
Description of the winery

2020 5k 5.5 ha
Founded Bottles /year Own vineyards

Their story in one paragraph

A one-person, fully family-owned organic estate on the volcanic and limestone slopes of
Eger - where a viticulture graduate who grew up in his father's vineyard returned to
relaunch the family name in 2023, and built a benchmark Syrah that now pours in
Michelin-starred restaurants. 

Location and origins

Distinctive position
Mátra was historically a region of large-scale industrial wine production. Karner is one of
the leading figures in its renaissance. A founding member of the Mátrai Tőkések
(Handcraft Winemaking Circle of Mátra, established 2006 with Bálint Losonci and Tamás
Szecskő), a group committed to organic viticulture, low yields, and artisanal natural
winemaking. The vineyards are farmed organically, the fermentations are spontaneous,
and the wines are both unfined and unfiltered. Since the 2017 vintage, no additives of any
kind have been used, not even sulphur. Bottling is done by gravity, with no pumps used.

Wines and reach

Hungary: HU-05

Karner Winery
Mátra Wine Region
Family Winery 

Karner Winery sits in the village of Szűcsi, in the western corner of the Mátra wine region,
on volcanic andesite, rhyolite tuff and black loam slopes. Gábor Karner (a former jazz-
rock drummer who still plays in the band Æbsence) began making wine in 2000 with a
simple goal: to make the kind of wine he himself would want to drink. He pursued the
passion while working night shifts as a watchman, planted Kékfrankos in the Vitézföld
vineyard in 2004, and gradually turned an obsession into one of Hungary's most
recognised natural-wine estates. Today he runs the 5.5-hectare estate with his daughter
Fanni.

Karner is a Kékfrankos and Olaszrizling specialist, producing single-vineyard wines such
as "Tavasz" and "Vitézföld" and the "Otthon" (home) estate blend. The brand logo
features an old wine opener, which is a family heirloom with a long history of
winemaking. The wines are exported through specialist natural-wine importers (including
in the United States) and feature in Budapest's leading natural-wine bars and in
international press, from Wine Enthusiast to French natural-wine writers.



Examples of promotional practices
Karner's storytelling is, by the winemaker's own definition, about people rather than
products: "consumers do not buy wine.

Used

Used The father–daughter partnership as living narrative

Used A memorable, idiosyncratic founder voice

"Sulphur kills the tiny happiness fairies who live inside the wine" is the kind of line
journalists quote and customers remember. A former rock drummer making zero-
additive wine is a distinctive personal character competitors cannot replicate.

Short commentary
Karner is, in this study, the winery with the clearest articulated storytelling philosophy.
Gábor does not merely tell stories. He names storytelling itself as the heart of the
business: "consumers do not buy wine, they buy stories." Few winemakers anywhere
state the principle so directly, and fewer still live it so completely. Every element of the
brand (the people-first communication, the father-daughter narrative, the idiosyncratic
founder voice) flows from this single conviction. The founder is a gift to storytelling. A
former rock drummer who worked night shifts as a watchman to fund his winemaking
obsession, who still plays in a band, and who describes additive-free wine through
"happiness fairies". This is a character that writes its own headlines. The personal
idiosyncrasy is not decoration; it is the brand's most defensible asset. No competitor can
manufacture a Gábor Karner, and the consistency between his personality, his
philosophy, and his wine is what makes the story credible.

"People buy stories, not wine" as an explicit philosophy

Gábor states the principle openly and builds all communication around it. Focusing on
winemaking as a way of life rooted in authenticity and passion, rather than on technical
details or awards. The brand leads with the human, not the bottle.

Fanni's decision to join the estate created a generational continuity story that resonates
deeply, symbolising commitment, trust and the transmission of knowledge. Fanni's own
line, that the wines "began to remind me of forest spring water," gives the next
generation a distinct voice.

Hungary: HU-05

Karner Winery
Mátra Wine Region
Family Winery 



1 The most powerful wine stories are about people, not
products

Karner builds everything on a single conviction "consumers do not buy wine, they
buy stories." Leading with the human (the journey, the philosophy, the personality)
rather than the bottle (tasting notes, awards, technical specs) creates the
emotional connection that drives loyalty. 

"Despite the look of things, we aren't doing anything new. On the contrary, we
make our wine as they did in the older times — with the help of copper and
sulphur in the vineyard, and without using anything in the cellar." 

— Gábor Karner

Lessons learned - key takeways

2 An idiosyncratic founder voice is an unrepeatable asset

Sulphur kills the tiny happiness fairies" is memorable precisely because it is
personal and strange. A distinctive character (drummer-winemaker) gives a brand
a voice no competitor can copy. 

3 A genuine philosophy beats a sustainability slogan

4 A founding movement turns one winery's story into a region's
story

When natural winemaking reflects a real life philosophy rather than a marketing
trend, it becomes credible storytelling. Karner's "wine made from grapes"
conviction shapes every decision in vineyard and cellar and consumers can tell the
difference between a lived value and a label claim. Authenticity cannot be faked,
and it is increasingly what buyers reward.

Co-founding the Mátrai Tőkések ties Karner to the larger narrative of Mátra's
renaissance from industrial bulk wine to artisanal terroir. Belonging to a credible
collective lends the movement authority and embeds the brand in a larger
narrative, a pattern observed among the strongest wineries in this study.
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Cross-regional applicability

Every lesson above is directly applicable to small, founder-led natural wineries
across Czechia, Hungary, and Slovakia — particularly those with a strong personal

character and a tasting-led, direct-to-consumer model.

Hungary: HU-05

Karner Winery
Mátra Wine Region
Family Winery 



Privacy & data notice. All interviews conducted within this project were carried out with the informed consent of the participating winemakers. Personal
information was processed in accordance with EU GDPR (Regulation 2016/679). Any individual featured in this publication has reviewed and approved
the content concerning their winery. © 2026 STORY4WINE consortium. Reproduction permitted with attribution.

This Best Practice Guide was created as an output of project ID 22510339 From
Grapes to Stories: Storytelling at the Heart of Sustainable Wines in the
Visegrad Region.

The project is co-financed by the governments of Czechia, Hungary, Poland and
Slovakia through Visegrad Grants from the International Visegrad Fund. The
mission of the fund is to advance ideas for sustainable regional cooperation in
entral Europe.
www.visegradfund.org

The Best Practice Guide was created by:

Dušan Mladenović, https://orcid.org/0000-0001-5101-2181, MUNI - Masaryk University, CZ 

Renata Čuhlová, https://orcid.org/0000-0002-5109-6693, MUNI - Masaryk University, CZ

Erik Janšto, https://orcid.org/0000-0002-4566-3452, SUA - Slovak University of Agriculture, SK

Peter Šedík, https://orcid.org/0000-0003-2495-5162, SUA - Slovak University of Agriculture, SK 

Dávid Harsányi, https://orcid.org/0000-0002-3924-0664, BGE - Budapest University of
Economics and Business, HU

Titanilla Oravecz, https://orcid.org/0000-0002-2582-3893, BGE - Budapest University of
Economics and Business, HU

Renata Skýpalová, https://orcid.org/0000-0002-7161-7038, AMBIS university, CZ

www.story4wine.eu


