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Description of the winery

120k 25 ha

Bottles /year Own vineyards

Their story in one sentence

A family winery in the folklore heartland of PodluZi, South Moravia, where a son took
over his late father's cellar and, in his very first vintage, won more awards than the
winery had ever seen, carrying "Moravian wines from Cech" onto podiums across four
continents.

Location and origins

Vinarstvi Cech is based in Tvrdonice, in the Slovacko subregion at the southernmost tip
of South Moravia. A village famous for its folklore, traditional costumes, and the annual
"Podluzi in Song and Dance" festival. The winery traces its origins to 1996, when founder
Jan Cech began producing wine under the earlier company name CEBAV. In 2010 the
family business took its current name. When Jan died in 2011, his son Petr Cech took over
and in his first vintage won the most awards in the winery's history. The estate farms
roughly 25 hectares of its own vineyards in the Tvrdonice and Tynec cadastral areas.

Distinctive position

All vineyards are cultivated under a certified organic (BIO) regime, with wines produced
in organic quality since the 2017 vintage; the wines are also vegan-friendly. The winery’s
identity centres on vineyard management as the foundation of wine quality using
flowering, species-rich herb mixes between the rows to attract beneficial insects that
naturally regulate pests. Whites are made by controlled fermentation, reds in vinifiers,
and part of the range is aged in barrique barrels. The portfolio spans Sauvignon, Veltliner,
Riesling, Chardonnay and Pinot Noir among whites, and Cabernet Sauvignon, Cabernet
Moravia, Zweigeltrebe and Dornfelder among reds.

Markets and recognition

Producing around 90,000 bottles a year, Cech has built a strong record at international
competitions - the IWSC and Decanter World Wine Awards in London, Vinalies
International in Paris, AWC Vienna, Mundus Vini, and the International Wine Competitions
in San Francisco and the Finger Lakes, plus a Grand Gold at Michelangelo in South Africa
and platinum in the USA. Wines are distributed through a wide network of wine shops
across the Czech Republic, into gastronomy, and to private customers. The motto is
simple: "Moravian wines from Cech.”
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Examples of promotional practices

Cech combines online and offline storytelling, but its approach is rooted firmly in
traditional, in-person channels with four recurring themes: family, place, ecology, and
awards.

Used Family identity as the emotional core

The winery is still a family business, and it continues the work of its founder, Jan Cech.
The story of a son honouring his late father and succeeding in his first vintage is a
powerful, authentic narrative communicated through both words and visuals.

Used International awards as external validation

By communicating its success in prestigious competitions across four continents, the
winery is building a narrative of quality and credibility, and positioning itself as a
respected global participant rather than a local family business. Awards serve as signals
of third-party trust.

Used Ecological values told through vivid imagery

Instead of simply stating 'organic’, the winery describes its vineyards as being
enriched with flowering herbs that attract beneficial insects and naturally control
pests. This concrete, visual language transforms a certification into a living
narrative of the harmony between people and nature.

Short commentary

Vinarstvi Cech is a strong example of layered, consistent storytelling anchored in place
and family. The winery weaves four recurring themes: family tradition, regional folklore,
ecological values, and international recognition. This consistency is the winery’'s greatest
strength. Customers encounter the same core messages whether they read a label,
attend a tasting, or visit the website. The ecological storytelling is notably well-executed.
Rather than relying on the BIO logo alone, the winery describes its practices in vivid,
concrete imagery: rows enriched with flowering herbs, beneficial insects arriving as
natural pest control, biodiversity maintaining vineyard health. This is exactly how
sustainability should be communicated. The winery's storytelling is rooted in the cellar
and the tasting room its strongest but least scalable channel. Online platforms remain
supportive rather than central, which means the moving founder's story and the vivid
ecological narrative reach only those who visit. Developing the father-son succession into
a fuller narrative, and carrying it (with the ecological imagery) onto digital channels,
would let this genuinely emotional story reach the wider audience the wines already
reach through competitions.
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"The winery was founded and made famous by Jan Cech — a winemaker in body
and soul, who now unfortunately looks down on us only from wine heaven.”

— Vinafstvi Cech, on its founder (d. 2011)

Lessons learned - key takeways

‘ Consistency across themes builds a memorable identity

Cech weaves four recurring threads (family, place, ecology, awards) through every
touchpoint, so customers meet the same core messages on a label, at a tasting,
and online. A layered but consistent story is more memorable than a single
message repeated, or many messages told once. Coherence is the multiplier.

‘ Describe ecology in pictures, not certifications

"Rows of flowering herbs attracting insects that protect the vines” is more
powerful than "certified organic.” Concrete, visual language turns a compliance
fact into a living narrative the customer can picture.

‘ Awards let a small producer borrow global credibility

Competing at international competitions and communicating the results positions
a small Moravian family winery within a global context it could not otherwise claim.
For mid-sized producers, medals are the fastest external validation available.

A succession story is one of the most human narratives a

winery has
The emotional power and authenticity of a son taking over his late father's cellar
and honouring his legacy by succeeding is undeniable. When a brand is based on
such a story, it should be fully developed and openly told, rather than being left as
a passing reference.
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Cross-regional applicability

Every lesson above is directly applicable to family-run, award-winning, tradition-
rooted wineries across Czechia, Hungary, and Slovakia — particularly those
strongest in-person but under-developed online.
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