BONVO
Brand Stratequy

EXPLORING THE BRAND STRATEGY — WHERE RESEARCH,

POSITIONING AND VISION COME TOGETHER TO SHAPE A

DISTINCTIVE BRAND FUTURE.
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Welcome to the Brand Strategy.

This document lays the foundation for understanding your
brand — why it exists, who it serves, and how it stands apart.

Inside, you'll find the insights that inform our thinking,
alongside the proposed strategy to guide the brand forward.

Think of it as your compass — bringing clarity to decisions
around creative development.
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STRATEGIC CHALLENGE

Bonvo is entering a Brisbane hospitality
market already fluent in hidden entrances,
intimate rooms, European cues and tightly
curated drinks.

Its challenge is not to appear more exclusive or atmospheric
than competitors, but to establish a more distinctive reason
to exist: a premium bar experience built around freedom
rather than occasion. To succeed, Bonvo must make its small
scale, standing-room energy and concise offer feel generous,
deliberate and open-ended, not restrictive, uncomfortable or
precious.

COMPETITOR LANDSCAPE

The category is dominated by moody wine
bars, aperitivo-led venues and concealed
drinking spaces that signal taste through
intimacy, European influence and insider
discovery.

Bar Francine owns the polished neighbourhood haunt; Maker
leads with craft and detail; Bar Brutus with Roman ritual;
Before + After with hidden, occasion-based drinking; and La
Lune with approachable wine culture. Across the set,
atmosphere and curation are common currency. Fewer
brands make spontaneity itself the organising principle of the
experience.

FREE TASTING ON THE PATIO
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ADJACENT CATEGORIES

Where we take our cues.

Bonvo should look beyond hospitality categories that share
its aesthetic and study worlds that manage anticipation,
concentration and open-ended participation. The
opportunity is to borrow the confidence of an expert editor,
the social choreography of a listening bar and the everyday
generosity of a neighbourhood bakery. Together, these worlds
suggest an experience that feels tightly considered without
becoming controlling: the brand sets the conditions, then
leaves people free to decide what the night becomes.

World What It Offers Relevance

Art-house Atightly edited selection Bonvo's short menu feels

cinema shaped by a clear and authored and culturally
trusted point of view credible rather than limited

Record bar Sound, pacing and Bonvo creates shared
intimacy are composed energy without sacrificing
to create shared energy comfort or conversation

Independent Serious product Quality feels approachable,

deli knowledge and scarcity limited availability remains

created by limited supply

natural not manufactured

. Acion! W
Pimentel

VICTORIA'S COVRTYARD
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THE WHITE SPACE

Most competitors offer a defined kind of evening: aperitivo,
wine-led lingering, pre-dinner drinks or a hidden late-night
encounter. Bonvo can occupy a different space: a highly
considered starting point with no prescribed ending.

Like an art-house cinema, it curates with a clear point of
view. Like a record bar, it composes sound, pacing and
intimacy to create shared energy. Like an independent deli, it
makes product knowledge and limited supply feel
approachable rather than exclusive.

Together, these cues create a venue that feels edited, alive
and naturally scarce. Bonvo sets the conditions for a good
night to begin, then leaves what happens next in the
audience’s hands.

White Space — The open door to an
unplanned night. Bonvo creates the
conditions for possibility through a
tightly curated offer, close-range social
energy and a sense of natural scarcity,
without asking guests to commit to
more than the next drink or plate.

Art-house cinema
Clear, edited,
trusted

point of view

Record bar
Sound, pacing, intimacy,
shared energy

White
Space
Social energy,
tightly curated,
natural scarcity

Independent deli
Knowledge,
supply-driven
scarcity
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Bonvo's audience is culturally aware,
design-conscious and highly attuned to the
coherence of an experience.

They use hospitality choices as an expression of taste, but
reject venues that confuse discernment with stiffness or
exclusion.

They want to discover somewhere with a distinct point of
view, enter without overplanning and trust that the food,
drinks, service and atmosphere will justify the premium.

Their ideal night has shape without a script. They may stop
for one round or allow the room, company and momentum to
carry them further. The appeal lies in feeling that they have
found somewhere special while remaining free to leave, stay
or change course.

They value:

They value confident curation, serious food and drink, warm
expertise, cultural character and spaces that feel intimate
rather than exposed. Quality matters most when it is
delivered without ceremony, intimidation or unnecessary
explanation.

They are frustrated by:

They reject premium pricing that feels ungenerous,
smallness that becomes discomfort, exclusivity that turns
into gatekeeping and atmosphere that compromises
conversation. They are equally resistant to rigid sittings,
formal meal structures and venues whose aesthetic promise
is not substantiated by the product or service.

They emotionally seek:

They seek the pleasure of discovery, the confidence of being
in capable hands and the freedom of a night that has not yet
been decided. They want to feel among people who share
their sensibility, while experiencing a brief shift away from
everyday Brisbane into a more worldly, charged and socially
fluid rhythm.

They need to believe:

They need to believe that Bonvo's brevity is a sign of
discernment rather than limitation; that the food carries
equal weight to the drinks; that the room will feel energetic
without becoming chaotic; and that scarcity comes from the
format, not an attitude of exclusion. The brand must prove
that spontaneity is supported by operational confidence,
generous hospitality and a consistently high standard.
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THE EMOTIONAL OPPORTUNITY

Category Reality:

Brisbane’s intimate bars are adept at signalling mood, taste
and hiddenness, but many still frame the evening around a
recognisable occasion, format or identity.

Emotional Gap:

What is missing is a premium experience that does not ask
people to decide in advance what kind of night they are
having. The category offers places to arrive; fewer create a
credible sense that the evening is still open.

Reframed Opportunity:

Bonvo can make uncertainty feel inviting rather than
inconvenient. By combining serious quality, social density
and low commitment, it creates a threshold between the
ordinary evening and whatever might follow. Bonvo does not
make the night memorabile. It gives people a compelling place
to begin, then leaves the outcome in their hands.
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BRAND OVERVIEW

A short menu. A long evening, perhaps.

Bonvo is a compact, pintxos-inspired wine and cocktail bar in Brisbane’'s West
End, built for people who want serious food and drink without committing to a
formal occasion.

Its tightly edited menu, standing-room energy and intimate European-
influenced setting create a place where people can drop in for one round, stay
for several, or let the evening change direction. Bonvo's relevance lies in making
premium hospitality feel immediate, social and open-ended.
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BRAND PURPOSE/VISION/MISSION

Why we exist, where we're going,

and how we operate.

Our Purpose
Why We Exist

To give people a more open way
to experience exceptional
hospitality, where quality creates
possibility without prescribing the
occasion.

Our Vision
Where We Are Heading

A Brisbane hospitality culture
where memorable nights do

not need to be heavily planned,
formally structured or reserved for
special occasions.

Our Mission
How We Operate

We bring together tightly curated
food and drinks, intimate social
energy and assured service to
create a compelling place to begin,
pause or continue the night.
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BRAND PROMISE

Bonvo creates the conditions for an open-ended night:
exceptional bites and drinks, an intimate room alive
with energy, and the freedom to stay for one or see where the
evening goes.
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BRAND PILLARS

What defines the experience.

The Night Stays Open

Bonvo protects spontaneity at every stage of the experience.
Entry, ordering, pacing and communication should make it easy to
begin without knowing what comes next, rejecting rigid formats
that force the evening into a predetermined shape.

Energy Through Proximity

The room should turn smallness into social momentum. Sound,
lighting, layout and service must create intimacy, movement and
shared atmosphere without allowing density to become
discomfort, noise or exclusion.

Every Item Earns Its Place

Every item must earn its place. Bonvo chooses depth over breadth,
using exceptional ingredients, strong execution and editorial
confidence to make a concise menu feel generous, distinctive and
complete rather than limited.

Worldly, Never Themed

Bonvo draws from European drinking and eating culture as a lived
social rhythm, not a decorative costume. Its food, rituals, materials
and voice should feel culturally grounded and contemporary,
rejecting literal Spanish pastiche and generic wine-bar minimalism.
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BRAND VALUES

The behaviors we hold ourselves to,

even under pressure.

» »® & ®

Editorial
Discernment

We choose fewer
things and give
each one proper
attention. We would
rather decline an
ingredient, item,
idea or partnership
than weaken the
clarity of the
experience.

Open
Hospitality

Expertise should
put people at ease,
not make them feel
out of place. We
guide without
superiority and
never use scarcity
or cultural
knowledge to
exclude.

Proven
Substance

The food, drinks and
service must justify
the atmosphere
and price. We do not
allow visual appeal,
trend relevance or
brand mythology

to compensate for
a weak product
experience.

Considered
Generosity

A concise offer
should still feel
rewarding. We
protect ingredient
quality, portions,
attentive service
and the overall
sense of value,
even when doing so
costs more.

Cultural
Respect

We translate
European
references with
care rather than
reducing them to
visual shorthand.
We protect the
difference between
genuine influence
and imitation.

Operational
Confidence

Spontaneity for the
guest requires
discipline behind
the scenes. We
uphold preparation,
consistency and
clear standards so
the experience can
feel relaxed without
becoming careless.
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BRAND POSITIONING STATEMENT

The internal definition of who we are for,
what we deliver, and why we win.

Bonvo is the open door to an unplanned night: a compact, pintxos-
inspired wine and cocktail bar for culturally engaged Brisbane locals
who want exceptional quality without the structure of a formal
dining occasion. Through a tightly edited food and drinks offer,
close-range social energy and assured hospitality, Bonvo gives
people a compelling place to begin while leaving the direction and
duration of the evening in their hands.




Brand Expression
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BRAND PERSONALITY

Our brand personality is:

Assured: Bonvo knows what belongs and what does not. Its confidence comes through curation,
clear standards and restraint rather than polish, status language or constant explanation.

Magnetic: Bonvo draws people in through atmosphere, movement and the sense that something is
already unfolding. It should feel desirable without chasing attention or manufacturing exclusivity.

Worldly: The brand reflects European bar culture through rhythm, taste and social behaviour rather
than literal styling. It should feel culturally aware, lived-in and contemporary, not themed or self-
consciously cosmopolitan.

Socially Charged: The brand carries the energy of people standing close, sharing food and allowing
plans to loosen. It should feel animated and connected, never frantic, performative or chaotic.

Sensory: The brand is grounded in precise, physical details: a glass landing on the bar, a plate
passed between people, low light catching a surface, the room beginning to fill. Sensory expression
should make the experience tangible, not theatrical.

Open-Ended: Bonvo feels like a beginning rather than a predetermined occasion. Its presence
should create anticipation while preserving the audience’s freedom to decide what happens next.
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BRAND ARCHETYPE

Bonvo is primarily a Lover, with elements of the Explorer.

The Lover appears through sensory pleasure, proximity,
atmosphere and shared experience. The Explorer appears through
discovery, open plans and the appeal of a night whose direction has
not yet been decided.
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TONE OF VOICE

Bonvo speaks like the first shift in a good night.

The voice is warm, sensory and assured, with enough atmosphere
to create anticipation and enough restraint to leave the outcome
open. Its cadence can move between short, direct lines and longer
observations, but it should never become breathless, ornate or
over-explanatory.

Vocabulary is concrete, culturally aware and grounded in real
details from the food, drinks and room. The voice invites rather than
instructs, trusts the audience to recognise quality, and resists the
urge to turn possibility into a promise.
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Set the Scene With One Precise Detail

Use one sensory cue to bring the moment to life, then stop
before the writing becomes decorative.

Example: “Cold wine. Plates moving.”

Avoid: Long strings of mood, flavour and ambience language.

Leave the Outcome Open

Frame Bonvo as a starting point rather than a promised
transformation. The language should make room for one
drink, several rounds or a change of plans.

Example: “The evening is still open.”

Avoid: Promises that every visit will become a long,
memorable or transformative night.

Speak in Declarative Fragments

Use short, complete thoughts and controlled sentence
fragments. Rhythm should feel direct, confident and easy to
absorb.

Example: “Short menu. Serious food.”

Avoid: Long sentences, layered clauses and explanatory
transitions.

Protect the Welcome

Insider appeal should come from taste, scale and discovery,
not from making people feel unqualified to enter.

Example: “A small room with space for the night.”

Avoid: Language aimed at “discerning guests” or any
phrasing that turns cultural awareness into gatekeeping.

Make Quality Specific

Describe ingredients, format and craft in plain language. Use
concrete details, rather than broad claims.

Example: “Anchovy, pepper and good bread."

Avoid: “Premium,” “elevated,” “world-class” quality claims.

Use Wit as Observation

Humour should come from recognisable social moments and
changes in the evening. It should feel dry and perceptive
rather than written for attention.

Example: “One plate became three.”

Avoid: Puns, forced irreverence and copy that tries to sound
funny or clever.

Let Less Carry More

Use only the words needed to establish mood, product or
action. Headlines should hold weight without supporting
explanation.

Example: “Another round.”

Avoid: Filler, rhetorical questions, motivational language and
repeated statements of the same idea.

Invite Without Chasing

Calls to action should feel relaxed and natural. Bonvo opens
the door, but does not push people through it.

Example: “Walk in from 4."

Avoid: Urgent sales language, manufactured scarcity and
promotional pressure.
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Looking forward to
your thoughts
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