
The new fashion for amphora wine saves a niche 
 
If the production of industrial terracotta is now a pale memory; handmade production is not 
going very well either. However there are those who have been able to innovate and renew, 
redeveloping production and positioning themselves as leaders in a fast-growing niche in the 
market: this is the case of Artenova owned by Leonardo Parisi, who in his Impruneta 
workshop produces terracotta jars for the conservation of wine, exporting them all over the 
world. All this, without taking part in fairs and events, without investing millions in 
promotion: "The markets open up on their own, they come knocking on our door- says Parisi - 
France is our main outlet, but we are present everywhere: we are only absent in North Africa 
and South America, but at the beginning of 2018 we will export to Argentina and from there 
we hope to expand to the whole continent…” In 2008, at the end of a ten-year decline in the 
demand for artistic-ornamental artefacts in Impruneta Terracotta, Artenova was on the verge 
of closing. It was then that he had the idea of recuperating a tradition that dates back to the 
Greco-Roman period: terracotta amphorae for the maturation, transport and sale of wine.  

Linking up to a market trend then at its beginning, which successively literally exploded: the 
diffusion of organic and biodynamic agriculture in viticulture and the increasing sensitivity of 
wine producers towards the use of natural materials. Taking advantage of the extraordinary 
physical and chemical characteristics of Impruneta clay, after a long phase of experimentation 
and with the interdisciplinary collaboration of various experts, Artenova has found a new 
position in the wine sector: in ten years the average turnover has grown each year to close to 
half a million euro and the small family-run laboratory (with three employees and two 
collaborators) has reached its maximum production capacity. Today Artenova is the only 
terracotta workshop in Italy to produce jars for wine of which they sell 40% in Italy and 60% 
abroad. And he is already looking beyond: "We are starting to serve breweries too", says 
Parisi, "particularly in Great Britain". 


