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BACKGROUND 
 
Hungary became a Christian kingdom in A.D. 1000 and for many centuries served as a bulwark 
against Ottoman Turkish expansion in Europe. The kingdom eventually became part of the 
polyglot Austro-Hungarian Empire, which collapsed during World War I. The country fell under 
communist rule following World War II. In 1956, a revolt and an announced withdrawal from the 
Warsaw Pact were met with a massive military intervention by Moscow. Under the leadership of 
Janos KADAR in 1968, Hungary began liberalizing its economy, introducing so-called "Goulash 
Communism." Hungary held its first multiparty elections in 1990 and initiated a free market 
economy. It joined NATO in 1999 and the EU five years later. 
 

 
 
Geography: Central Europe, northwest of Romania. Total area 93 028 sq km. 
 
People: Total population is 9 850 845 and median age is 42.3 years.  
 
Economy and Infrastructure: Hungary has transitioned from a centrally planned to a market-
driven economy with a per capita income approximately two-thirds of the EU-28 average; 
however, in recent years the government has become more involved in managing the economy. 
Budapest has implemented unorthodox economic policies to boost household consumption and 
has relied on EU-funded development projects to generate growth. The economy is largely driven 
by exports, making it vulnerable to external market shocks. Systemic economic challenges 
include pervasive corruption, long-term and youth unemployment, skilled labor shortages, 
widespread poverty in rural areas, vulnerabilities to changes in demand for exports, and a heavy 
reliance on Russian energy imports. 
 
Agriculture: Wheat, corn, sunflower seed, potatoes, sugar beets; pigs, cattle, poultry, dairy 
products. 
 
Industries: Mining, metallurgy, construction materials, processed foods, textiles, chemicals 
(especially pharmaceuticals), motor vehicles. 
 
Environment: Air and water pollution are some of Hungary's most serious environmental 
problems; water quality in the Hungarian part of the Danube has improved but is still plagued by 
pollutants from industry and large-scale agriculture; soil pollution. 
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THE WINE INDUSTRY 

 

1. WINE REGIONS 

Hungary is divided into 22 wine regions. 
 

 
Source: hungarianwines 

 
 
Ászár–Neszmély 1 453 ha Sauvignon Blanc, Irsai Olivér, Ezerjó, Chardonnay. 
Badacsony 1 422 ha Kéknyelű, Rhine Riesling, Budai Zöld, Rózsakő, Vulcanus, Zeusz, Szürkebarát, 
Olaszrizling. 
Balatonboglár/South-Balaton 3 127 ha Királyleányka, Rhine Riesling, Chardonnay, Kékfrankos, 
Cabernet Sauvignon, Merlot. 
Balaton-felvidék 832 ha Olaszrizling, Sauvignon Blanc, Chardonnay, Cserszegi Fűszeres, Pinot 
Noir, Kékfrankos. 
Balatonfüred–Csopak 1 969 ha Olaszrizling, Rhine Riesling, Rizlingszilváni, Tramini, Muscat 
Ottonel, Sauvignon Blanc, Chardonnay, Cabernet Franc, Zweigelt, Merlot, Pinot Noir. 
Bükk 970 ha Chardonnay, Olaszrizling, Leányka, Kékfrankos, Cserszegi Fűszeres, Turán. 
Csongrád 1 117 ha, Kékfrankos, Rhine Riesling, Kövidinka, Zweigelt. 
Eger 5 335 ha Királyleányka, Olaszrizling, Kékfrankos, Pinot Noir, Cabernet Franc, Cabernet 
Sauvignon, Merlot, Syrah. 
Etyek–Buda 1 496 ha Chardonnay, Olaszrizling, Rhine Riesling, Sauvignon blanc. 
Hajós–Baja 1 873 ha Rhine Riesling, Chardonnay, Kadarka, Kékfrankos, Cserszegi Fűszeres, 
Zweigelt. 
Kunság 21 ha Ezerjó, Kövidinka, Arany Sárfehér, Olaszrizling, Kadarka, Kékfrankos. 
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Mátra 5 983 ha Rizlingszilváni, Olaszrizling, Muscat, Szürkebarát, Kékfrankos, Zweigelt, Cabernet 
Sauvignon. 
Mór 571 ha Ezerjó, Tramini, Királyleányka, Chardonnay. 
Nagy-Somló 553 ha Furmint, Juhfark, Olaszrizling, Sárfehér. 
Pannonhalma  638 ha Olaszrizling, Rizlingszilváni, Irsai Olivér, Királyleányka, Cserszegi Fűszeres. 
Pécs 652 ha Kadarka, Kékfrankos, Merlot, Cabernet Franc, Chardonnay, Olaszrizling. 
Sopron 1 630 ha Kékfrankos, Merlot, Zweigelt, Chardonnay, Leányka, Irsai Olivér, Zöld veltelini. 
Szekszárd 2 153 ha Kékfrankos, Kadarka, Cabernet Franc, Cabernet Sauvignon, Merlot. 
Tokaj 5 723 ha Furmint, Hárslevelű, Muscat, Kabar. 
Tolna 2 420 ha Chardonnay, Olaszrizling, Zöld veltelini, Rizlingszilváni, Rhine Riesling, Kadarka, 
Kékfrankos, Zweigelt, Cabernet Sauvignon. 
Villány 2 483 ha Cabernet Franc, Portugieser, Kékfrankos, Cabernet Sauvignon, Merlot, 
Olaszrizling, Hárslevelű, Chardonnay. 
Zala 833 ha Olaszrizling, Rizlingszilváni, Zöld veltelini, Chardonnay, Zweigelt. 

 

2. AREA UNDER VINES 
 

YEAR HECTARES 

2013 56 000 

2014 62 000 

2015 68 000 

2016 68 000 

2017 68 000 

2018* 69 000 

*Provisional 

Source: OIV 

 

3. CULTIVARS 

 
Main white cultivars – Budai Zöld, Chardonnay, Cserszegi Fűszeres, Ezerjó, Furmint, Generosa, 
Hárslevelű, Irsai Olivér, Juhfark, Kabar, Kéknyelű, Királyleányka, Muscat Ottonel / Ottonel 
Muskotály, Olaszrizling (Welschriesling), Rózsakő, Rizlingszilváni, Sauvignon blanc, Szürkebarát, 
Vulcanus, Zeusz,  

 
Main Red Cultivars – Cabernet Franc, Cabernet Sauvignon, Kadarka, Kékfrankos/Blaufränkisch, 
Portugieser.  
 

4. PRODUCTION 

Domestic Wine Production 

YEAR ‘000 litres 

2013 260 000 

2014 240 000 

2015 280 000 

2016 280 000 
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2017 310 000 

2018* 360 000 

*Provisional 

Source: OIV 

 

5. CONSUMPTION 

Consumption is currently at 23.1 litres per capita. 

YEAR ‘000 litres 

2013 200 00 

2014 230 000 

2015 220 000 

2016 230 000 

2017 240 000 

2018* 240 000 

*Provisional 

Source: OIV 

 

Per capita consumption 

YEAR 
LITRES  

PER CAPITA 

2011 22.3 

2012 21.6 

2013 20.9 

2014 21.7 

2015 21.9 

2016 22.2 

2017 23.1 

Source: 2018 Euromonitor International 

 

6. INTERNATIONAL TRADE 

Total exports 
 
Exports represent 28%% of total wine production. Main exports countries are Slovakia (20%), 
Czech Republic (20%), Germany (18%) and the UK (6%). 
 

YEAR ‘000 LITRES 

2011 61 300 
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2012 53 200 

2013 54 400 

2014 62 700 

2015 63 700 

2016 67 600 

2017 86 000 

2018 109 900 

Source: OIV, Comtrade 

 
Total imports 
 
Imports mainly from Italy (75%), Germany (11%) and Spain (4%). 
 

YEAR ‘000 LITRES 

2011 53 000 

2012 41 100 

2013 46 100 

2014 37 700 

2015 20 700 

2016 21 300 

2017 16 000 

2018 6 600 

Source: Comtrade 

 

7. INTERNATIONAL POSITION 

23rd in area under vines. 

14th in global wine production. 

 

8. TRENDS & FORECASTS 
 

 Popularity of still light grape wine increases, due to the concerted promotional efforts 
of government agencies and off-trade, supported by improving economic conditions. 

 Port and sherry record strong total volume growth, although growing from a low base; 
among significant categories, still red wine performs best with 5% total volume growth. 

 Average unit price of wine continues to stagnate in 2017 as competition in mid-priced 
segment is strong. 

 Private label continues to gain significance; overall the category remains fragmented 
with increasing competition between local wine producers. 

 Wine is predicted to record a 3% total volume CAGR over the forecast period, reaching 
264 million litres in 2022. 
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Demand rises for higher quality still light grape wine 
While the recent economic upturn contributed to generally strengthening spending power, 
economy wine sales only gradually declined, while the rising demand drove growth of the mid-
price and premium segments. However, the average unit price of still light grape wine did not 
change significantly in 2017 as the frequent discounts dampened the up-trading in quality. Most 
Hungarian consumers still prefer local, domestic origin wine, with only a smaller segment willing 
to experiment with imported wines or consume it regularly. However, due to the largest chained 
retailers, the share of imported wine is gradually expanding. Towards the end of the review 
period, quality still rosé wine and still red wine were increasingly popular, but in 2017, still white 
wine from local grape varietals also gained some prestige. Consumption of wine with soda water, 
“fröccs” is a Hungarian tradition which has a new renaissance, as some manufacturers even 
experimented by launching ready-to-drink fröccs in summer 2017.As the economic outlook 
remains positive, it is expected that the higher price segments will achieve stronger growth 
during the forecast period, and the emphasis will further shift towards the consumption of quality 
wine. 
 
Year-round campaigns by Törley successful in reducing seasonality impact on sparkling wine 
Seasonality remains strong in the sales of wine in Hungary, according to reports by off-trade 
operators. The most affected is other sparkling wine, where 40% of yearly sales stem from the 
period of winter holidays and New Year celebrations. Still light grape wine sales also increase 
strongly before Christmas, although to a lesser extent compared to sparkling wine, with 
approximately 20-30% of yearly sales from this period. However, due to the year-round 
promotions by wine producers and especially the largest sparkling wine company Törley, this 
trend is shifting and according to surveys and interviews, an increasing number of consumers 
purchase and drink sparkling wine at other occasions: parties or family celebrations.  
 
Premiumisation drives growth in high-end wine segments 
Wine sales also feel the effect of the generally increasing demand for premium products. The 
fastest growing categories in wine are the young port and sherry, although they are growing from 
a small sales base, only being consumed by a small segment of high earning consumers. However, 
due to premiumisation, value sales growth of champagne was also outstanding in 2017, as an 
increasing number of consumers reach for expensive, prestigious drinks to drink at festive 
occasions or give as a gift. Demand for premium still red wine is also growing gradually, as the 
upper end of unit prices for premium wine continues to increase. 
 
Domestic producers dominate wine, invest in expansion of modern facilities 
Due to the strong traditions in wine making and local consumer habits, wines by domestic wine 
makers dominate in Hungary and this is not expected to change in the future. Private label 
owners that seized significant share of volume sales, Tesco, Lidl and Spar, mostly sell the 
products of domestic companies and only a smaller share of imported wine. The leading producer 
is Varga Pincészet Kft, which also supplies wine to private label operators, added a new still 
wine-making plant in the north of the country and expanded its fermenting capacity to three 
million litres and storage to above eight million litres in 2017. Other leading wineries were also 
active in adding greater capacity or modernising their facilities. Growing demand for domestic 
wine creates a positive sentiment and increased willingness to invest in production of quality 
wine. 
 
Strong activity by off-trade generates interest and growth 
The role of off-trade operators is increasingly important for wine, not only due to their selection 
of private label products but because consumers are aware that they can find the widest range 
of local and imported brands in large hypermarkets, supermarkets and discounters. These wine 
brands that are present in the largest chains of Tesco, Spar or Auchan, can reach a much wider 
consumer base as off-trade channels are highly concentrated in Hungary. Thematic still light 
grape wine weeks and frequent discounts on some selected wine houses or products continues to 
attract a large number of consumers and contributes to the renewed growth in volume sales. 
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Through these promotions, off-trade outlets also cultivate new demand, making certain brands 
and wine regions more known to the public and rising interest in wine consumption. 
 
 
Private label has a strong, expanding influence 
In 2017, wine witnessed increased private label activity. Most of the large off-trade chains 
expanded their private label portfolios in wine and organised frequent special offer weeks, 
featuring some local wine regions or imported wines from a certain country, mostly from France, 
Spain or Portugal. Within discounters such as Lidl, a new type of promotion was introduced, 
where consumers could select three bottles from featured wines to obtain a special price. The 
private label offers were mostly focusing on mid-price to premium quality still light grape wine 
at an attractive price, and it equally included still red, white and rosé wines. While Spar 
Magyarország reported that demand for domestic wine is improving, and discounters Lidl and Aldi 
have worked for years to introduce imported wine offers from France and the South of Europe, 
while also exporting Hungarian wine to feature in their stores in other European countries. 
Source: Euromonitor International 

______________________________________ 


