
Description of the winery

2000 40 - 50k 10 ha
Founded Bottles /year Own vineyards

Their story in one sentence

A small organic estate in Badacsonyörs where wine is still a passion rather than a job -
voted Hungary's Most Beautiful Small Estate in 2025, built around one promise: "Come
and visit us and experience the magic of this place for yourselves."

Location and origins

Distinctive position
Váli works with authentic Badacsony and Hungarian varieties (Kéknyelű, Budai Zöld,
Olaszrizling, and also Rhine Riesling, Szürkebarát) to express the volcanic terroir. The
winery's central conviction is hospitality: the founder believes the estate's success lies in
the fact that making wine is "still not a job, but a passion." Guests are welcomed into a
spectacular garden, served food made from estate-grown produce vegetables, herbs,
salami, sausages, cheese, jam, and house-baked bread and every waiter is trained to
answer any question about the wines, the cellar, and the region.

Recognition
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Founder Péter Váli launched the estate in 2000 in Badacsonyörs, one of the smallest
villages in the Badacsony wine region on the northern shore of Lake Balaton. The
vineyards nearly 10 hectares in size and fully certified organic, are south-facing at around
150 metres altitude, situated on Pannonian sand mixed with basalt volcanic rock beneath
thick brown forest soil. All viticulture and winemaking are done locally and by hand, in
line with artisan-wine principles. The estate also provides accommodation for 24 guests
in renovated peasant houses near the winery.

The estate has earned remarkable acclaim for its size: Hungary's Most Beautiful Small
Estate 2025, James Suckling scores of 92 (Rhine Riesling Tabula Rasa) and 91 (Kéknyelű),
a Vince Gala recognition in 2025, and a gold medal at the National Organic Wine
Competition for the Ágyús dűlő Kéknyelű 2019. The winery sells primarily direct to
consumers and is also exported to the United States.



Examples of promotional practices
Váli has built its brand almost entirely around experience and place. The storytelling is
consistent and emotionally clear.

Used

Used Full farm-to-table immersion as the product

Used Staff trained as storytellers

Every waiter knows the wines, the cellar, and the wine region, and can answer any
question. This turns service staff into brand ambassadors. A rare and deliberate
investment that makes the storytelling consistent regardless of who delivers it.

Short commentary
Váli winery is clearest example of experience-led storytelling. Where other wineries build
their narrative around heritage or product, Váli builds it around a feeling. Visitor reviews
repeat the same words again and again: "legend," "treated like a friend," "fairy tale."
When customers spontaneously use the brand's own intended language, the storytelling
is working. The owner is candid that, for financial reasons, small Hungarian wineries must
avoid wholesalers and sell directly. The brand's power lives in the physical experience,
which means it depends on people actually arriving. Consolidating this validation on the
winery's own channels, and capturing the in-person magic in video and photography,
would let the experience reach the audience that cannot yet visit turning a seasonal
estate into a year-round brand.

"The magic of the place" a single clear message

The winery distilled its entire brand into one invitation: come and experience the magic
for yourself. The Balaton Highlands atmosphere, the volcanic terroir, the gastronomy
framed as "like going to Provence or Tuscany." 

Estate-grown vegetables and herbs, house-made salami, sausages, cheese, jam, and
freshly baked bread turn a tasting into a complete sensory experience. The wine is
inseparable from the meal, the garden, and the place. Exactly what visitor reviews
remember and recommend.
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1 A winery's strongest story can be a feeling, not a fact

Váli's brand is built on the sensation of arriving somewhere magical, not on dates,
certifications, or scores. When visitors spontaneously describe a place as a "fairy
tale" using the brand's own intended language, the storytelling has succeeded. For
experience-led wineries, the goal is to engineer a feeling consistent enough that
customers repeat it back.

"The hardest thing is to provide a good experience, because it is very labour-
intensive and requires investment. It's like a good restaurant where you walk in
and find yourself in a fairy tale. It is always the experience that makes you
unique."  

- Péter Váli, February 2026

Lessons learned - key takeways

2 If you must sell direct, make the place itself the product
Small wineries that cannot rely on wholesalers must convert visitors into loyal
customers. Váli engineers every element (garden, farm-to-table food, trained staff,
guest houses) toward that single goal. The magic of the place cannot be
wholesaled, so the place itself becomes the thing being sold.

3 Rare native grapes are an unbeatable terroir story.

4 Train your staff to be storytellers, not servers

Committing to varieties that exist almost nowhere else (Kéknyelű, Budai Zöld) ties
a brand to something no outside competitor can claim. A near-extinct local grape
is not a limitation; it is the most defensible origin story a winery can own, and it
generates press that money cannot buy.

When every waiter can answer any question about the wines, the cellar, and the
region, the brand story is delivered consistently regardless of who is on shift. 
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Cross-regional applicability

Every lesson above is directly applicable to small, hospitality-led, direct-to-
consumer wineries across Czechia, Hungary, and Slovakia — particularly those in

scenic, tourism-driven regions.
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