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INTRODUCTION
It is close to 27 years since the fall of com-
munism and much has changed in former 
communist countries like Bulgaria, Hungary 
and Romania. Various factors have impacted 
on these countries’ respective wine industries 
since the pre-1989 period where quality took 
a back seat for quantity and when wine was 
cheap leading to their fall from grace in the 
1990’s similar to other Soviet satellites. In the 
early 2000’s Bulgarian and Romanian wine 
exports to western markets fell significantly by 
about 90%. The reasons include the near-
derelict vineyards and unlikely-appearing wine-
making facilities; the haphazard redistribution 
of vineyard land to private owners with no 
wine-making experience; an absence of prop-
erly trained local winemakers and a general 
absence of money.

A turn-around has been taking place in all 
three these countries. Entrepreneurs and large 
investors recognised the climate and soil 
potential for making good wine at lower input 
costs. The accession to the EU was also help-
ful and since 2010, many new ventures have 
merged auguring well to once again achieve 
the sales of the 1980’s1 when Bulgarians were 
selling more than 50m bottles of wine a year 
in the UK, with the Romanians, with their bud-
get pinot noirs, not far behind.

This edition of VinIntell builds on the previous 
editions in describing some of the lesser-
known wine producing countries or areas in 
the world looking at the wine industries of 
Bulgaria, Hungary and Romania.

Six of the best eastern European wines

1. Edoardo Miroglio Soli Pinot Noir, Nova 
Zagora 2011 (from £9.95)

2. Sant’Ilia Cabernet Sauvignon/Cabernet 
Franc/Melnik, Elenovo, Thracian Lowlands, 
Bulgaria 2012 (£8.99): Bulgaria made its name 
with its great value take on Bordeaux-style reds: 
Local melnik along with the two cabernets..

3. Cramele Recas Frunza Pinot Noir, Banat, 
Romania 2013 (£7): Like the Bulgarians with 
cabernet, the Romanians have been doing 
budget pinots for years, and these days Cramele 
Recas are behind many of the most appetising 
examples. 

4. Prince Stirbey Tamaioasa Romaneasca Sec 
2013 (£9.95): Tamaioasa romaneasca is a 
Romanian relative of muscat.

5. Borovitza Bella Rada, Bulgaria 2011(£13.95) 
Rikatskeli has begun to get a following through 
the amphora-aged wines of Georgia, where the 
white grape variety originates. 

6. Bessa Valley Enira Estate Red, Bulgaria 2009 
(£11.99)
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BULGARIA

Figure 1: Bulgarian Wine Regions2

BRIEF BACKGROUND

Bulgaria has 3,000 years of winemaking his-
tory. The earliest wine activity arrived with the 
Thracians around 1000 BC. They introduced 
the fermented grape beverage acquiring 
grapevines from Asia Minor. Because of the 
region’s importance in viticulture, Emperor 
Antonius Pius (138-161 CE) issued the very 
first vineyard law in history: The Decree for 
Preservation of Vineyards in Lower Misia (cen-
tral and northern Bulgaria) and nobody was 
allowed to destroy a wine-producing grape-
vine. The Thracians and Emperor Pius were 

followed by the Ottomans who banned and 
on ly  tab le  grapes were produced. 
Independence from the Ottomans in 1908 led 
to area under vine increasing from 63,671 
hectares (ha) to 114,823 ha. Cooperatives 
were established and markets in Europe were 
developed. Then the Soviets invaded Bulgaria 
in 1944 and Bulgaria became a Soviet proxy 
under communist rule. Wine mass production 
started and Vinprom, a production company, 
founded in 1939, became a production com-
pany driven by export sales. In 1951 the gov-
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ernment declared the wine industry a high 
priority business sector with varieties such as 
Cabernet, Merlot, Sauvignon Blanc and 
Chardonnay brought in and planted in high 
numbers. Rkatziteli from Georgia was also 
planted and became the main white grape 
variety. The 1960’s saw mechanisation and 
Bulgaria became one of the top wine produc-
ers in the world by volume. A law was passed 
that fixed prices on grapes every year no mat-
ter how good the quality was, so grape quality 
became inferior and the quality of Bulgarian 
wine in general went down. The best wines 
were exported to the UK and the US under the 
label Trakia. Wine sales boomed once again in 
the late 1970’s and early 1980’s particularly the 
Cabernet Sauvignon and Merlot.

In 1990 Bulgaria once again became a 
Republic. Vinprom was disbanded in 1991 but 
wine quality declined. Winery privatisation 
occurred in 1999 and the quality of the wine 
industry had revived by the early 2000’s. In 
2005 both Bulgaria and Romania signed 
accession treaties to join the EU, and began 
taking advantage of the programs offered by 
the EU to help prospect countries reach the 
requirements of joining including the PDO and 
PGI programmesi. Another program, the 
Special Accession Programme for Agriculture 
and Rural Development (SAPARD) is only avail-
able to Bulgaria, Romania and Croatia. It was, 
and still is, an invaluable tool that continues to 
help modernise and increase the quality of 
vineyards, wineries and other farming in those 
countries. In 2007, Bulgaria and Romania 

became EU members.3

Today, Bulgaria’s wine products rival products 
from France, Italy, Spain, and Greece. The 
wine industry is the most competitive sector of 
the Bulgarian food industry. According to sta-
tistics of the Bulgarian National Vine and Spirits 
and Beverages Research Institute (EOOD)4, 
there are 246 registered wine producers in 
Bulgaria. Numerous boutique wine sellers have 
opened alongside the old well-known wineries 
and more than 80% of Bulgaria’s wine export 
goes to countries like the UK, the US, Canada, 
Norway, the Netherlands and Japan, as well as 
newer markets like India, China, and Hong 
Kong. There are ongoing initiatives to improve 
quality and in 2005, Bulgaria adopted a nation-
al program for wine growing. The program’s 
main goals are to grow new vineyards, estab-
lish small boutique wineries, improve the qual-
ity of Bulgarian wines, and intensify competi-
tion both domestically and globally.

AREA UNDER VINES

In terms of terroir and climate, the Balkan 
mountain range goes from east to west, split-
ting the country horizontally in half. The major-
ity of the land has an extreme continental cli-
mate; cold nights and warm days. More mod-
erated climates are found around the Black 
Sea and by its border with Greece. According 
to the soil and the climatic conditions as well 
as the grape varieties, 5 major vine and wine 
regions can be defined; these regions fall 
under 2 main viticulture and oenology regions 
for production of PGI wines: Thracian 

i Three EU schemes known as PDO (protected designation of origin; covers agricultural products and foodstuffs which are produced, processed 
and prepared in a given geographical area using recognised know-how), PGI (protected geographical indication; covers agricultural products 
and foodstuffs closely linked to the geographical area. At least one of the stages of production, processing or preparation takes place in the area) 
and TSG (traditional speciality guaranteed) promote and protect names of quality agricultural products and foodstuffs.
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Lowlands and the Danube Plain, and 55 areas 
for the manufacture of PDO wines:

1. Danube Plain Region (Northern Bulgaria): 
This region has around 30% of the vine-
yards and includes three sub-regions. 
(Eastern, Central, Western)

2. Black Sea Region (Eastern Bulgaria): This 
region has around 30% of the vineyards 
and includes three sub-regions (Northern 
sea coast, Internal sub-region, South sea 
coast)

3. Thracian Lowlands Region (Southern Bul-
garia)

4. Strouma Valley Region (South-western 
Bulgaria). This region includes the south-
western parts and possesses some spe-
cific climatic features which are very similar 
to the Mediterranean regions. Along the 
valley of the Struma River a unique Bulgar-
ian varietal Broad Leaved Vine of Melnik 
(Shiroka Melnishka) is cultivated for the 
production of dry and semi-dry wines. 
Cabernet Sauvignon, Merlot and Pamid 
varietals are also grown in the area. The 
local wines are characterized by full taste, 
with spicy southern tones.

5. Sub-Balkan: The Rose Valley is a small and 
its plantations produce more than 80% of 
the world’s rose oil and mineral water 
springs that have served as mineral baths 
and mineral spa resorts throughout centu-
ries.

PGI THRACIAN LOWLANDS

The vine varieties in the region for production 
of wines with PGI Thracian Lowlands are 
located in South Bulgaria. It is situated 
between the Balkan Mountains on the north, 
Black Sea on the east and the border with 
Greek on the south. The altitude where the 
plants are grown is between 100m and 500m 
above sea level. The terrain is flat and hilly. The 
transitional continental climate is mild and 
warm, with Black Sea and Mediterranean influ-
ence, the favourable soils, mainly cinnamon 
forest (Chromic Luvisols) and the developed 
traditions create conditions for the production 
of wines with specific characteristics. They are 
very extractive and alcohol-rich. In terms of 
taste, the quantity of noble tannins is pre-
dominant.

•	 White: Muscat Ottonel, Chardonnay, Sau-
vignon Blanc, Dimyat, Traminer, Misket 
Red, Riesling Rhine, Tamyanka, Pinot Gris, 
Ugni Blanc, Italian Riesling, Misket Vratsa, 
Rkatziteli, Misket Varna, Bulgarian Riesling, 
Aligoté, Viognier, Semion, Silvaner, etc. The 
white wines have a vivid, deep golden 
colour with greenish reflections. The aroma 
is intensive, multi-layered, it develops in the 
glass and acquires a sweetness combined 
with flowery nuances. The taste is full-
bodied, balanced, and harmonic, with a 
distinct fruity nature.
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•	 Red: Cabernet Sauvignon, Cabernet Franc, 
Merlot, Mavroud, Pinot Noir, Gamay Noir, 
Broad leaved vine, Pamid, Bouquet Shevka, 
Syrah, Rubin Evmolpia, Melnik 1300, Melnik 
82 Grenache, Plovdiv Malaga, Cinsault, 
Alicante Bouschet, Petit Verdot, etc. The 
Rosé has an elegant aroma of red forest fruit 
with accents of wild strawberry and cherry. 
The body has an intense fruity aroma; it is 
complex, juicy, with a pleasant freshness 
and aftertaste. The red wines have a vivid, 
sparkling, deep ruby colour with garnet 
reflections. The aroma has characteristic 
strong fruity nuances of red and black sweet 
and sour cherry, blackberry, plum with dis-
creet accents of red peppers, spices and 
chocolate. A full-bodied taste with well-
balanced tannins, a ripe roundness and 
mildness, juicy, fruity, elegant finish.

PGI DANUBIAN PLAIN

The vines in this region for the production of 
wine with protected geographical indication 
(PGI) Danubian Plain are located in the 
Danubian Plain in Northern Bulgaria. It is situ-
ated between the Danube River on the north, 
the foothills of the Balkan Mountains on the 
south, the Timok River on the west and the 
Black Sea on the east. The altitude for the 
most part of the Plain is between 100m and 
250m, reaching in some parts 300m to 400m. 
The temperate continental climate with dry, hot 
summers, the lowland terrain with plains, hills 
and plateaus, the chernozemic (black) soils 
and grey forest soils formed on loess, as well 
as the traditions maintained and developed in 
the region determine the peculiarities and 
characteristics of the wines produced. The 
varietal structure looks as follows:

•	 White: Sauvignon Blanc, Muscat Ottonel, 
Chardonnay, Traminer, Dimyat, Misket red, 
Rhine Riesling, Tamyanka, Pinot Gris, Ugni 
Blanc, Riesling Italian, Rkatziteli, Aligoté, 
Viognier, Furmint, Harsh Lavelyu, Sungur-
lare Misket, Varna Muscat, Misket Markov, 
Silvaner, Müller Tyurgao, Muscat Kailashki, 
Chenille Blanc, Roussanne, Colombard, 
etc. White wines have a complex aroma 
with predominating citrus fruit and nuances 
of herbs, fresh grass and wild flowers. The 
taste is fresh, with balanced acid, harmoni-
ous, with a long-lasting aftertaste.

•	 Red: Cabernet Sauvignon, Cabernet Franc, 
Merlot, Pinot Noir, Gamay Noir, Pamid, 
Bouquet, Syrah, Rubin, Cinsaut, Evmolpia, 
Grenache, Hebros, Alicante Bouschet, 
Grand Noir Gamza, Carmenere, Petit Ver-
dot, Malbec, Grenache, etc. The aroma of 
rosé is characterized with red forest fruit 
and stone fruit. The taste is ethereal, round-
ed, with appetizing highlights of blackberry 
and ripe cherry. The finish is warm, slightly 
tart, with a definite freshness. The aroma of 
the red wines combines black and red for-
est fruit, plums, spices, vanilla and nuts. 
The taste is characterised with soft tannins, 
balanced, juicy, with a fruity freshness.

The Bulgarians also make a grape spirit called 
Rakia and 15% of the vines in the country are 
growing grapes for it. It is the brandy of the 
Balkans and made with all kinds of different 
fruit.

Vineyards are planted everywhere in the coun-
try (except for around the capital city of Sofia) 
and the best wine comes from the slopes 
while the majority volumes of bulk wine comes 
from fertile valley floors. In 2013 the vineyards 
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area declined at a more moderate rate of 7% 
although area still remained above 2010 and 
2011 levels (table 1). Recovery and stabiliza-
tion trends have been observed for the culti-
vated vineyards while those that were aban-
doned have further declined to record low 
levels with no renovation efforts observed. Due 
to challenging weather in October and 
November of 2014, only 86% of vineyards 
were harvested (50,200 ha) compared to 96% 
in 2013. In 2013, 607 ha were added in newly 
planted vineyards.

Age structure remains a challenge with about 
half of vineyards under wine making varieties 

older than 30 years. About 2% of vineyards at 
farms are classified as young, non-yielding 
vines. About 94% of vineyards were (vinicul-
ture) grapes and about 6% under table 
grapes. The wine-making grape area totalled 
47,350 ha or a significant decline of 19% 
compared to the previous year (58,192 ha) 
while the table grapes area expanded (See 
Table 1). In 2013, the concentration of vine-
yards continued to be the highest in South 
East and South Central regions, 34% share 
each or 68% together. Red varieties domi-
nated with 59% of all harvested area versus 36 
% of white varieties.5

Table 1: Area under vines: 2007-2013 (ha)

Year Cultivated area Not cultivated area
Total area 

under grapes
Area under 

white grapes

2007 97.387 22,954 120,341 113,700

2008 88.570 22,246 110.816 107,400

2009 74,018 27,416 101,434 97,900

2010 56,968 25,707 82,675 46,800

2011 52,567 25,901 78,468 43,772

2012 62,701 14,640 77,341 58,200

2013 58,236 4,900 63,136 47,400

Source: Department of Agriculture, Bulgaria (June 2014) and Eurostat

CULTIVARS

Besides the main international varieties, 
Bulgaria has a number of strong indigenous 
varieties:

1. Mavrud (red) is a traditional Bulgarian red 
grape variety. It is one of the oldest and 
considered one of the most valuable local 
varieties of the highest quality.

2. Gamza (red) is a local red wine variety, 
which is widespread in northwest Bulgaria. 

It ripens late, and produces red wines with 
bright raspberry transparent colour and 
aroma dominated by raspberry tones.
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3. Rubin (red) is a local variety created by 
crossbreeding of Syrah and Nebbiolo. 
These wines are deep in colour, with thick 
but harmonious taste and soft finish.

4. Melnik (red) is a local red variety which only 
grows in the regions of Melnik, Petrich and 
Sandanski in South-western Bulgaria. The 
colour of this wine is medium deep.

5. Ruen (red) is a rare cross between Melnik 
(Broad leaved Melnik Vine) and Cabernet 
Sauvignon, recognized as a separate vari-
ety in 1964. Ruen, like Rubin is only culti-
vated in relatively small areas in the region 
of Struma River Valley, in south-western 
Bulgaria.

6. Pamid (red) is one of the oldest grape 
varieties. It has a light red colour and its 
flavour is fresh, with fruity nuances. They 
are drunk young due because of low phe-
nolic substances content.

7. Dimyat is a typical Bulgarian white grape 
variety, which is used to make aromatic 
dry white wines and brandies. It develops 
a fruity aroma with accents of ripe peach. 
The taste is mild, with pleasant freshness.

8. Tamianka (white) is an early ripening grape 
that grows in dense clusters of medium 
size. It is also cultivated in other countries 
in Central and Eastern Europe.

9. Kerazuda (white) is an indigenous 
Bulgarian grape variety cultivated only in 
south-western Bulgaria, in the valley of the 
Struma River. The wines are mainly con-
sumed domestically.

10. Vrachanski Misket (white).

11. Markovski Misket (white).

12. Red Misket (pink) is an old Bulgarian vari-
ety, widespread in the sub-Balkan region. 
It has an interesting colour with pink 
shades.

13. Kailashki Misket.

Besides these unique varieties, Bulgaria’s 
international cultivars reign supreme in total 
acreage and exports. Merlot takes the top 
spot in plantings followed by Cabernet 
Sauvignon. They can be found mostly in the 
south with Syrah and Malbec, while Cabernet 
Franc and Pinot Noir are mostly in the north. 
For whites Chardonnay, Sauvignon Blanc, 
Welschriesling, Riesling, Traminer, Viognier, 
and Muscatel are the top cultivars. Interesting 
to note is the discovery in a laboratory in Tokyo 
that red wines from Bulgaria contain the high-
est content of antioxidants in the world. One 
brand in particular, Alfa Vita, shattered records 
and had three times the amount as cranber-
ries, one of the fruits richest in antioxidants. It 
is said the climate and long exposure to the 
sun, the red grapes in Thracian Valley are 
naturally high in polyphenols like tannin, pig-
ment and anthocyannins.

CERTIFICATION SYSTEMS

There are 2 main viticulture and oenology 
regions for production of PGI wines i.e. 
Thracian Lowlands and the Danube Plain, and 
55 areas for the manufacture of PDO wines 
that are produced according to certain quality 
control standards to guarantee a quality prod-
uct.ii The present European influenced pro-
cesses has led to Bulgarian wine restoring the 

ii Three EU schemes known as PDO (protected designation of origin), PGI (protected geographical indication) and TSG (traditional speciality 
guaranteed) promote and protect names of quality agricultural products and foodstuffs
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manufacture practices for production of 
authentic wines that can proudly trade their 
origins (see tables 2 and 3 for PDO and PGI 

detail related to Bulgaria) as available on the 
SAWIS website).

Table 2: Traditional terms as referred to in Article 118u(1)(a) of Regulation (EC) No 1234/20076

Product PDO Description

Гарантирано наименование запроизход 
(ГНП) (guaranteed designation of origin)

PDO (1,3,4) Traditional terms used in place of "protected designation of 
origin" or "protected geographical indication" 14.4.2000

Гарантирано и контролиранонаименование 
за произход (ГКНП) (guaranteed and con-
trolled designation of origin)

PDO (1,3,4)

Благородно сладко вино (БСВ) (noble sweet 
wine)

PDO (3)

Pегионално вино (Regional wine) PDO (1,3,4)

Table 3: Traditional terms as referred to in Article 118u(1)(b) of Regulation (EC) No 1234/20077

Product PDO Description

Колекционно (collection) PDO (1) Bulgarian Wine which satisfies the conditions of "special reserve" 
and which is matured in bottles at least one year, and whose 
quantity does not exceed 1/2 of the lot "special reserve".

Ново (young) PDO / PGI 
(1)

The wine has been produced entirely from grapes obtained from 
one harvest and has been bottled till the end of the year. It can 
be sold with the indication "new" till 1 March of the following 
year. In this case on the labels shall obligatory be entered also 
the indication "term of sale – 1 March ...". After the elapse of the 
term indicated above the wine cannot be marked and pre-
sented as "new" and the quantities of wine left in the commercial 
network shall obligatory be re-labelled after 31 March of the 
corresponding year in compliance with the requirements of the 
ordinance.

Премиум (premium) PGI (1) Bulgarian Wine produced from one variety of grapes which pos-
sesses the highest quality of the whole harvest. The quantity 
produced does not exceed 1/10 of the whole harvest.

Премиум оук, или първо зареждане в бъчва 
(premium oak)

PDO (1) Bulgarian Wine matured in new oak casks with volume up to 
500 l

Премиум резерва (premium reserve) PGI (1) Bulgarian Wine produced from one variety of grapes, represents 
a preserved quantity from the best lot of the harvest.

Розенталер (Rosenthaler) PDO (1) Bulgarian Wine produced from recommended varieties of grapes 
with sugar content not less than 22 weight percent. The wine 
possesses an alcoholic strength of at least 11o. Its characteris-
tics are notably due to the addition of grapes must or concen-
trated grapes must at least 30 days before the expedition.

Специална селекция (special selection) PDO (1) Bulgarian Wine produced from one variety of grapes or is a 
blend, matured at least two years after the expiring date stated 
in the product specification.

Специална резерва (special reserve) PDO (1) Wine produced from one variety of grapes or is a blend, matured 
at least one year in oak barrels after the expiring date stated in 
the product specification.
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Table 4 depicts the names of all PDO areas in Bulgaria:

Table 4: PDO areas
PDO Strouma Velley

PDO South Black Sea coast
PDO Black Sea Region

PDO Vidin
PDO Novo Selo

PDO Pleven
PDO Lozitsa
PDO Varbitsa
PDO Lovech
PDO Russe

PDO Lyakovets
PDO Svishtov
PDO Pavlikeni
PDO Shumen

PDO Novi Pazar
PDO Veliki Preslav
PDO Khan Kroum
PDO Oryahovitsa

PDO Dragoevo
PDO Targovishte

PDO Varna
PDO Evxinograd

PDO Pomorie
PDO Sungurlare
PDO Slavyantsi
PDO Kamobat
PDO Septemvri

PDO Plovdiv
PDO Asenovgrad

PDO Karlovo
PDO Hissarya

PDO Perushtitsa
PDO Brestnik
PDO Yambol

PDO Stara Zagora
PDO Shivachevo

PDO Nova Zagora
PDO Haskovo

PDO Ivailovgrad
PDO Lyubimets

PDO Stambolovo
PDO Sakar

PDO Sandanski
PDO Melnik

PDO Harsovo
PDO Lom

PDO Montana
PDO Vratsa

PDO Pazardzhik
PDO Dragoevo
PDO Shoumen

PDO Varna
PDO Bolyarovo

PDO Sliven

In terms of regulation, the National Vine and 
Wine Chamber (NVWC) in Bulgaria is a non-
governmental association (NGO) of the profes-
sionals engaged in vine-growing and wine-
making in Bulgaria. It was established in 
February 2000 as the successor of the 
Association of Producers and Merchants of 
Wine and Spirits, founded in 1991 in succes-
sion of Vinprom. The mission of NVWC is to 
defend and promote the professional interests 
of its members as well as to guarantee and 
promote the quality, authenticity, and origin of 
wines. The NVWC and the 6 regional cham-
bers (Regional Vine and Wine Chambers – 

RVWC) namely Trakia RVWC in the town of 
Plovdiv; Mizia RVWC in the town of Pleven; 
Southeast Thracian RVWC in the town of 
Sliven; Black Sea RVWC in the town of Varna; 
Southern Black Sea RVWC in the town of 
Bourgas, Pirin RVWC in Damyanitsa village. 
They are all NGOs that aim to promote the 
development and competit iveness of 
Bulgarian vine and wine industry. They are also 
authorised to issue a certificate of origin to 
quality wines as well as a certificate of authen-
ticity to grapes varieties. The chambers set up 
tasting committees to carry out the manda-
tory organoleptic analyses. NVWC issues the 
scientific viticulture and enology journal 
(Lozarsvo & Vinarstvo) and the marketing 
magazine BGWine. Furthermore the NVWC 
defines the strategies for the development of 
vine-growing and wine-making and imple-
ments the policies in the vine and wine indus-
try.
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Finally, NVWC is an organizer and co-organiz-
er of important national and international 
events:

•	 International Viticulture and Enology Fair 
Vinaria in Plovdiv, since 1992: The exhibi-
tion, which is held annually in April attracts 
both wine producing companies and those 
engaged in production and distribution of 
machines, equipment and auxiliary materi-
als for viticulture and enology from all over 
the world. International Wine and Spirits 
Competition Vinaria is the main event in the 
support program of the fair. Annually more 
and more wines from all over the world 
compete for the prestige prize Golden Rhy-
ton which only 6 wines from all participated 
are awarded.

•	 Salon de Vin in Sofia, since 2001: The 
exhibition, held annually in November, is 
aimed at the biggest national wine market 
i.e. Sofia. Salon de Vin enjoys the interest 
of an increasing number of Bulgarian and 
foreign wine producers who annually par-
ticipate in the exhibition, demonstrating 
their premier and traditional products. The 
competition for the Golden medals of Inter-
Expo Centre and a Consumer contest are 
the main events in the support program.

•	 Defile of Young Wine in Plovdiv, since 2009: 
This is a celebration of the new vintage of 
Bulgarian wine every last weekend of 
November in the Old Town of Plovdiv. Tast-
ing, contests, lectures – all these aim at 
enlarging the wine culture of the consumers 
and demonstrating the quality of Bulgarian 
wine.

•	 Bulgarian Wine Weekend, since 2013: 
Trade tasting and master classes for 
experts – each year for a different wine 
market.

•	 Balkan Rakiya Fest, since 2013: Exhibition 
and tasting of the traditional drink rakiya.

•	 Presentations and tastings of Bulgarian 
wines in the country and internationally.

•	 Wine tours for professional, connoisseurs 
and wine lovers. Bulgaria offers destina-
tions for wine tourism.

In terms of organic wine, the first certified 
organic vineyards appeared in 2007 and 2008 
and in 2010. The total area of the vineyards 
certified for producing organic wine is still 
modest, 2 914 ha, but there is a clear trend 
towards expansion. In 2012, the country had 
produced 489 metric tonnes (mt) of organic 
wine. Five wineries are certified for organic 
wine most of them are located in southern 
Bulgaria, and only one in the northern parts. In 
the vineyards for organic wines the most 
popular varieties grown are mainly the French 
and some Italian ones in addition to Mavrud. 
There is a certain trend towards producing 
organic wine with the demand for organic 
wines globally increasing.8

PRODUCTION

After years of decline, Bulgaria’s wine sector 
started to grow in 2013 and 2014, thanks to 
increased investments in wineries and vine-
yards. Bulgaria’s 2015 wine production was 
estimated at 150 million litres. Red varieties 
(mainly Merlot, Cabernet, and Pamid) account 
for 56% of total area, with the remaining 41% 
planted to white varieties (mainly Red Misket, 
Muskat Ottonel and Rkatsiteli).

In 2015, of the total grapes, 93% was used for 
wine-making; the same share as over the last 
four years, although this represented 25% 
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growth in absolute volume due to higher sup-
ply. More importantly, 82% of all grapes pro-
cessed into wine, were managed by commer-
cial wineries versus 78% in 2012 which dem-
onstrated the expanding commercialization. 
Commercial wine-makers had 30% more of 
the grapes supply. Home-made wine making 
trend had stabilised for all processed grapes 

to about 10% (Table 5). Another positive sign 
was the stabilization of the relative share of 
commercial wine output in total at 91%-92% 
(Table 6). Eurostat data differs in absolute and 
relative terms, showing wine production at 144 
million litres (2013), compared to 123 million 
litres in 2012 or 17% higher.

Table 5: Wine production: 2008-2013

2008 2009 2010 2011 2012 2013
% change 
2013/2012

With PDO 6,558.8 4,225.0 3,048.0 2,391.1 2,245.1 2,089 -7.0

Red & Rose 5,075.4 3,857.2 2,708.5 1,995.1 1,932.4 NA

White 1,483.4 667.8 339.5 396 317.7 NA

With PDI 130,123.5 42,472.1 38,395.9 42,265.5 38,156.9 55,401.5 +45.2

Red & Rose 67,572.6 28,540.5 21,589.3 26,683.3 20,828 NA

White 62,550.9 13,931.6 16,806.6 15,582.2 17,328.9 NA

Other 1,211.4 74,583.2 57,838.2 60,323.1 86,769.1 114,956.3 +32.4

Red & Rose 838.8 37,816.1 29,923.4 32,569.8 40,228.9 NA

White 372.6 36,767.1 27,914.8 27,753.3 46,540.2 NA

Commercial Total 137,893.7 121,580.3 99,282.1 104,979.7 127,171.1 172,446.9 +35.6

Red & Rose 73,486.8 70,213.8 54,221/2 61,248.2 62,989.4 100,947

Table 6: Grape production and uses: 2011-2013

2011 2012 2013

mt % mt % mt %

Total grapes 243,839 100 260,672 100 325,596 100

Grapes for wine
manufacturing

228,451 93,6 243,585 93,4 304,090 93,3

Grapes for direct
consumption

15,388 6.3 17,087 6.5 21,506 6.6

Grapes processed at 
commercial wineries

157,945 69.2 191,923 78.8 249,637 82.2

Grapes processed 
for home-made wine

33,136 14.5 23,825 9.8 34,272 11.2

Other products 37,369 16.3 27,837 11.4 20,181 6.6

Source: Department of Agriculture data *As a share of grapes for wine production.
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As at 2016, Bulgaria had 262 wine-producing 
firms.9

Bulgarian wine producers were the first to start 
accessing funds from the new EU CAP bud-
get. Brussels approved a program to assist 
winemakers and growers for the period 2014-
2018 at €133.8 million the sector (€26.762 
million/year). Besides the current measures 
(uprooting, insurance and replacement of old 
vine stock with new plantings), winemakers 
became eligible for investment in vineyards 
and wineries, as well as green harvesting. Over 
the past period of the program 2008-2014, 
€30 million subsidies were used for planting of 
2,500 ha new vineyards and for replanting of 
166 ha old vineyards with new vines.

STOCK STATUS

Accurate and reliable official or industry infor-
mation about wine stocks is not publicly avail-
able.

DOMESTIC CONSUMPTION

Official per capita data for 2009-2013, shows 
wine consumption dropping from 6.7 litres/
capita in 2009 to 5.5 litres/capita in 2010 on 
down to 5.2 litres/capita in 2011, but bounc-
ing back to 5.5 litres/capita for 2012 and 
2013. In 2013, the best performing wines 
were the still rosé and champagne. Cabernet 
Sauvignon was the leading variety used for 
rosé. Still red wines continued to be the back-
bone of the market, mainly Cabernet, Merlot, 
Mavrud, and Syrah/Shiraz. White wines also 
performed well in 2013, with Muscat and 
Chardonnay leading in demand, followed by 
Sauvignon Blanc and Riesling.10

Wine consumption estimates vary widely from 
70 million litres to as high as 100+ million litres 
(Tables 4 and 5). Higher annual growth rates in 
value have been registered since 2005. The 
relative share of wine to total alcohol sales in 
2013 were 7.5% by volume and 13.1% by 
value; and are projected in 2018 to decline 
slightly in volume to 7.4% but to increase to 
14.5% in value (source: Euromonitor). The 
typical Bulgarian wine drinker is a man or 
women of age of 25 and above. Wine is gen-
erally associated with a higher social and 
professional status. It is considered a healthy, 
modern drink. The share of females among 
wine consumers dominates and continues to 
expand. Women are often the market drivers 
and a target group for new wines since they 
are less conservative in their wine choices. 
Urbanisation, changing lifestyle, and wellness 
trends are expected to continue to have posi-
tive effects on wine trade and consumption. 
Probably the most important trend of 
2013/2014 wine market has been the empha-
sis on quality rather than on quantity. Still red 
wines continue to be the backbone of the 
market. Most popular reds remained Cabernet 
and Merlot, followed by the local Mavrud (9% 
volume share). Next in popularity ranked 
Syrah/Shiraz (3% market share). Blends of 
established international red with local varieties 
(Mavrud, Rubin) remain a popular trend. White 
wines also performed well (2% growth) in 
2014. Muscat and Chardonnay led in demand 
with about 30% share each, followed by 
Sauvignon Blanc (11% share) and Riesling. 
Rosé and champagne reported volume growth 
of 3% in 2014 although they started from very 
low basis. Rosé wine has more promising 
prospects and wider customer base. It 
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became a popular and status drink for urban 
female year-round, especially in the summer, 
with higher-end rose performing better. 
Cabernet Sauvignon is the major variety used 
for rosé.

Commercial wine sales increased to 49.8 mil-
lion litres in 2013 as compared to 48.8 million 
litres in 2012 for 2% growth in volume 
(Euromonitor). Value of sales also increased by 
4.5% to €207 million with the unit price of wine 
higher by 2%. The current forecast is for con-
tinued increase in 2014 and 2015 by 2-3% in 

value achieving 12% growth by 2018 com-
pared to 2014. (Table 7) The significant differ-
ence between commercial wine sales and 
actual consumption, almost double, shows 
the important of non-commercial channels 
such as home-made wine, direct sales from 
private producers, and illegal market, espe-
cially in resorts during the high tourist seasons. 
On the other hand, it demonstrates the poten-
tial for commercial sales growth with gradual 
shrinking of home-made wine production and 
more stringent fiscal controls (Table 8).

Table 7: Wine Sales: 2008 - 2013
2008 2009 2010 2011 2012 2013

Wine sales (‘000l) 48,318 47,840 48,285 48.934 48.855 49.823

Off trade 38,700 38,400 38,800 39,400 39,400 40,100

% of wine sales (Vol) 80.4 80.5 80.6 80.5

On trade 9,600 9,500 9,400 9,500 9,500 9,700

% of wine sales (Vol) 19,6 19,5 19,4 19,5

Includes

Sparkling wine 3,417 3,403 3,428 4,373 3,460 3,497

Still red wine 24,100 23,806 24,029 24,379 24,234 24,665

Still white wine 20,200 20,034 20,228 20,478 20,550 21,036

Rose 453 452 455 459 468 484

Wine sales (M Bleva) 320.8 331,9 347,4 367,4 386,0 403,3

Off trade 187,0 193,2 201,7 212,8 223 231,9

% of wine sales (Value) 51,5 51,1 50,9 57,5

On trade 133.8 138.7 145.7 154.6 163.0 171.3

% of wine sales (Value) 48,5 49,9 49,1 42,5

Sparkling wine 38,9 39,7 40,8 42,4 44,0 45,3

Still red wine 146,4 150,8 157,7 166,4 174,1 181,5

Still white wine 128,5 134,2 141,6 150,8 160,0 168,3

Rose 4,2 4,4 4,6 4,9 5,1 5,3
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2008 2009 2010 2011 2012 2013

Wines sales as % of total  
alcohol sales (Volume)

6,5 7,6 7,7 7,8 7,5 7,5

Wines sales as % of total  
alcohol sales (Value)

15 15,2 15,6 13,6 13,9 13,1

Total sales of alcohol drinks 
(ml)

662,4 630,0 623,3 626,6 648,0 660,4

Total sales of alcohol drinks 
(UD$)

1,847 1,818 1,851 1,907 2,000 2,043

Source: €monitor International, September 2014.

Table 8: Wine supply and demand: 2011 – 2015 (‘000 L)
2011 2012 2013 2014 2015 

Forecast

Wine production total 118,847 137,650 188,341 127,000 135,000

Commercial wine 104,980 127,171 172,447 120,000 125,000

Home-made wine 13,867 10,479 15,894 17,000 10,000

Imports 6,980 7,064 6,541 6,000 6,500

Intra EU 6,163 5,526 5,884 5,400 5,600

Extra EU 817 1,538 657 600 900

Total supply 125,828 144,714 194,882 133,000 141,500

Exports 54,065 55,964 50,901 49,000 49,000

Intra EU 33,551 36,976 35,801 36,000 37,000

Extra EU 20,514 18,988 15,100 13,000 12,000

Local market/consumption 
and stocks

71,762 88,750 143,981 84,000 92,500

Estimated consumption 70,700 89,900 90,500 90,000 90,500

Incl commercial wine sales 48,934 48,855 49,823 50,000 51,000

Source: Department of Agriculture (Bulgaria, €monitor International, 2014 FAS/Sofia estimates.

Surprisingly, the first beer brewery was only 
built in 1876 by Swiss Germans and now there 
are 13 breweries, four owned by Molson 
Coors, two by Heineken, and two by 
Carlsberg. Cider/perry was the fastest growing 
category in alcoholic drinks in 2015. Since its 
emergence in 2011, it has registered total 

volume growth of more than 50% every year. 
With only one brand present initially, namely 
Somersby from Carlsberg Bulgaria, the three 
leading players in beer now also offer their 
own cider products. While at the beginning of 
2015 all brands were imported, in March 2015 
the Dutch group Heineken chosen Bulgaria’s 
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Zagorka brewery as its regional centre for the 
bottling and export of cider in the Balkans. 
Zagorka AD started bottling cider at its brew-
ery in Stara Zagora under the Strongbow 
brand and in March started exporting it to 
neighbouring countries.11 The off-trade contin-
ued to account for the bulk of alcoholic drinks 
volume sales in 2015. The strength of the off-
trade can be attributed to a Bulgarian prefer-
ence for purchasing alcoholic beverages to 
drink at home as retail prices are significantly 
lower than prices in bars and restaurants. The 
channel’s sales in 2015 continued to be led by 
independent small grocers, followed by other 
grocery retailers.

EXPORTS

According to the Bulgarian Department of 
Agriculture and Food (2016), more than 30 
million litres of wine of the 150 million litres 
produced in Bulgaria in 2015 will go to exports 
despite the limited market in Russia and 
thanks to record increase in exports to coun-

tries including China, the UK and Germany. 
The wine sector is one of the sectors that are 
competitive, high-tech, export-oriented and 
known in foreign markets and has the pros-
pect to grow more strongly. Bulgaria has 
upgraded facilities and technological capacity 
to produce nearly 200 million litres. A signifi-
cant trend was that many wineries are oriented 
towards manufacturing and exporting wines of 
the highest class.12 Cheaper bulk wine is sent 
to Poland and Russia.

The main export markets for fine premium 
wines is the UK, but now increasingly China, 
the US and Germany as well. Good progress 
was also recorded in export markets such as 
Slovakia, Greece and Sweden. Select wine 
makers had export successes to China and 
Japan13. Due to the challenging Russian mar-
ket, Bulgaria exported more wine to a different 
major market, Poland (see table 9). It is 
expected that this trend will continue. Russia 
was the main market for Bulgarian wines, 
typically lower-end wines.14

Table 9: Bulgaria’s wine exports ranked per importing country: 2015
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World 42,067 21,463 100 39,871 Tons 1,055

Poland 12,724 12,701 30.2 18,281 Tons 696 21 0

Russian Federation 5,892 5,892 14 5,439 Tons 1,083 12 14.1

Sweden 3,605 3,578 8.6 2,390 Tons 1,508 13 0
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UK 3,270 2,354 7.8 2,229 Tons 1,467 2 0

Romania 3,105 1,296 7.4 4,391 Tons 707 46 0

Czech Republic 1,736 1,463 4.1 1,386 Tons 1,253 26 0

Belgium 1,378 1,237 3.3 587 Tons 2,348 10 0

Germany 1,331 -757 3.2 996 Tons 1,336 3 0

China 1,104 1,104 2.6 354 Tons 3,119 4 14.7

Japan 1,035 1,035 2.5 316 Tons 3,275 6 15.6

Sources: ITC calculations based on UN COMTRADE statistics.

IMPORTS

Currently, imported wines are estimated to 
account for 10% of total wine volume sales 
although in value their share is higher (no esti-

mates available). Their market presence has 
expanded due to trade development, new 
trendy lifestyles and active promotions. French 
and Italian wines lead this category overall 
(Table 10).

Table 10: Bulgaria’s wine imports ranked per exporting country: 2015
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World 20,604 21,463 100 8,885 Tons 2,319 0

Italy 4,951 -4,286 24 2,198 Tons 2,253 2 1

France 4,568 -3,734 22.2 730 Tons 6,258 1 -1

Germany 2,088 -757 10.1 788 Tons 2,650 7 -4
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Romania 1,809 1,296 8.8 2,076 Tons 871 37 6

Spain 1,459 -1,411 7.1 1,519 Tons 961 3 -1

New Zealand 1,317 -1,311 6.4 276 Tons 4,772 8 5

Chile 1,236 -1,236 6 341 Tons 3,625 4 2

UK 916 2,354 4.4 69 Tons 13,275 11 -6

Netherlands 538 -232 2.6 74 Tons 7,270 16 0

Greece 339 -158 1.6 133 Tons 2,549 25 -4

Sources: ITC calculations based on UN COMTRADE statistics.

INTERNATIONAL POSITION

In terms of wine production, Bulgaria ranked 
21st in 2013 with a production of 130,500 mt.

GENETIC MANIPULATION AND 
BIOTECHNOLOGY

Public opinion is 
negative towards 
agricultural biotech-
nology, and is unduly 
influenced by green, 

organic, health and consumer organizations. 
Surveys show consumers against any food 
products containing biotech components. The 
media does not publish anything in support of 
biotechnology. Political parties do not show 
public support for biotechnology. Farm orga-
nizations are not united on biotech issues. For 
example, the powerful Grain Producers 
Association is against biotechnology given the 
lack of secure markets in the EU and the strin-
gent non-GE event requirements of their major 
local corn buyer, a starch manufacturing facil-
ity. Researchers are few, underfunded, and are 
not united in their position. The anti-biotech 
alliance includes Non-Governmental Organi-
zations (NGO’s) and some smaller agri industry 

groups such as organic, bee-keeping and 
small farms groups. Over the last year, this 
alliance expanded to include anti-Transatlantic 
Trade and Investment Partnership (TTIP) orga-
nizations. Some of the leaders of the organic 
and green movement are now more politically 
proactive through the Green Party. The coun-
try continues to follow a negative position on 
agricultural biotechnology production and 
supports an opt-out in cultivation. However, it 
still remains to be seen what will be the nation-
al position on trade with biotech feed and 
related products. Bulgaria used to be a leading 
country in plant biotechnology research and 
development in the mid 1990’s until early 
2000’s. Shortly before and after EU accession 
in 2007, the situation changed. Major biotech-
nology legislation was passed in 2010 follow-
ing an anti-biotechnology campaign, and the 
approved legislation is believed to be one of 
the most restrictive in the EU.15

PRICES (GRAPES, PACKAGED 
WINE, BULK WINE, SPIRITS)

Packaged wine: The unit price of wine in 2013 
was 2% higher and this was the main driver 
behind higher wine sales. Brands in the main 
price category 5-8 Blevaiii (2.56-4.10 €/bottle) 

ii 1 Bulgarian Lev (Bleva)=R7.9
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increased for all types of wine at the expenses 
of lower-end wines. The share of quality wines 
was 5% for red and 4% for white and rose 
wines. Economic struggles pushed lower-end 
wine consumers to home-made wines or to 
lower-end spirits.

TAXES, PRODUCER INCOME AND 
STATE REVENUE

Table 11 depicts the taxation and duty levies 
levied in 2013:

Table 11: taxation and duty levies on wine, 2013
Excise tax all wine 0%

Sales tax/VAT/all wine 20%

Import tax still wine 9.90 – 32.00 €/hl

Typical wholesaler wine mark-up 9%

Typical retailer wine mark-up 23%

Selling margins of typical wine brand 
as a % of retail value in case of using 
of wholesaler

Selling margins of typical win brand 
as a % of retail value in case of not 
using a wholesaler

VAT 13.8 13.9

Retailers 27.2 27.2

Distributor 15.6

Excise 11.3 15.3

Manufacturer 32.2 43.7

Total 100 100

Tables 12-14 depict the excise duties on wine, beer and fermented drinks.

Table 12: Excise duties: Wine16

Standard Rates Reduced Rates

Still Wine Sparkling Wine Still Wine – Sparkling Wine

Art 8.1 of directive 92/83/
EEC

Art 8.2 of Directive 92/83/
EEC

Not Exceeding 8.5% vol

Art 9.3 of Directive 92/83/
EEC

Min Excise duty adopted 
by the Council on 
19.10.92

€0/hl of product €0/hl of product €0/hl of product

MS NatCurr Excise duty/hl VAT% Excise duty/hl VAT% Excise duty/hl VAT%

NatCurr € NatCurr € NatCurr €

BG BGN 0 0 20 47.38 10.73 20



21

Table 13: Excise duties: Beer17

Standard Rates Reduced Rates

Min Excise duty 
adopted by the 
Council on 19.10.92

€0,748/hl/degree Plato of 
finished product

€1.87/hl/degree of alcohol 
of finished product

Rate may not be set more than 
50% below the standard 
national rate

MS NatCurr Excise duty/hl/
degree Plato

VAT% Excise duty/hl/
degree Plato

VAT% Excise duty/hl/degree 
Plato

VAT%

NatCurr € NatCurr € NatCurr €

BG BGN 1.50 0.767 20 0.75 0.38 20.0

Table 14: Excise duties: Fermented beverages other than wine and beer18

Standard Rates Reduced Rates

Other still fermented Other Sparkling fermented Other still fermented bever-
ages. Other sparkling fer-
mented beverages.

Art 8.1 of directive 92/83/
EEC

Art 8.2 of Directive 92/83/
EEC

Not Exceeding 8.5% vol
Art 9.3 of Directive 92/83/
EEC

Min Excise duty adopted 
by the Council on 
19.10.92

€0/hl of product €0/hl of product €0/hl of product

MS NatCurr Excise duty/hl VAT% Excise duty/hl VAT% Excise duty/hl VAT%

NatCurr € NatCurr € NatCurr €

BG BGN 0 0 20 0 0 20

FORECASTS

The future bodes well for Bulgarian wine 
although it is facing stiff competition in the 
global and domestic market. Improved regula-
tion and planting practices as well as invest-
ment and EU sponsored development pro-
grammes augur well for the future. Over the 
period 2016 - 2017 wine is expected to record 

a total volume compound annual growth rate 
(CAGR) of 1%, slightly slower than preceding 
period due to a more developed industry (pre-
vious growth was from a low base) and a 
fairly limited local market.19 Growth will also be 
driven by new product launches, together with 
the further development of Bulgaria as a 
popular tourist destination.
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HUNGARY

Figure 2: Wine Regions of Hungary20

BRIEF BACKGROUND

Like Bulgaria and Romania and other former 
East European communist countries, Hungary 
is still regarded as an emerging wine-produc-
ing country. In the 18th and 19th centuries, 
Hungary was among the pre-eminent produc-
ers of European wine; indeed, the north-east 
region of Tokaj-Hegyalja was the world’s first 
classified vineyard (in 1772). Before commu-
nism fell in 1989, wine was viewed as simply 
a crop like grain or potatoes to be supplied to 
Russia and other communist states. The state 
monopoly handled all wine sales and distribu-
tion and, although much of the vineyard land 
remained in private hands, many vines were 
planted in unsuitable areas. Quantity reigned 

over quality and wine brands, including Tokaj 
lost their value. Now, Hungary is finally becom-
ing an exciting place for wine, due to new 
investment and the efforts of a new generation 
of oenologists re-establishing important 
Hungarian varietals such as the white Furmint 
and Hárslevelü and the peppery, red 
Kadarka.21

Hungary is in the middle of the Carpathian 
Basin, surrounded by high mountains. The 
growing season can be notably long. There 
are at least 22 historic wine regions in Hungary, 
extending nationally. On the shores of Lake 
Balaton are many important and increasingly 
modernised vineyards, with Badacsony on the 
westernmost part of the northern shore and 
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Balatonfüred-Csopak at the north-eastern 
end. On the right bank of the Danube (Duna) 
in the south of the country are Szekszárd, 
Villány and Pécs in the Mecsek hills, once 
famous for its Olaszrizling. Across the Danube 
from here is Hungary’s famous Great Plain, or 
Alföld, a flat, sandy expanse populated largely 
by itinerants and horses. Vines joined them in 
quantity soon after phylloxera invaded the 
country (phylloxera cannot thrive in sand). This 
is the source of Hungary’s bulk of basic blend-
ing wine although it can produce some good-
value international varietals, Hajós-Baja, 
Kunság and Csongrád. The rest of Hungary’s 
vineyards are in the north west of the country. 
In the Mátra foothills, vines are protected from 
cold winds by the Northern Massif. To the east 
is the historic town of Eger, whose most 
famous wine, Egri Bikavér, was sold for years 
on export markets as red, sometimes powerful 
but often not, Bull’s Blood. The Egervin 
Vineyard Company, the old monopoly revital-
ised by a US$10 million injection of capital, has 
been trying to forge a new, controlled, recog-
nisable identity for Bull’s Blood. GIA, founded 
by the late Tibor Gál, is just one winery pro-
ducing impressive Pinot Noir here too.

Hungary’s most famous wine by far is made in 
Tokaj. Tokaji, the wine named after the town of 
Tokaj was in its time the world’s greatest sweet 
white wine, made from nobly rotten grapes as 
early as 1650 according to local history. Of all 
Hungarian wine regions, this one has attracted 
most attention from outside investors. Wines 
made since the early 1990s are expected to 
have much more distinct, ‘cleaner’ (perhaps 
more Sauternes-like and less Hungarian) fla-
vours than their predecessors, which were 

effectively thrown into a communal blending 
vat by the state monopoly. All of them are 
bottled in a distinctive half-litre clear glass 
flask.22

AREA UNDER VINES

Hungarian vineyard area was estimated at  
56 000 ha in 2015. The top wine regions are

1. Eger is in the north, about 138km northeast 
of Budapest. Grapes grow natively on 
Eger’s rolling terrain; in fact, scientists actu-
ally identified a 30 million-year-old wine 
grape fossil in Eger, among the modern-
day vineyards. Eger is best known for two 
of its native blends: the Bikavér, or Bull’s 
Blood (a red blend), and the Egri Csillag, or 
Star of Eger (white blend).

2. Tokaj is Hungary’s most famous wine 
region, the oldest classified wine region in 
the world, a Unesco World Heritage Site, 
and home to the world’s first noble rot 
wine, sweet golden Tokaji Aszú. The region 
is made up of 28 towns scattered along 
rolling hills and nestled between two rivers, 
the Tisza and the Bodrog. The rivers create 
a special microclimate in the area with high 
levels of moisture in the air, offset by wind 
and abundant sunshine. This creates opti-
mal conditions for botrytized wines

3. Villány is a warm region in the southern-
most tip of Hungary, famous for its opulent 
red wines. It is 225km south of Budapest, 
near Hungary’s border with Croatia. The 
sub-Mediterranean climate is particularly 
ideal for making wine, with long hot sum-
mers and mild winters. The wines here are 
world-class, structured and elegant, with 
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good tannins and a balance of fruit and 
earth. Native grapes are grown volcanic 
soils; include Portugesier and Kékfrankos, 
but many producers focus on red Bor-
deaux varieties, like Cabernet Franc, Cab-
ernet Sauvignon, and Merlot. Several inter-
national critics in the 2000’s have said that 
Cabernet Franc has found its new home in 
Villány.

4. Nagy Somló is Hungary’s smallest wine 
region comprising 300ha. Somló is located 
on an extinct volcanic butte about 144km 
west of Budapest. The bedrock is black 
basalt, the remnant of ancient lava flows, 
and above it lies a topsoil with loess, clay 
and sand. The unique terroir makes some 
of the smokiest, most interesting white 
wines in the world.

CULTIVARS

Hungarian wines face an uphill competition 
from far better known wine producing coun-
tries in its immediate vicinity. Also it is still 
recovering from the practices under commu-
nism when many of the vines in the area were 
dug up and built over but producers are 
reclaiming patches of earth and the region is 

undergoing something of a revival. An example 
is Kadarka which, although previously used for 
bulk production and difficult to make, can 
produce wines of Pinot Noir-like character. 
Kadarka also has a useful role to play in the 
Szekszard version of Bikavér or bull’s blood 
where it can lend perfume and freshness 
which differentiates the wine from its more 
famous cousin in Eger.23 Kadarka was once 
Hungary’s signature red grape variety, although 
it has been a casualty as growers have 
increasingly planted the internationally better 
known varieties Cabernet, Merlot and Pinot 
Noir.

The country’s legacy of native vine varieties is 
distinctive, rich and diverse, encompassing 
light-skinned grapes such as Ezerjó, Furmint, 
Hárslevelü, Irsai Olivér, Juhfark, Kéknyelű and 
various Muscats. Olaszr iz l ing is the 
Welschriesling of Austria, Szürkebarátis the 
Hungarian name for France’s Pinot Gris, 
Tramini is Traminer and the grapey Leányka is 
originally from Transylvania. Kékfrankos (some-
times called Nagyburgundi) and Portugieser 
(previously known as Kékoportó) are also to be 
found on labels of wines exported from 
Hungary, some in considerable quantity.

Hungary’s most famous wine by far is made in 
the north-east Tokaj region. The main ingredi-
ents are Hárslevelü and, especially, Furmint, 
with some Muscat Blanc à Petits Grains 
(Sárgamuskotály) grapes. The local conditions 
around the 27 Tokaj villages in this much pro-
tected corner of middle Europe are such that 
in a good year the best are affected by noble 
rot, here called aszú, and can reach excep-
tional sugar levels. They range from dry to 
quite extraordinarily sweet with the following 
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descriptions: Szamorodni (in which there is no 
selective picking of grapes affected by noble 
rot), dry or sweet; then Aszú 3, 4, 5 or 6 
Puttonyos, 6 being the sweetest. (A puttonyo 
is the traditional term used as a measure for 
the sweet grape paste, made from pulverised 
botrytised grapes, added to wine made from 
unaffected grapes before a slow second fer-
mentation, though the timing of this addition 
may vary.) Eszencia is rare grape sugar 
essence made from the free-run juice from the 
botrytised grapes that are used to make Aszú 
paste.

With the advent of younger wine makers there 
is now a range of inexpensive quality, varietals 
notably Chardonnay, Sauvignon Blanc, Pinot 
Noir, Cabernet and Merlot, which have been 
increasingly joined by the likes of Hárslevelü, 
Irsai Olivér, Furmint and Leányka among 
whites and Kékfrankos (Austria’s Blaufränk–
isch) and Portugieser among reds. Approxi–
mately 70% of Hungarian wine is white, 28% 
red, and less than 2% rosé. Reds are less 
distinctive but made with increasing compe-

tence. Young Kékfrankos can be particularly 
juicy and appetising. Hungary has a strong 
capacity for making whites with strength of 
flavour and reds with elegance. There is also 
now a trend for lighter, often unoaked 
Cabernet Francs in Villány. Cabernet Franc is 
not yet widely planted but it has been picked 
out as a variety producers want to champion.

CERTIFICATION SYSTEMS

The National Council of Wine Communities 
(Hegyközségek Nemzeti Tanácsa –HNT) was 
founded in March 1996. Its 23 members rep-
resent the 313 Hungarian wine communities. 
It is a body that aims to promote and develop 
the Hungarian wine sector and coordinates 
the technical and economic interests of the 
wine regions. Of the total area under vines in 
Hungary, wine communities control about 
76,000 ha (60%). Tables 15 and 16 depict the 
traditional terms for Hungarian wine as referred 
to in Article 118 of the EC regulation 
1234/2007.

Table 15: Traditional terms as referred to in Article 118u(1)(a) of Regulation (EC) No 
1234/200724

Name PDO Description

Minőségi bor PDO(1) Means ‘quality wine’ and designates PDO wines

Védett eredetű bor PDO(1) Designates wine with protected origin

Tájbor PGI(1) Means ‘county wine’ and designates PGI wines
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Table 16: Traditional terms as referred to in Article 118u(1)(b) of Regulation (EC) No 
1234/200725

Product PDO/PGI Description

Aszú (3)(4)(5)(6) puttonyos PDO (1) Wine made by pouring new wine, must or new wine in fermentation 
onto botritysed (aszú) berries, aged for at least three years (two year in 
barrel). The levels of sugar and sugar free content are also set. It can 
only be used with the PDO ‘Tokaj.

Aszúeszencia PDO (1)

Bikavér PDO (1) Red wine from three varieties at least, aged in wooden cask for 12 
months at least, further specifications can be set by local regulations. It 
can only be used with the PDOs ‘Eger’ and ‘Szekszárd’.

Eszencia PDO (1) The juice of botritysed (aszú) berries which runs off naturally from the 
vats in which they are collected during harvesting. Residual sugar 
content: 450 g/l at least. Sugar free extract: 50 g/l at least. It can only 
be used with the PDO Tokaj.

Fordítás PDO (1) Wine made by pouring wine onto pressed aszú pulp of the same vin-
tage, aged for at least two years (one year in barrel). It can only be used 
with the PDO ‘Tokaj.

Máslás PDO (1) Wine made by pouring wine onto lees of Tokaj Aszú wine of the same 
vintage, aged for at least two years (one year in barrel). It can only be 
used with the PDO Tokaj.

Késői szüretelésű bor PDO (1) / PGI 

(1)

Late harvest. The sugar content of the must is at least 204,5 g/l

Válogatott szüretelésű bor PDO (1) / PGI 

(1)

Wine made of selected berries. The sugar content of the must at least 
204,5 g/l

Muzeális bor PDO (1) / PGI 

(1)

Wine aged in bottle at least for five years.

Siller PDO (1) Red wine with very bright colour due to short maceration time

Table 17: Wine regions and area under vine per region: (ha 2011-2016)26
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Badacsonyi 1422.0796 1424.7374 1428.3173 1379.3915 1453.0895 1613.16

Balatonboglári 3127.2787 3264.2355 3152.4001 3041.8878 3190.8174 3221.68

Balatonfelvidéki 832.5366 832.5366 824.3717 804.4108 977.2415 1022.28

Balatonfüred-

Csopaki

1969.34679 1972.70099 1951.9195 1780.7179 2077.6191 2143.39

Bükki 970.2546 969.7894 984.601 951.783 820.1635 1047.64
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Csongrádi 1117.7126 1118.5579 1144.7451 1174.4926 1264.0877 1504.41

Eger 5335.3639 5338.3533 5285.8442 5229.1702 5416.4909 5511.01

Etyek-Buda 1496.1924 1509.2135 1504.4483 1534.4903 1648.288 1675.07

Hajós-Bajai 1873.75557 1942.47157 1926.7721 1855.3675 2005.8627 1960.44

Kunsági 20365.39196 20377.33696 20223.903 19798.6289 21660.9323 22225.13

Mátrai 5983.6504 5985.3073 5922.5262 5677.2685 6123.4208 6278.97

Móri 571.4754 571.4754 557.6303 572.1406 581.7296 724.05

Nagy-Somlói 553.41865 557.87865 563.4663 509.3196 598.1989 598.33

Neszmélyi 1453.41058 1453.41058 1444.3542 1395.5096 1344.9902 1586.48

Pannonhalmi 638.1853 638.1853 621.3536 629.0583 630.6075 614.1

Pécsi 652.3971 663.3571 654.6261 613.8243 707.0801 764.79

Soproni 1630.6886 1631.0186 1633.3818 1617.1562 1752.2785 1826.21

Szekszárdi 2153.52454 2234.27074 2166.5889 2128.3035 2352.881 2333.03

Tokaji 5723.75778 5716.08618 5801.46188 5633.4493 5534.3004 5991.79

Tolnai 2420.1149 2420.2349 2363.2181 2327.2114 2443.9681 2445.43

Villányi 2483.1673 2487.6064 2476.9809 2455.3115 2495.6072 2573.58

Zalai 833.21494 833.27374 836.59814 821.4355 1386.6998 1569.07

Total 63606.91821 63942.03801 63469.50872 61930.3288 66466.3547 69230.04

PRODUCTION

Hungary’s official list of wine regions is defined 
by a ministerial decree. The current list 
includes 22 wine regions, which are usually 

grouped into five to seven larger regions and 
together they produce around 2.9 million hl 
per year on average: 27
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Figure 3: Sub-Regions28

1. Balaton, with sub-regions with the main 
variety being Olaszrizling

•	 Badacsony: volcanic soils, full-bodied 
whites with considerable acidity; Kéknyelű 
grapes.

•	 Balatonboglár: full-bodied whites and reds 
with moderate acidity.

•	 Balaton-felvidék: volcanic soils, full-bodied 
whites with considerable acidity.

•	 Balatonfüred-Csopak: terra rossa soils, 
full-bodied whites with considerable acidi-
ty.

•	 Nagy-Somló (or Somló): volcanic soil, full-
bodied whites with high acidity: 
Olaszrizling, Hárslevelü, Furmint.

•	 Zala: mainly white wines.

2. Duna, with sub-regions (fresh and light 

wines)

• Csongrád

• Hajós-Baja

• Kunság

3. Eger, with sub-regions

• Bükk: mainly white wines.

• Eger: fresh whites from Leányka and 
Királyleányka, full-bodied whites: 
Olaszrizling and Chardonnay. Home of the 
Egri Bikavér (bull blood of Eger), an ele-
gant red blend, mainly based on 
Kékfrankos. Good Pinot Noirs.

• Mátra: elegant and full-bodied whites, 
grown on volcanic soil: Müller-Thurgau, 
Olaszrizling, Chardonnay.

4. Észak-Dunántúl, with sub-regions



29

• Neszmély: fresh and aromatic whites.

• Etyek-Buda: fresh white wines, with con-
siderable acidity.

• Mór: volcanic soil, full-bodied whites. Main 
variety: Ezerjó.

• Pannonhalma: full-bodied whites.

• Sopron: elegant reds (mainly Kékfrankos).

• Pannon, with sub-regions

• Pécs: mainly whites. Traditional variety: 
Cirfandli

• Szekszárd: full-bodied reds: Szekszárdi 
Bikavér and Kadarka, Kékfrankos, 
Cabernet, Merlot

• Tolna

• Villány: robust, full-bodied, spicy reds. 
Main varieties: Blauer Portugieser, 
Cabernet Sauvignon, Cabernet Franc, 
Merlot and occasionally Pinot Noir.

5. Sopron

6. Tokaj, Hungary’s most famous wine region 
at the foothills of the Zemplén Mountains of 
the far north of the country; long warm 
autumns and mists that come in from the 
River Bodrog, creating perfect conditions 
for noble rot. This can contribute towards 
creating the botrytised (‘aszú’) grapes for 
which the region is famous. These are indi-

vidually picked as late as mid-November 
into buckets (puttonyos) and crushed to a 
paste. Varying amounts of this aszú paste 
are then added to non-aszú must or wine 
made from a mix of Furmint, Hárslevelü, 
Muscat Blanc à Petits Grains, Kövérszőlő 
or Zéta grapes, and left to ferment. The 
resulting wine is then aged in relatively small 
barrels in a labyrinth of cellars in the soft 
volcanic tuff, on whose walls thick blankets 
of fungus regulate the humidity. Given that 
aszú conditions only happen in perhaps 
three vintages per decade, dry Furmint is 
also produced. Grapes grown include 
Hárslevelü, Muscat Blanc, Kövérszőlő and 
Zéta.

In 2014, like the rest of the EU (where overall 
wine production was down after a cold winter 
crippled vines, hailstorms ravaged vineyards, 
and rain in August delayed ripening), Hungary 
saw a decline in production of 10% to about 
260 million litres, as a result of a rainy autumn 
and grape infection by powdery mildew and 
other fungal diseases (see table 18). Quality 
was satisfactory, especially for rosé and white 
premier wines. Production picked up again in 
2015 with a total measured of 277 mil- 
lion litres. Tokaj Kereskedoház continued to  
lead wine in 2015 with an 8% total volume  
share.29

Table 18: Wine production 2011-2015
Year HL

2011 2,508,254

2012 1,765,242

2013 2,644,449

2014 2,426,814

2015 2,774,991



30

STOCK STATUS

Accurate and reliable official or industry infor-
mation about wine stocks is not publicly avail-
able.

DOMESTIC CONSUMPTION

Hungary’s annual per capita wine consump-
tion stands at 24-26 litres. In Hungary, the 
decades-long decline in wine consumption 
has slowed during the past several years, 
thanks to a stronger demand for quality and 
imported wines, as well as to the increase in 
beer prices. Homemade wine represents 20% 
of total consumption and is forecast to grow 
because of the deepening economic crisis. 
Hungarian consumers purchase their wine 
mostly in hypermarkets and supermarkets. 
Due to national promotions and an expanding 
range of good quality wines, wine consump-
tion continued to become more fashionable 
among wealthier consumers resulting in rising 
demand for premium and super premium still 
light grape wine. Sparkling wine also became 
more popular, resulting in continued growth in 

sales. Nevertheless, demand for cheap and 
mid-priced wines was stronger than domestic 
supply and so the share of imported economy 
wines remained significant.30

EXPORTS

Hungary’s wine exports increased by 5.3% to 
58 million litres (valued at US$89 million) in 
2014, thanks to increased volumes to the 
Czech Republic (+30 %), the UK (+41%), and 
Lithuania (+12%). Germany (13 million litres 
valued at US$17 million), Czech Republic 
(10.8 million litres valued at US$11 million), 
Slovakia (7.8 million litres valued at US$8 mil-
lion), the UK (6.5 million litres valued at 
US$13.4 million), and Lithuania (4.7 million 
litres valued at US$2.8 million) were the lead-
ing destinations for Hungarian wines (see table 
19). Exports to the US decreased by 10% to 
378,258 litres valued at US$2.4 million.31

The Hungarian Government has budgeted €3 
million for wine export promotion in Russia, 
Japan, China, the US and Canada for 2013-
2016.

Table 19: List of leading import markets for wines from Hungary, 2015
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Czech Republic 12,339 15.2 14,683 Tons 840 3 8
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Slovakia 7,297 9 7,601 Tons 960 -3 -6

China 3,743 4.6 1,182 Tons 3,167 7 16

Poland 3,316 4.1 1,808 Tons 1,834 -7 -8

Romania 3,240 4 2,482 Tons 1,305 59 81

Canada 2,691 3.3 944 Tons 2,851 -1 3

France 2,423 3 200 Tons 12,115 7 -2

Sources: ITC calculations based on UN COMTRADE statistics.

IMPORTS

Hungary’s wine imports decreased by 18% to 
35.7 million litres (valued at US$29million) in 
2014, mainly because of the reduced supply 

from Italy (-13%), France (-64%), and Slovakia 

(-90%). Italy (31.8 million litres valued at 

US$16.9million) remained the major supplier 

to the Hungarian market. 32

Table 20: Leading supplying markets for wines to Hungary, 2015 
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World 20,599 100 19,652 Tons 1,048 0

Italy 10,559 51.3 14,699 Tons 718 1 0

Germany 4,231 20.5 2,080 Tons 2,034 -4 0

France 2,302 11.2 290 Tons 7,938 -1 0

Spain 1,566 7.6 1,985 Tons 789 -1 0

UK 410 2 129 Tons 3,178 -6 0

Czech Republic 248 1.2 77 Tons 3,221 -5 0

Greece 224 1.1 98 Tons 2,286 -4 0

Portugal 189 0.9 68 Tons 2,779 -2 0

Chile 183 0.9 77 Tons 2,377 2 2.6

Netherlands 104 0.5 11 Tons 9,455 0 0

US 97 0.5 7 Tons 13,857 3 5.5

Sources: ITC calculations based on UN COMTRADE statistics.
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INTERNATIONAL POSITION

Hungary ranked 16th globally with 261,800 hl 
(2013) and 17th in 2014 in terms of wine pro-
duction. In similar tradition to other former 
communist proxy countries like Romania and 
Bulgaria, Hungary is also in the process of 
opting for quality over quantity.

GENETIC MANIPULATION AND BIO-
TECHNOLOGY

In Hungary as is the case with other EU coun-
tries, there is a growing anti-GMO movement. 
Hungary aims to be the first EU nation to end 
the cultivation of genetically modified crops. In 
2015, the EU decided to allow its member 

states to ban genetic modification in their 
respective agriculture industries. The Hungar-
ian government will introduce a new labeling 
system to identify products such as meat, fish, 
eggs, milk, and honey that has been certified 
as GMO-free and livestock have been fed 
GMO-free food. Additionally, Hungary’s Minis-
ter of Agriculture has launched the Alliance for 
a GMO-free Europe initiative to encourage 
other countries in the EU to become GMO-
free zones as well.33

Hungary is one of the major European produc-
ers of corn, wheat, rapeseed and sunflower. 
The country had opposed the use of geneti-
cally engineered (GE) plant varieties well before 
its EU membership in 2004.34

Table 21: Excise duties: Wine35

Standard Rates Reduced Rates

Still Wine Sparkling Wine Still Wine – Sparkling Wine

Art 8.1 of directive 92/83/
EEC

Art 8.2 of Directive 92/83/
EEC

Not Exceeding 8.5% vol

Art 9.3 of Directive 92/83/
EEC

Min Excise duty adopted 
by the Council on 
19.10.92

€0/hl of product €0/hl of product €0/hl of product

MS NatCurr Excise duty/hl VAT% Excise duty/hl VAT% Excise duty/hl VAT%

NatCurr € NatCurr € NatCurr €

Hungary HRK 25 25.00

PRICES (GRAPES, PACKAGED WINE, BULK WINE, SPIRITS)
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Table 22: Excise duties: Beer36

Standard Rates Reduced Rates

Min Excise duty 
adopted by the 
Council on 19.10.92

€0,748/hl/degree Plato of 
finished product

€1.87/hl/degree of alco-
hol of finished product

Rate may not be set more than 
50% below the standard national 
rate

MS NatCurr Excise duty/hl/
degree Plato

VAT% Excise duty/hl/
degree Plato

VAT% Excise duty/hl/degree 
Plato

VAT%

NatCurr € NatCurr € NatCurr €

Hungary HRK 40.00 5.24 25.00 5,000hl 20.00 2.62* 20.0

25,000hl 22.00 2.88*

75,000 hl 24.00 3.14*

125,000hl 26.00 3.40*

*Excise duty rate for “Independent small breweries” valid from 1st January 201637

Table 23: Excise duties: Fermented beverages other than wine and beer38

Standard Rates Reduced Rates

Other still fermented Other Sparkling fermented Other still fermented bever-
ages. Other sparkling fer-
mented beverages.

Art 8.1 of directive 92/83/
EEC

Art 8.2 of Directive 92/83/
EEC

Not Exceeding 8.5% vol
Art 9.3 of Directive 92/83/
EEC

Min Excise duty adopted 
by the Council on 
19.10.92

€0/hl of product €0/hl of product €0/hl of product

MS NatCurr Excise duty/hl VAT% Excise duty/hl VAT% Excise duty/hl VAT%

NatCurr € NatCurr € NatCurr €

Hungary HRK 0 0 25 0 0 25.00

No other taxes apply.

PRODUCER INCOME AND STATE 
REVENUE

Hungarian wine exports generated approxi-
mately €85 million in state revenue in 2014.

FORECASTS

Wine is expected to continue its recovery. This 
will be driven by a more stable economy and 
rising disposable incomes, coupled with the 

increasing popularity of wine as an alcoholic 
drink of choice. However, demand for cheap 
economy products may only fall slowly and so 
imports will remain influential. The variety, price 
and quality range of wine is set to expand 
further as premium products are enjoying 
growing demand from wealthier consumers.39

Stimulating growth, the Hungarian wine indus-
try has a new industry inclusive (growers, 
regulators, market, teaching) marketing and 
industry development strategy in its endeavour 
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to improve exports and quality. The National 
Council of Wine Communities (HNT), in coop-
eration with the Ministry of Agriculture, pre-
pared the Hungarian grape and wine sector 
strategy. The pillars are as follows:

1. Operational Programme and organiza-
tional development of the system of Com-
munity wine marketing and a single mar-
keting strategy for the industry, exploring 
new markets.

2. Intellectual property and brand protection.

3. Vertical coordination, integration and mar-
ket building and better alignment between 
growers and the market.

4. Ensuring Financial Sustainability including 
sector-specific credit lines.

5. Stop the reduction in growing areas 
including strengthening the security of the 
grape growers’ income and assets.

6. Explore new fertile sites for the mainte-
nance of viticulture. The grapes cultivated 
ingredients and regional identity-forming 
element and protect the interests of farm-
ers beyond the plantations and launch a 
new program to monitor the market in 
wine at the National Wine Expert Commit-
tee (OBB) and the National Food Chain 
Safety Office.

7. Self-Reliance: The remote villages should 
developed fora where the concerns of 
members can be voiced, ensure that 
grants are well used, knowledge transfer 
takes place and sustainable farming prac-
tices are encouraged.

8. Self-regulation: A community system of 

industry self-regulation based on inter-
branch organizations more emphasis was 
placed after the last CAP reform.

9. Improving education and training stan-
dards, efficiency and encouraging intern-
ships abroad is encouraging.

10. Recognising the need to create institution-
alized coordination research participating 
in international research on amongst oth-
ers the impact of climate change and 
research into organic production and envi-
ronmental protection.

11. Establish relations among professional 
organizations and government bodies 
(domestic and international).

12. Regional thinking through strengthening 
the institutional system.

13. Raising the general standard of Hungarian 
wine culture including cooperation 
between HNT and educational institutions 
and responsible drinking programmes 
from an early age40.

Some of the challenges the industry faces is 
that most Hungarian wineries are severely 
underfunded as the production system contin-
ues to adapt to private enterprise. Most of the 
newer equipment has been provided by west-
ern investment, sometimes with only one 
intermediary between a British supermarket 
shelf and the imported tank press. It will take 
time and investment before wine drinkers 
outside Hungary come to demand Hungarian 
wine by these appellations. It is still too early in 
Hungary’s reconstruction to make long-term 
generalisations about the aptitude of various 
regions for different varieties and wine styles.
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ROMANIA

Figure 4: Romania41

BRIEF BACKGROUND

Romania, a member of the International 
Organisation for Vine and Wine since 1927, 
has one of the oldest wine making traditions in 
the world with earliest sign of viticulture dating 
back more than 6,000 years. Since the medi-
eval period, wine has been the traditional 
alcoholic beverage of the Romanians. With the 
immigration of the Saxons many variations of 
Germanic grape vines were introduced. In the 
19th century, most of these grape vines were 
replaced by grapes from Western Europe. In 
the 1880s, phylloxera arrived in Romania from 

North America and wiped out a majority of 
Europe’s vineyards, including those in 
Romania. Eventually, many of the Romanian 
vines were replaced by those imported from 
France and other foreign nations, such as 
Merlot, Chardonnay, and Pinot Noir42.

Climatically, Romania’s hot dry summers and 
geographical location proved to be successful 
and the grape vineyards thrived. Situated in 
the south-eastern corner of Europe where the 
Blue Danube opens into the Black Sea, legend 
says that Dionysus, the Thracian god of wine, 
lived on these lands. Today, vineyards are 



36

present in all corners of the country from 
Transylvania to the Danube delta in what has 
been called Europe’s last great unspoiled 
frontier. Indigenous grapes and international 
varieties flourish here at the same latitude as 
Europe’s finest wine regions including 
Bordeaux, Burgundy and Piemonte. Plantings 
are influenced by both the terroir and individ-
ual winemakers.43

AREA UNDER VINES

Romania is a viticultural power among world 
countries, with an area of over 180 000 ha 
planted with vine. The area under vine by 
region is tabled in Table 24 while table 25 
depicts the change in ha of vine for the period 
2007-2014.

Table 24: Area under vine, by main wine regions, 2014 (%)

Area %

Moldova 38%

Muntenia & Oltenia 29%

Danube Terraces 13%

Dobregea 9%

Crisana-Maramures 5%

Transylvania 4%

Banat 2%

Source: MADR.

Table 25: Area under vine 2007-2014 (‘000 ha)

2007 180.4

2008 181.5

2009 181.8

2010 181.6

2011 181.0

2012 183.2

2013 183.3

2014 182.8

Source: MADR.
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Table 26: Area under various varieties (2014)44

Varietal Area under vine (ha)

Fetească Regală 12,972,56

Fetească Albă 12,850,58

Merlot 11,407,38

Aligoté 6,567,80

Riesling 6,333,12

Sauvignon 4,973,38

Cabernet Sauvignon 4,832,71

Muscat Ottonel 3,987,15

Rosioara 2,876,13

Babească Neagră 2,770,97

Fetească Neagră 2,348,91

Altele 108,819,05

Total 182.8 

CULTIVARS

Romania’s most cultivated grape varieties are 
white wines, including Fetească Albă, 
Fetească, Pinot Gris, Muscat, Sauvignon 
Blanc, Chardonnay, Riesling, Regală, Aligoté, 
Tămâioasă Românească, Grasă de Cotnari, 
Galbenă de Odobeăti. The main grape variet-
ies for red wines are Merlot, Cabernet 
Sauvignon, Băbească Neagră, Fetească 
Neagră, Pinot Noir, and Busuioacă de Bohotin. 
Fetească is the most proliferate and known 
typical Romanian wine. Zaibăr is a Romanian 
wine produced in Oltenia, a region in the 
southwest of the country. The colour of the 

wine is dark red similar to Sânge de Taur (Bull’s 
Blood) from Vrancea County. Native varieties 
are Reds: Feteasca Neagra, Babeasca, 
Mustoasa de Maderat, Negru de Dragasani; 
Whites: Feteasca Regala, Feteasca Alba, 
Galbena de Odobesti, Zghihara de Husi and 
Aromatic wines: Tamaioasa Romaneasca, 
Busuioaca de Bohotin (list not exhaustive).45 
International red varieties are Pinot Noir, 
Merlot, Cabernet Sauvignon, Dornfelder, 
Syrah, Burgund and for rose: Merlot Rosé, 
Burgund Rosé, Traminer Rosé. For whites it 
includes Chardonnay, Sauvignon, Muscat 
Ottonel, Pinot Gris, Aligoté, and Traminer.

CERTIFICATION SYSTEMS

The following regulatory bodies exist related to 
certification and control:

•	 State Inspection for Technical Vine and 
Wine Control, engaged in vine planting 
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authorization and certification, using the 
planting rights granted from reserves, and 
is made at regional level with technical 
control inspection of wine within the Coun-
ty Agricultural Direction.

•	 National Office for Vine and Wine Products, 
responsible at national level for granting 
and managing the planting rights for vine-
yards with wine grapes.

•	 Paying and Intervention Agency for Agricul-
ture, involved in the use of planting rights 
by controlling the areas with vineyards 
established by accessing support pro-
grams carried out with community funds.46

Tables 27 and 28 depict the traditional terms 
for Romanian wine as referred to in Article 118 
of the EC regulation 1234/2007.

Table 27: Traditional terms as referred to in Article 118u(1)(a) of Regulation (EC) No 1234/200747

Name PDO Description

Rezervặ, Romanian PDO / PGI (1) Wine matured at least 6 month in oak vessel and aged in 
bottle at least six months.

Vin de vinotecặ, Romanian PDO (1, 15, 16) Wine matured at least one year in oak vessel and aged in 
bottle at least four years.

Vin tânặr, Romanian PDO / PGI (1) Wine marketed by the end of the year in which it was 
approved.

Table 28: Traditional terms as referred to in Article 118u(1)(b) of Regulation (EC) No 1234/200748

Name PDO Description

Vin cu denumire de origine 
controlată (D.O.C.), supplemented 
by: – Cules la maturitate deplină – 
C.M.D. – Cules târziu – C.T. – 
Cules la înnobilarea boabelor – 
C.I.B.

PDO (1, 3, 8, 15, 16) Romanian Wines bearing a designation of origin are 
wines produced from grapes obtained in delimited areas 
characterised by climate, soil and exposure conditions 
which are favourable for the harvest quality and respect 
the following requirements: (a) the grapes from which the 
wine is produced come exclusively from the respective 
delimited area; (b) the production takes place in the 
respective geographical area; (c) the quality and charac-
teristics of wine are essentially or exclusively due to a 
particular geographical environment with its inherent nat-
ural and human factors; (d) wines are obtained from vine 
varieties belonging to Vitis vinifera. According to the mat-
uration stage of the grapes and its quality characteristics 
at harvest, wines bearing a designation of origin are clas-
sified as follows: (a) DOC – CMD – wine bearing a desig-
nation of origin obtained from grapes fully matured har-
vested; (b) DOC – CT – wine bearing a designation of ori-
gin obtained from grapes of a late harvest; DOC – CIB – 
wine bearing a designation of origin obtained at harvest 
when the grape are ennobled.
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Name PDO Description

Vin spumant cu denumire de origine 
controlată (D.O.C.)

PDO (5, 6) Romanian Sparkling wines, bearing a protected designa-
tion of origin are produced from varieties recommended for 
this kind of production, being cultivated in delimited vine-
yards where the wine is produced as a raw material and 
which is entirely processed until marketing only within the 
authorised area.

Vin cu indicație geografică PGI (1, 4, 9, 15, 16) Wines bearing a geographical indication are produced from 
grapes harvested on specific vineyards in delimited areas 
and respecting the following conditions: (a) possess a 
specific quality, reputation or characteristics attributable to 
that respective geographic origin; (b) at least 85% of the 
grapes used for wine production come exclusively from this 
geographical area; (c) the production takes place in this 
geographical area; (d) wines are obtained from vine variet-
ies belonging to the Vitis vinifera or comes from a cross 
between the species Vitis vinifera and other species of the 
genus Vitis. The actual alcoholic strength must be with a 
minimum 9,5% by volume in case of wines produced in the 
wine-growing zone B and at least with 10,0% by volume 
for the wine-growing zone CI and CII. The total alcoholic 
strength must not exceed 15% by volume.

Romania holds two reserves of planting rights: [1] Regional and [2] National (see table 29 and 
table 30).

Table 29: Reserves and Planting Rights
Validity of planting rights allocated to the reserves:

Regional 3 years validity from the date of allocation

National 2 years validity from the date of allocation

Validity of planting rights granted to applicants

Regional 3 wine-growing campaigns following that in which it was granted

National 2 wine-growing campaigns following that in which it was granted

Table 30: Individual replanting rights
Individual Replanting rights

•	 valid for 8 campaigns

•	 can be used on the farms that were granted for

•	 can be transferred only one time, during the period of its validity, and only in the same county (Minister Order no. 
462/2006)

•	 individual replanting rights can also be transferred to regional or national reserves

Various criteria have been identified related to granting planting rights (see table 31).
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Table 31: Criteria and conditions for granting planting rights from county and national reserves
Conditions

•	 Not have received grubbing-up premium

•	 Not to hold unused individual replanting rights

•	 Not to have transferred an individual replanting right

Priorities

•	 Native varieties used for DOC red wines, DOC white wines

•	 Native varieties used for red wines have priority at planting over native varieties for white wines ƒ varieties used for 
DOC wines

•	 Natural persons have priority over legal persons

•	 Natural persons aged up to 35 years old which shall established in rural areas

In terms of the EU wine market rules, the fol-
lowing new names and grades exist:49

•	 Vin – as a term equivalent to the now 
banned Vino de masa (table wine).

•	 IGP indicatie Geografica Protejata (formerly 
cu Vin indicatie Geografica).

•	 PDO = Denumire de Origine Controlata 
(formerly DOC, DOCC).

•	 Vin de Vin de Masa Masa and Superior: 
Equivalent to a table wine.

•	 Vin cu indicatie Geografica or (as tradi-
tional, protected by the EU Romanian 
name).

•	 Vin de Regiune: These wines correspond 
to a Wine Country. There are about 50 
areas, mostly identical to the name of the 
political district or region.

•	 DOC = Denumire de Origine Controlata: A 
quality wine (Vinuri de Calitate) from a des-
ignated wine with controlled origin. The 
label appears on the approved area, there 
are some sub-areas. These wines must 
come from vine varieties of the species Vitis 
vinifera stem. The potential alcohol content 
must be at least 11.5%, the real, at least 
10% vol.

•	 DOCC = Denumire de Origine Controlata si 

de Calitate Trepte: These wines are con-
ceptually equivalent to the premium wine in 
Germany and Austria, for the various types 
are prescribed minimum must weights. 
Apply the DOC regulations. The codes refer 
to the maturity or the amount of noble rot 
grapes, while the second is “C” to “Cules” 
(Vintage):

- CMD = Cules la Maturitate Deplina 
(Cabinet)

- CT = Cules Târziu (late harvest)

- CS = Cules Selectionat (selection)

- CMI = Cules de la Maturitate Innobilare 
(Beerenauslese)

- CIB = Cules la Innobilare Boabelor 
(noble rot Beerenauslese)

- COD = Cules la Stafidirea Boabelor 
(Trockenbeerenauslese)

PRODUCTION

Romanian vineyards are geographically distrib-
uted in eight regions and total 37 vineyards. 
The total wine production in Romania in 2014 
was 3.84 million hl; considerably down from 
the 5.1 million hl produced in 2013. The aver-
age of the period 2007 to 2014 is about 4.4 
million hl (see table 32).
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Table 32: Wine production, 2007-2014 (‘000 hl)
Year HL ‘000

2007 5,289

2008 5,369.2

2009 4,957.4

2010 3,287.3

2011 4,058.2

2012 3,310.6

2013 5,113.3

2014 3,842.1

Table 33: Vineyard area and production
2011/’12 2012/’13 2013/’14 2014/’15

Total vineyard (ha) 176,400 179,200 181,800 181,600

Of which grapes area (ha) 167,200 170,000 173,000 173,000

Grape production (mt) 879,500 794,600 1,032,000 698,000

Of which wine grapes (mt) 817,500 737,800 975,000 650,000

Source: Romanian Statistics Office; * estimates.

In 2015 various factors contributed to a sharp 
decrease in wine sales which by had failed to 
reach earlier figures. Low purchasing powers 
together with insufficient incentives from man-
ufacturers were the main contributing factors. 
Yet, Romania remains a leading global pro-
ducer of wine, despite the fact that there was 
no rise in consumption in 2015. In a bid to 
boost sales, manufacturers introduced a num-
ber of promotions and incentives, ranging from 
low priced products to high-end wine for niche 
consumers.50 Homemade wine production still 
represents an important part of the market (50-
60%). In value terms, the wine market is esti-
mated to vary between €350 and €400 million.

In terms of wine quality, the data published by 
the Ministry of Agriculture reveals that in 2013 
about 60% of the total wine production was 

obtained from grapes originating from noble 
vine varieties, with the balance obtained from 
vine hybrids. Out of the wine production 
obtained from noble grape varieties, about 
64% was produced under PDO, 14% under 
PGI and 21 % was wine without PDO/PGI. In 
2013, about 71 % were white wines, 27% red 
wines and 2% rosé wines. Main wine regions 
of Romania are in order of size: Moldova (39% 
of production), Muntenia and Oltenia (18%), 
Dobrogea (17%), Crisana and Maramures 
(7%), Transylvania and Danube Plateaux (6% 
each), Sands and Southern Romania (4%) and 
Banat (3%)51 (see figure 6). White wines far 
outshine red wine in terms of production vol-
umes. Whites wine (including Rose) make up 
61% of volumes with red wines 39%. Between 
DOC and IGR wines and table wines the ratio 
is 60:40.
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Figure 5 Main wine producing areas52

Wine region Area under vines (ha)

Transylvania Plateau 6,568,5 (3,192,5 DOC=48,6%); 27,2 IG=0.41%)

Moldova 69,131 (6,488,59 DOC=9,4% and 10,773,9 IG=15,6%)

Muntenia and Oltenia 53.323,88 (7.051,63 DOC=13,22%; 1.547,32 IG=2,90%)

Banat 2.761,48 (1.330,19 DOC=48,16%; 83,35 IG=3,01%)

Dobrogea 17.342,70 (8.844,43 DOC=50,99%;2.584,87IG=14,90%)

Crisana and Maramures 8.307,94 (809,44 DOC=9,74%;30,25 IG=0,36%)

Danube Plateau 11.305,34 (326,28 IG=2,88%; 10.979,06 without DOC/IG= 97,11%

Sands and Southern Romania 13.029,40(480,08 IG=3,68%; 12.549,32 without DOC/IG=96,31%

Romania has applied in past years programs 
meant to stimulate wine production and 
exports. These support programs are pro-

posed to continue during the financial frame-
work 2014-2018 in accordance with EU 
Regulation 1308/2013, with an allocation of 
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about €47.7 million per year, to a total of 
€238.5 million for the period. There are sev-
eral areas in which interested parties may 
apply under the domestic program of this 
sector: wine promotion in other EU markets or 
third countries, vineyards restructuring and 
reconversion, harvest insurance, and invest-
ments in enterprises. During the previous 
financial framework (2007-2013), an area of 
about 36,000 ha of vineyards was subject to 
restructuring and reconversion.53

STOCK STATUS

Accurate and reliable official or industry infor-
mation about wine stocks is not publicly avail-
able.

DOMESTIC CONSUMPTION

Wine consumption predominantly consists of 
domestic wines and imported wines hold a 
small share of wine consumption. According 
to the latest statistical information, per capita 
consumption reached in 2013 a level of 21.7 
litres/person, an increase of 0.6 litres/person 
as compared to the previous year. There is a 
continued rise in popularity of PDO wines. The 

same upward trend is anticipated towards 
premium wine consumption. Romania’s 
domestic wine consumption is however still 
struggling to meet the volumes it reached in 
2008 i.e. 6.5 million hl. In 2014 the domestic 
consumption was just over 4 million hl (see 
table 34).

The wine industry indeed developed markedly 
since 2007 in terms of wine quality, brands 
and number of players. There have also been 
considerable investments made at the level of 
vineyards and wineries, performance of repu-
table wine makers, and innovative marketing 
strategies. Wineries have been developing 
plans for fostering the market and increasing 
consumers’ appetites. Wine routes and cycle 
routes to attract tourists have developed and 
retailers have reorganised their wine selling 
space by country of origin and varieties, mak-
ing them more attractive to consumers. 
Consumers have an increasing orientation is 
towards dry and semi-dry wines and white 
wine remains the most preferred wine in 
Romania. Red and rosé wines are perceived 
as more powerful, being mostly associated 
with a romantic meal or family events.

Table 34: Wine consumption, 2007- 2014 (‘000 hl)

Year ‘000hl

2007 5,526.3

2008 6,500.0

2009 4,975.9

2010 3,282.8

2011 4,871.5

2014 5,046.7

2013 5,113.3

2014 4,079.0

Source: Romanian Department of Agriculture and Rural Development (Ministerul Agriculturii și Dezvoltșrii Rurale –MADR).
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Romanian wine is mostly consumed by men, 
with an average education level, older than 40 
years, while imported wines are consumed 
mostly by young women, of a higher educa-
tion level, and higher than average income 
levels. Wineries in Romania have been devel-
oping attractions and creating “wine roads” to 
increase consumer interest. Apart from the 
retail chains, wineries have started to build 
their own sales networks. The number of spe-
cialized wine shops has grown. The Romanian 
wine market is currently estimated at approxi-
mately €350-400 million.54

In terms of packaging, the 0.75 litres bottle is 
mostly purchased (93% of bottled wines), 
about 6% of consumers prefer a volume 
higher than 0.75 litter, 1% prefer plastic bottles 
and “bag-in-box”. Regarding purchasing loca-
tions, about 40% of consumers choose to 
purchase wine from hypermarkets which offer 
a large variety, 34% from specialized stores, 
28% from convenience stores and other tradi-
tional trade formats. In terms of pricing, the 
average price accepted by consumers for a 
0.75 litter wine bottle is 15-25 RON/bottleiv 

(US$4-7/bottle), while in restaurants consum-
ers are willing to pay 25-40 RON/bottle (US$7-
11/bottle).

Romania’s wine production picture is domi-
nated by five major producers. Murfatlar 
(28%), Jidvei (14%), Cotnari (13%), Vincon 
(8%) and Tohani (5%) together hold a share of 

70%. All others producers (around 50 winer-
ies) share 32% of the market.

EXPORTS

As an EU member state, Romania follows the 
EU trade regime. Import duties for all products 
are listed in the customs tariff online data-
base.55 Upon entry in Romania, wines are 
subject to an excise, which varies from zero in 
case of still wines to US$38/hl for sparkling 
wines.

Romania exports wine (measure in value) 
mainly to the UK, China and the Netherlands/
Germany. It is interesting to note that that rest 
of its exports are mainly destined for EU coun-
tries with Russia taking up only 2% of 
Romanian wine exports (see table 35).

Romania’s wine exporters are all members of 
its wine export body. They are as follows (in 
alphabetical order): [1] Agricola Stirbey [2] 
Alcovin - Vinuri de Macin [3] AMB Wine Co.-
Liliac [4] Avincis Vinuri [5] Budureasca [6] Casa 
Panciu [7] Crama Ceptura [8] Crama Girboiu 
[9] Crama Mennini [10] Crama Oprisor [11] 
Crama Ratesti [12] Cramele Recas [13] 
Domeniile Blaga [14] Domeniul Bogdan [15] 
Domeniul Coroanei Segarcea [16] Domeniile 
Boieru [17] Domeniile Ostrov [18] Halewood 
Romania [19] Jidvei [20] Senator Wines [21] 
Viile Metamorfosis [22] Vinarte [23] Vincon 
Vrancea [24] Wine Princess.

iv 1 Romanian Lei = R3.30
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Table 35: Importing markets for wine from Romania in 2015
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World 24,672 -22,362 13,879 Tons 1,778 6 5 3

UK 5,441 5,250 2,931 Tons 1,856 21 20 -8 0

China 3,988 3,947 1,412 Tons 2,824 5 12 6 14.7

Netherlands 2,094 1,767 871 Tons 2,404 99 94 10 0

Bulgaria 1,857 -1,136 2,134 Tons 870 58 221 0

Germany 1,854 -1,267 1,601 Tons 1,158 -16 -17 -18 0

US 1,533 1,533 783 Tons 1,958 3 4 -4 2.8

Spain 1,360 -9,968 643 Tons 2,115 3 -5 5 0

Italy 1,240 -7,048 745 Tons 1,664 -5 2 -23 0

Estonia 834 830 534 Tons 1,562 -9 -6 -30 0

Canada 739 739 308 Tons 2,399 -6 -5 -10 0

Poland 661 634 282 Tons 2,344 -11 -9 205 0

Russian Federation 455 455 258 Tons 1,764 19 29 -14 14.1

Slovakia 362 362 551 Tons 657 10 13 1107 0

Sources: ITC calculations.

The Wine Exporters and Producers Asso-
ciation (WEPA) is the national association of 
Romanian wineries and wine traders (Asociatia 
Producatorilor si Exportatorilor de Vinuri-
APEV).56 WEPA’s mission is to be the market-
ing and promotion body for “wines of 
Romania” and to pitch Romani as a leading 
enotourism destination in Europe. It also pro-
vides a range of professional business support 
services that add value to member WEPA is 
also an information centre by providing the 
most relevant news, commentary, guidance 
and advice among its members via its own 

publications and provides research services 
e.g. surveys on topics of major interests to its 
members. WEPA is a founder member of the 
National Inter Professional Vine & Wine 
Organisation (a value-chain organisation). 
Together, they participate in the decision-
making process with regard to all development 
strategies and policies concerning the nation-
al wine industry. To enhance its action capac-
ity, APEV Romania is also member of the 
Romanian Chamber of Commerce and 
Industry and, internationally, of FIVS and ITER 
VITIS57 (see table 36).
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Table 36: Wine production and trade, Romania (‘000 HL) 

2011 2012 2013 2014

Production 4,700 4,100 5,200 3,700

Imports intra EU 863 414 235 200

Imports non EU 50 132 133 85

Total imports 913 546 368 285

Total supply 5,613 4,646 5,568 3,985

Exports intra EU 80 86 79 77

Exports non EU 23 24 23 30

Total exports 103 110 102 107

Total available for consumption 5,510 4,536 5,466 3,878

Total distribution 5,613 4,646 5,568 3,985

Source: Romanian Statistics Office; GTA trade data * FAS Office estimates.

IMPORTS

In 2014, Romania imported wine worth €36 
million down from the nearly €47 million in 
2011. This translates into 381 000 hl in 2007 
to 341 000 hl in 2014. The majority of imports 
in 2015 in terms of value originate from Spain, 
France and Italy (19%) while imports from 
states in its immediate region viz Moldova, 
Hungary and Germany make up most of the 
rest.

Romania’s wine imports decreased by 21% to 
29 million litres (valued at US$41.8 million) in 
the first 11 months of 2014, mainly because 
of the reduced supply from Moldova (-6%), 
Italy (-57%), Bulgaria (-46%), Macedonia (-62 

%), and Germany (-23%). Spain (11.4 million 
litres valued at US$7 million) was the leading 
supplier to the Romanian market, accounting 
for 39% of total imports. Romania’s wine 
exports remained flat at 10 million litres (valued 
at US$23.9 million) in the first 11 months of 
2014. The UK (2.7 million litres valued at 
US$5.8 million), Germany (1.7 million litres 
valued at US$2.4 million), and China (1.1 mil-
lion litres valued at US$3.7 million) confirmed 
to be the leading destinations for Romanian 
wine exports. Exports to the U.S. increased by 
31% to 746,276 valued at US$1.6 million (see 
table 37).
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Table 37: List of wine exporters to Romania in 2015
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World 47,034 -22,362 50,726 Tons 927 -9 -15 5

Spain 11,328 -9,968 28,555 Tons 397 -23 -18 31 0

France 8,340 -8,238 1,198 Tons 6,962 -2 -3 -9 0

Italy 8,288 -7,048 3,298 Tons 2,513 -12 -32 6 0

Moldova 6,016 -5,991 7,948 Tons 757 17 21 28 2

Hungary 3,702 -3,642 2,693 Tons 1,375 49 62 32 0

Germany 3,121 -1,267 1,080 Tons 2,890 -1 -13 -23 0

Sources: ITC calculations

INTERNATIONAL POSITION

In an EU context Romania ranks 5th in terms 
of area under vine after Spain, France, Italy 
and Portugal and 5th as well in terms of grape 
production after Italy, Spain, France and 
Germany. In terms of wine production, 
Romania ranks 6th Italy, France, Spain, 
Portugal and Germany and it is among the top 
15 countries in the world with regard to area 
under vine. Putting Romania’s production in 
context: In 2015, Italy was the biggest global 
producer (48.9 million hl, +10% compared 
with 2014), ahead of France (47.4 million hl 
+1% compared with 2014) and Spain (36.7 
million hl, +4% compared with 2014). 
Romania’s production forecast for 2015 was 
4.1 million hl (+9%) placing it 13th on the 
global ranking for production.

Romania has been a member of the 
International Organisation of Vine and Wine 
(OIV) since 1927. In June 2013 Romania 
hosted the 36th World Congress of Vine and 
Wine. On terms of Economic importance of 
Romanian wine industry more than 1 million 
people make their living out of vine & wine with 
more than 5% of the arable land in Romania 
under vine. Viticulture holds over 14% within 
vegetal agricultural production and in total, the 
wine industry is worth holds a market varying 
between €350-450 million.58

GENETIC MANIPULATION AND 
BIOTECHNOLOGY

On the topic of organic farming, research has 
shown that organic products are not very 
popular among Romanian consumers, mostly 
because of the existence of regions which 
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register high levels of poverty, where people 
cannot afford to buy organic food and also the 
fact that most Romanian consumers do not 
have a fair perception towards the definition of 
an organic product. Given the that some con-
sumers do not know the differences between 
the organic and nonűorganic products on the 
shelves of the hypermarket, the operators in 
organic agriculture should channel their atten-
tion towards increasing the awareness (edu-
cating and informing their customers with 
respect to bio products and their advantages 
for the customers and even for the environ-
ment) among people in order to gain more 
customers. 59

TAXES AND PRICES (GRAPES, 
PACKAGED WINE, BULK WINE, 
SPIRITS)

Some challenges still exist with regards to 
taxation and duties. The current excise duty of 
€165/hl applied in Romania is one of the high-
est in Europe – only 6 EU countries have a tax 
rate higher than in Romania. Member States 
applying much lower rates are: Bulgaria – €46/
hl, Cyprus – €45, Spain – €61, Portugal – €8, 
Croatia – €65, Italy – €78, Hungary – €86, 
Poland – €75, Austria – €80, Latvia – €88, 
Lithuania – €99/hl. The September 2013 

increase of the excise duty for spirits from 
€750/hl of pure alcohol to €1000/hl of pure 
alcohol was, introduced by the Government 
Decree no.16/2013. The excise duty of 
€1.000/hl of pure alcohol for spirits in Romania 
is higher than in Spain – €913 Euro/hl, Bulgaria 
– €562, Cyprus – €956, Croatia – , Italy – 
€920/hl of pure alcohol and closer to the rates 
in Czech Rep – €1111, Luxemburg – €1041, 
Austria - €1200, Slovenia – €1200, Slovakia 
– €1080, Hungary – €1126/hl of pure alcohol.

•	 The increase in the excise duty for interme-
diate beverages from €65 to €165/hl was 
adopted in order to align somehow the 
rates for intermediate products to spirit 
beverages, without any impact analysis and 
without consulting the relevant stakehold-
ers.

•	 Budget revenues collected from this mea-
sure: 126million RON in Q II/2010.

•	 From the date of the rate increase (1 July 
2010) by 250% of the excise duty for inter-
mediate beverages, from €65 to €165/hl, 
the production fell by 97% relative to previ-
ous levels

•	 The budgetary revenues from excise duties 
in mil. RON dropped as follows:

2009 2010 2011 2012 2013

119.7 Q1 64,4 Q11 17,1* 12.8 5.0 3.5

*relative to the 126 milli

•	 State budget loses €26million/year from 
excise duties applied to these beverages, 
in addition to VAT on consumption and 
other related taxes.

•	 The increase in excise duties for spirits from 
€750 to €1000/hl of pure alcohol, led to an 
immediate fall in production and official 
sales and to lower revenue collection from 
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these excises by about €15 million during 
September-December 2013 as compared 
to the same period in 2012.

•	 The revenue collection from excises in 
2013 have fallen by 9% relative to 2012 
(368 mil lei from 399 mil lei)

•	 At the same time, it has led to an increase 
in the production of countryside home-
produced distilled alcohols (e.g. tuica, pal-
inca), which, due to the numerous rural 
population, is difficult to control from the 
point of view of tax collection, food quality 
and safety.

•	 At national level there are only 160 officially 
registered small producers (less than 1% of 
the actual number).

•	 HORECA buy more and more spirits such 
as whisky, vodka, gin, etc. supplied by 
commercial centres in Bulgaria close to the 
border. Similarly for individual persons for 
private consumption, notably on special 
occasions (weddings, child birth celebra-
tions).

Table 38-40 depict the excise duties on wine, 
beer and fermented drinks.

Table 38: Excise duties: Wine60

Standard Rates Reduced Rates

Still Wine Sparkling Wine Still Wine – Sparkling Wine

Art 8.1 of directive 92/83/
EEC

Art 8.2 of Directive 92/83/
EEC

Not Exceeding 8.5% vol

Art 9.3 of Directive 92/83/
EEC

Min Excise duty adopted 
by the Council on 
19.10.92

€0/hl of product €0/hl of product €0/hl of product

MS NatCurr Excise duty/hl VAT% Excise duty/hl VAT% Excise duty/hl VAT%

NatCurr € NatCurr € NatCurr €

RO RON 0 0 20 47.38 10.73 20

Table 39: Excise duties: Beer61

Standard Rates Reduced Rates

Min Excise duty 
adopted by the 
Council on 19.10.92

€0,748/hl/degree Plato of 
finished product

€1.87/hl/degree of alco-
hol of finished product

Rate may not be set more than 50% 
below the standard national rate

MS NatCurr Excise duty/hl/
degree Plato

VAT% Excise duty/hl/
degree Plato

VAT% Excise duty/hl/degree 
Plato

VAT%

NatCurr € NatCurr € NatCurr €

RO RON 3.3 0.747 20 <=200,000hl 
1.82 20.00

0.417* 20.0
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Table 40: Fermented beverages other than wine and beer62

Standard Rates Reduced Rates

Other still fermented Other Sparkling fermented Other still fermented bever-
ages. Other sparkling fer-
mented beverages.

Art 8.1 of directive 92/83/EEC Art 8.2 of Directive 92/83/EEC Not Exceeding 8.5% vol

Art 9.3 of Directive 92/83/EEC

Min Excise duty 
adopted by the 
Council on 
19.10.92

€0/hl of product €0/hl of product €0/hl of product

MS NatCurr Excise duty/hl VAT

%

Excise duty/hl VAT

%

Excise duty/hl VAT

%Nat Curr € Nat Curr € Nat Curr €

RO RON 396,84

Cider&Perry 0

Hydromel fall-
ing obtained 
by fermenting 
a solution of 
honey 0

89.87

0

0

20

20

20

47.38

Cider&Perry 
0

10.73

0

20

PRODUCER INCOME AND STATE 
REVENUE

No reliable information could be gathered.

FORECASTS

Forecasts regarding wine consumption in 
Romania were more optimistic compared with 
performance in 2015. On the one hand, the 
improving economy will stimulate overall con-
sumption due to increasing purchasing power. 
While Romanians will continue to prefer tradi-
tional varieties, they will also be more attracted 
by different combinations of grapes and more 
sophisticated options. On the other hand, 
lower excise taxes will stimulate developing 
categories such as champagne and sparkling 
wine. In addition, the fact manufacturers are 
expected to invest more in branding will 
increase consumer education and boost 
demand for domestic wines in particular.63

Romania has applied in past years programs 
meant to stimulate wine production and 
exports. These support programs are pro-
posed to continue during the financial frame-
work 2014-2018 in accordance with EU 
Regulation 1308/2013, with an allocation of 
about €47.7 million per year, to a total of 
€238.5 million for the period. Wine sales will 
need to receive focused attention. In 2015 
various factors contributed to a sharp 
decrease in wine sales which by then had 
failed to reach earlier figures. Low purchasing 
power together with insufficient incentives 
from manufacturers was the main contributing 
factors. Yet, Romania remains a leading glob-
al producer of wine, despite the fact that there 
was no rise in consumption in 2015. In a bid 
to boost sales, manufacturers introduced a 
number of NPDs, ranging from low priced 
products to high-end wine for niche consum-
ers.64 Going forward, the wine industry is 
bound to see sustained albeit slow growth.
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