
Description of the winery

HUNGARIAN WINERIES

1990 100k 30 ha
Founded Bottles /year Own vineyards

Their story in one sentence

A 300-year-old family winery in the Nivegy Valley of the Balaton Highlands, where
"Drink organic!" is both a motto and a business philosophy combining three centuries of
grape-growing tradition with full organic certification, a modern wine estate, and year-
round hospitality.

Location and origins

Distinctive position
The winery's commitment is organic farming. Its motto is "Drink organic!" The range
spans whites, reds, rosés, and sparkling wines, from Olaszrizling and Rhine Riesling to
Hungarian varieties Juhfark, Kéknyelű and Kékfrankos. Beyond wine, the estate produces
pálinka, organic grape juice, grape-seed oil and grape-seed extract. The family played a
key role in establishing the Csopaki Kódex, a set of strict self-regulatory principles for
conscientious winemakers in the Csopak Protected Designation of Origin (PDO) region.
Their single-vineyard "Háromszög" (Triangle) Olaszrizling is widely regarded as a
benchmark wine for the region.

Markets and recognition
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Dobosi Winery sits in Szentantalfa, in the picturesque Nivegy Valley of the Balaton
Highlands, five kilometres from Lake Balaton in the Balatonfüred-Csopak wine region.
The family's grape-growing history dates back to 1721, passed from father to son across  
three centuries. After the communist era, Dániel Dobosi re-established the business in
1990; the winery building was constructed in 1988. Today the third generation - sons
Bálint (winemaker) and Győző (host) runs the estate alongside their father, cultivating 25
hectares of owned organic vineyards plus five leased, producing roughly 100,000 bottles
annually.

Since 2020, the family has built a year-round agri-tourism offer: a 600 m² estate centre
with eight guest rooms, a restaurant, a tasting and event space, a panoramic terrace, and
a wellness/sauna house. Wine dinners, sauna programmes and e-bike tours extend the
season beyond summer. Around 60% of wines are sold directly — in the estate shop, the
restaurant, or the web shop. 



Examples of promotional practices
Dobosi communicates two consistent core messages: family heritage and organic
conviction.

Used

Used "Drink organic!" — a single, repeatable motto

Used Hospitality as immersive brand experience

Wine dinners, sauna programmes, e-bike tours, accommodation, and the KóBor
cellar hike with neighbouring winemakers create a full year-round experience offer
converting visitors into long-term customers and extending the brand beyond the
bottle.

Short commentary
Dobosi identified their two core messages, three-century family heritage and organic
conviction, and communicated them consistently enough that customers repeated them
back. This is the rarest achievement in wine branding, and the Dobosi family treats it as
deliberate strategy rather than accident. The organic message is unusually well-
positioned. Rather than relying on ideology, Dobosi frames organic wine through a
practical, emotional benefit. Dobosi winery faced with a funding crisis mid-construction,
the family turned to its community rather than a bank and nearly 100 customers
responded with HUF 16 million. Displaying supporters' names on a winery wall, producing
a thank-you video, and hosting a fifth-anniversary party demonstrates a sophisticated
understanding that loyalty is built through reciprocal, remembered gestures. Few
wineries in Central Europe have executed community storytelling as successfully as this
one. With around 270 Dobosi relatives in one village producing cheese, garden produce
and handicrafts, the winery is at the heart of a vibrant "family ecosystem" that
competitors could never replicate. It is a remarkable narrative: a whole village interwoven
with one family name, yet this does not feature in customer-facing communication.

Heritage encoded directly into the logo

The family history is built into the brand mark itself. The logo features the founding year,
signalling three centuries of continuity at a glance. Heritage is not just told in copy; it is
embedded in the visual identity customers see on every bottle.

The winery distilled its philosophy into a two-word slogan deployed consistently across
channels. Critically, they frame organic not only as sustainability but as a practical
benefit. Many customers buy because the wine "doesn't give them a headache," not for
ideology.
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1
It is not enough to have a story — you must communicate it
relentlessly

Dobosi's success rests on identifying two core messages (family heritage and
organic conviction) and repeating them until customers recite them back. A great
story communicated inconsistently is invisible; an adequate story communicated
relentlessly becomes a brand. Consistency, not novelty, is the engine of
recognition.

"Self-identity is important — it is original, it is built on trust, and it builds trust.
Personal touch and the importance of sustainability matter even in the online
store."

-Győző Dobosi, February 2026

Lessons learned - key takeways

2 Translate values into a benefit the customer can feel.
"Organic" as ideology persuades few. "Organic, so no headache" persuades many.
Dobosi reframed a sustainability practice as a personal, physical benefit and the
message stuck. Wineries should always ask: what does this practice do for the
drinker? The answer is the message worth repeating.

3 Tradition does not mean old-fashioned.

4 Owned-channel reach is the multiplier for every good story.

Dobosi pairs deep history with continuous modernisation (a new estate centre,
wellness facilities, e-bike tours, exposed-concrete architecture), creating an
atmosphere that is heritage-rooted yet contemporary. The lesson: heritage is an
anchor, not a ceiling.

Dobosi's crowdfunding could have raised more, but many willing supporters were
never reached. The lesson for every winery: invest in direct channels (newsletter,
CRM, membership lists) so that when a great story or campaign arrives, it reaches
the people most likely to act on it.
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Cross-regional applicability

Every lesson above is directly applicable to heritage-rich family wineries in
Czechia, Hungary, and Slovakia — particularly those building agri-tourism and

direct-to-consumer loyalty.
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