is only in the beginning. t

Ana Ribeiro
Cluster Têxtil’s Executive Director

 ADVERSITY 
BRINGS WISDOM

It will always be an ever-changing sector, somebody once said! Constant chal-
lenges have given us a level of agility where strategy and experience clearly 
make the difference. That’s the way the Portuguese Textile and Clothing In-
dustry (TCI) – full of challenges, constant changes and adapting to the natio-
nal and international contexts – is responding clearly and unequivocally to 
all solicitations.

Which challenges or paradigms await the industry next?
Are we conscious of the imminence of the innumerous changes coming, 

to which we should counter with an agile and quick response?
The Global Fashion Agenda, signed by more than 90 companies, which re-

present many renowned clothing brands (Adidas, Decathlon, Gap Inc., H&M, 
Hugo Boss, Inditex, Kering, Lacoste, Nike, Tommy Hilfiger, and others), defi-
nes very tangible goals that one should reach by 2020. This agreement repre-
sents 12,5% of the global fashion market and determines a set of measures for 
circularity.

The essence of this agreement can be summed into four points of action:
1. Implementing design strategies for circularity; 
2. Increase the collected clothing and shoe wear volume; 
3. Increase the sales volume of (re)used clothing and shoe wear;
4. Increase the clothing and shoe wear production from recycled raw 

material.
Is the Portuguese TCI ready to respond to the challenges clients will bring 

within a short period of time?
Let us analyse another paradigm: manufacture digitalization, virtualiza-

tion, robotics, industry 4.0, block chain and new business models.
What commitment shall we have in the near future? 
Advanced production technologies, augmented reality, simulation and 

virtualization of processes and products, management and data analysis, 
cyber security… These are new and bold steps to become more competitive, fle-
xible, productive and efficient in order to address issues of transparency and 
traceability, which become even more important in these new paradigms.

Moreover, there’s still the matter of skill. Which new profiles are expec-
ted for the TCI? Which new jobs will be created and what changes will occur 
in the current ones?

Will we have to be more digital? More circular and sustainable? More che-
mical engineers, physicists, mechanical engineers, electrical engineers will 
be needed? Perhaps it’s an interdisciplinary team with all of these and other 
skills and competencies that will enable us to respond to all these challenges.

Another aspect, not any less important, needs to be reinforced. I’m tal-
king about strategic partnerships, cooperative work, leading to the develo-
pment of new chains of value around the TCI, strengthening the excellence 
we’re known for. I stress, in particular, the skills centres, universities, clus-
ters, associations, public authorities, as well as other players gravitating arou-
nd this sector.

In conclusion: in times of constant change, we will be clearly stimulated 
to find answers to the challenges placed upon us – since adversity brings wis-
dom, as the famous Vietnamese proverb warns us.  t
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Isabel Machado Guimarães, 42, has always been passionate about art, yet 
her father, a textile entrepreneur, convinced her to choose Design instead. 
She graduated, worked as a designer and founded Around Design (textile, 

paper and ceramics design), but she returned to college to fulfil her passion 
and graduated in Fine Arts - Sculpture from University of Porto’s Fine Arts 

School (FBAUP), where she also attended a Masters in Painting. Married, she 
has two children: José António, 15, and Margarida, 16, who now studies at 

Soares dos Reis artistic school, with her eyes set on the textile industry.
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Restaurante Ferrugem
Rua das Pedrinhas, 32

4470-379 Portela
Vila Nova de Famalicão 

by: Manuel Serrão

MY RESTAURANTS

O

BETTER TO HAVE LOVED 
AND LOST

When visiting it for the first time, 
it strikes us as the middle of nowhe-
re. It just so happens that we always 
return, reminded of everything that 
good modern Portuguese gastro-
nomy has to offer, delighted by a 
zealous service, which is enlighte-
ning, but not dull, and thoroughly 
satisfied with the apparently risky 
choice we made.

If I left Ferrugem lost, it was lost 
in love for what I learned that I liked 
even more than I suspected.

On my debut, my risk was small to 
start with, because the friendly hands 
that took me there were vastly expe-
rienced in the excellence of Ferrugem 
and also because I had already made 
my first acquaintance with Ferrugem 
in Público’s magazine Fugas, by the 
pen-and-ink of José Augusto Moreira, 
to whom I have the great joy of cal-
ling a colleague in this newspaper.

At Ferrugem, they have a menu, 
but there is no point in wasting time 
trying to choose an option that is bet-
ter than what chef Renato suggests 
us, after we told him what we like and 
what we absolutely do not like.

I must confess that I liked every-
thing I have tasted and eaten at Fer-
rugem, but their own take on “caldo 
verde” with cornbread, a version that 
you can drink, their codfish salad that 
is a feast for the eyes and an anthem 
for the palate, and their “Cabidela” 
rice made the podium for me.

Whoever doesn’t know this Ferru-
gem will discover that it may not be 
easy to find, but it is all too easy to 
love and to return.
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It’s called STILE – Smart TextI-
LEs in Defence – and it is the 
new project of the European 
Defence Agency (EDA), whose 
intent is to produce smart and 
multi-functional clothing for 
the European armies. Along 
with CITEVE, also INEGI and 
AITEX (Spain) integrate the 
consortium, proposing to 
equip the soldier with advan-
ced materials and the so-called 
wearable electronics.

This is the seventh project 
in which CITEVE takes part, 

in the scope of EDA’s activity 
to support the efforts of its 
27 members to develop pro-
jects in matters of defence. 
Besides being a relevant part-
ner of the Defence industry, 
CITEVE also stands out as a 
supplier of textile solutions 
and technologically advanced 
clothing, since this European 
project is joined by many 
others for the Portuguese 
Army, in cooperation with 
Portuguese companies.

It’s the case of ACU (Ad-

vanced Combat Uniform) and 
SCS (Soldier Combat Systems), 
whose parts – combat uniform, 
garrison uniform, underwear, 
rain jacket, boots and cargo 
system – are already in use by 
the Portuguese military assig-
ned to Iraq. Equipment that 
had already received the PRT 
Army Tested certificate after 
three test stages, guaranteeing 
that the systems and equip-
ment meets the Portuguese 
Army’s general and specific re-
quirements. t

The soul of the largest Portuguese textile group is increasingly green 
and it has declared war on plastic packaging. The idea is both simple 
and charming, with plastic being replaced by an attractive reusable 
bag, which values the product and announces what’s inside because 
it is made with the same fabric as the product that it houses. t

MORETEXTILE 
DECLARES WAR 
ON PLASTIC

20 THOUSAND POLICEMAN 
DRESSED BY LATINO 
Latino will dress the officers of the Portuguese Poli-
ce (PSP) from head to toe for the next five years, in 
a ground-breaking agreement signed between the 
Ministry of Internal Affairs and the company spe-
cialised in work, safety and protection clothing.

Therefore, Latino is managing an e-commerce 
platform since late January, with access reserved 
to the 20 thousand PSP officers, and where they 
can purchase all the work garments needed.

“It’s a major logistical challenge”, acknowled-
ges Clementina Freitas, Latino Group’s CEO and 
founder, who already manufactured for the Fren-
ch firefighters and the Italian carabinieri – and had 
experience in personalized sales for the EMEL wor-
kers (Lisbon’s parking authority), to whom Latino 

sends a kit with all the equipment custom-made.
With a team of two people managing the 

platform full-time, Latino is also preparing to 
expand their facilities, which will include a 
semi-automatic warehouse, easing the logisti-
cs of the new operation.

In the course of this investment, assessed at 
one million euro and including an enlargement of 
the cutting section, the covered area of the Braga 
factory will nearly double: to the current 3,000 
square meters will be added an extra 2,700.

Employing 50 workers, Latino has closed 2018 
with a turnover of 3.6 million euro, which pro-
pelled by the facilities, is expected to double this 
year to 6.4 million euro. t

CITEVE IN EUROPEAN 
DEFENCE AGENCY PROJECT

MO WANTS TO DRESS 
FORTNITE PLAYERS

MO joins the most popular online game in 
the world, Fortnite, with a line of exclusive 
t-shirts. The MO t-shirts, made after the vi-
deo-game, are set to thrill the younger cro-
wd who will be dressed for the occasion in 
competition days. The t-shirts are available 
in every MO store and at mo-online.com 
for 9.99 euro, in sizes ranging from 10 to 
16-year-old.e custam 9,99 euros.

TEXTILE STRUCTURES 
ARE TECHTEXTIL’S CHALLENGE 
Techtextil, international trade fair for technical texti-
les, will be held in Frankfurt, from May 14th to 17th, 
and is once again (for the 15th time) challenging stu-
dents to submit their projects for the Textile Structures 
for New Building 2019. Identifying innovative solu-
tions and detailed construction projects that make use 
of textiles or reinforced textile materials is the focus 
of the contest, which will hand out an award of 8,000 
euro for the best projects.

SASIA INVESTS TWO MILLION 
IN NEW RECYCLING LINE
Sasia has invested two million euro in a more modern and 
complete line of recycling, predicted to boost by 20% the 
productive capacity and to improve the energy efficiency 
of the company. “We didn’t get any sort of EU funding. 
They argued it wasn’t innovation. In recycling, we innova-
te every day, both in automation and technological pro-
cesses”, objects Miguel Ribeiro da Silva, Sasia’s director, 
one of Riopele’s partners in the Tenowa project, who took 
the Innovation Product Award 2018 granted by Cotec.

FERGOTEX INVESTS IN QUALITY 
TO GROW IN THE US MARKET  
To grow in the US market while consolidating European 
clients is the goal of Fergotex, the specialist in knitwear 
and sportswear that exports nearly 100% of its produc-
tion. With an annual turnover of 4,5 million euro, the 
company is now invested in improving its quality and 
production capacity. The textile manufacturer from Fa-
malicão, which was awarded the distinction of PME Líder 
(SME Leader) on the company’s 35th anniversary, in 
2018, is modernizing the management software and ins-
talling two spreading machines and one cutting machine, 
in an overall investment of 200 thousand euro.

15 millions 
euro is Crialme’s turnover, a company which employs 550 people

"The brands have already realized 
that it is not a fashion issue: if 

they are not into sustainability, 
they are out of the future"

Albertino Oliveira
Sedacor’s Commercial and Marketing Director


