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A Spanish Winery Unvells a
Transparent Wine Made From Red
Grapes

Bodega San Valero says the limited-run bottle is meant for ice

service and casual nightlife settings in Spain.
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A Spanish winery has introduced a transparent wine made from red grapes, a launch

that aims to challenge long-held expectations about how wine should look and how it

should be served.

Bodega San Valero presented the product, called NAKED WINE, this month in Zaragoza,
where the company described it as a clear wine designed to be poured over ice and
consumed in informal social settings such as bars, terraces and evening gatherings.
The winery said the release is part of a broader effort to reach consumers who want a

less formal relationship with wine and who are open to new drinking rituals.



The product stands out first for its appearance. In the glass, it looks like water rather
than wine, despite being made from red grapes. San Valero says that visual contrast is
central to the concept. The company is trying to position the bottle not only as a
beverage but also as a conversation piece in a market where producers are
increasingly looking for ways to attract younger adults and occasional drinkers through

novelty, presentation and more casual serving suggestions.

The launch event in Zaragoza was built around those ideas. Media, clients, content
creators and institutional representatives attended a presentation centered on the
themes of transparency and ice. The winery staged the evening as a sensory
experience with live music, branded activations, a photo booth and staff serving the
wine throughout the event. The company used the occasion to introduce both the
product and the image it wants attached to it: relaxed, visual and detached from

traditional wine codes.

Javier Domeque, the winery’s head of marketing, said the project reflects San Valero’s
intention to keep innovating while bringing wine closer to new audiences. He said
NAKED WINE was created to “break the rules” and show that wine can also be fresh,
spontaneous and surprising. He added that the company wants to connect with real
moments of enjoyment and with consumers who want to experience wine without

formalities.

That message is at the center of the brand’s positioning. Under the slogan “Break the
Rules,” San Valero is presenting NAKED WINE as an option for urban leisure and social
occasions rather than for more conventional wine moments tied to meals, cellaring or
formal tastings. The company says it is targeting not only regular wine drinkers but also

people drawn to shared experiences in nightlife and hospitality settings.

The serving suggestion is also notable. Wine has long been marketed around ideas of
origin, grape variety, vintage and proper service temperature. Recommending that it
be served over ice moves in another direction, one more often associated with spritz-
style drinks, flavored alcoholic beverages or summer cocktails. By embracing that
approach openly, San Valero appears to be betting that some consumers are less

interested in tradition than in ease, refreshment and visual appeal.



The winery has not released technical details about how the wine is made transparent,
nor did it provide pricing or full distribution information during the presentation. It did
say that the first production run will be limited to 8,000 bottles, a volume intended to
create scarcity and attention around the debut. In practical terms, that means
availability may be narrow at first even if interest grows quickly through social media or

on-premise promotion.

To support the launch, San Valero has scheduled a June tour through bars and
restaurants in Spain. According to the company, evening sessions will take place from 6
p.m. to 10 p.m. at urban entertainment venues, though it has not yet published a
complete list of participating establishments or dates. The roadshow is meant to place
the product directly in settings that match its intended use: after-work drinks, terrace
gatherings and casual nightlife occasions where ice service feels natural rather than

provocative.

The release comes at a time when parts of the wine industry are experimenting with
new formats and messages as consumption habits shift. Producers in several markets
have tried canned wines, lower-alcohol offerings, flavored wine-based drinks and
packaging aimed at convenience or outdoor use. Transparent wine pushes that search

for differentiation further by altering one of wine’s most basic visual signals: color.

For many consumers, color is one of the first clues used to identify style and anticipate
flavor. White wines suggest one set of expectations; rosés another; reds another still. A
colorless wine made from red grapes interrupts that logic immediately. That may be
exactly why San Valero believes it can generate attention beyond traditional wine
circles. Curiosity alone could drive trial among drinkers who might otherwise pass over

a standard bottle on a shelf or menu.

At the same time, products built around novelty often face questions about staying
power once initial surprise fades. Without more information on production methods,
taste profile or retail rollout, it remains unclear whether NAKED WINE will become a
lasting category experiment or mainly serve as a seasonal promotional success. For
now, San Valero is leaning into limited supply, event marketing and strong visual

identity as its main tools for building momentum.



The company has framed NAKED WINE as one of its latest innovation projects within its
portfolio and as an attempt to expand when and where wine can be consumed. Rather
than asking consumers to adapt to established rituals, San Valero is adapting its
message to moments that are already popular in Spain’s bar and terrace culture. In
doing so, it is presenting wine less as an object of ceremony and more as part of

spontaneous social life.

That strategy may resonate with drinkers who find traditional wine language distant or
overly coded. By removing color from a beverage historically defined in part by color,
then encouraging service over ice, San Valero is making a direct argument that wine
can enter spaces usually dominated by beer, mixed drinks or ready-to-drink products.
Whether consumers embrace that argument on a wider scale will depend not only on
appearance but also on taste, price and repeat appeal once curiosity turns into

purchase decisions.

For now, what is clear is that San Valero has chosen an unusually direct way to signal
change: a bottle that looks like water but insists on being read as wine. In a category
often shaped by heritage and continuity, that alone makes NAKED WINE one of the

more unusual launches of the early summer season in Spain.



