Detailed Creative Brief

Business Overview
Bonvo is a new pintxos-inspired wine and cocktail bar planned for Brisbane’s West End.

The venue will be compact and predominantly standing-room, serving wine, cocktails and
a small selection of simple, high-quality food. The offer is designed for guests who want a
strong hospitality experience without committing to a booking, formal table service or a full
restaurant meal.

Food will be smallin format and deliberately uncomplicated, with quality coming from the
ingredients, sourcing and execution. The intended standard is closer to a premium
independent deli than conventional bar food. Examples include white anchovies served
simply in oil, with an emphasis on freshness and top-tier suppliers.

The venue is intended to support different lengths and styles of visit. Guests may stop for
one drink and a bite before continuing elsewhere, or remain for several hours as the
evening develops.

The name Bonvo has been selected for its bright, celebratory and playful sound. Its
associations include “bon-bon,” “hello” and a general sense of positive energy. It is not
intended to communicate a literal meaning or specific geographic origin.

Project Context and Objectives

This identity project is taking place because Bonvo is a new business preparing to enter the
market.

The immediate objective is to establish a strong and memorable brand identity that feels
contemporary, cool and socially relevant. The identity needs to give the new venue a
distinct presence from launch and clearly communicate that Bonvo offers a different type
of hospitality experience from more formal wine bars and restaurants.

The brand should help establish Bonvo as:

e High quality without feeling formal or exclusive

e Social and energetic without feeling chaotic

e Contemporary without becoming corporate or trend-dependent

e FEuropean-influenced without relying on obvious stereotypes

e Playful without becoming gimmicky

e Suitable for spontaneous, low-commitment visits as well as longer evenings



The identity should reflect the freedom built into the venue concept. It should not imply
that guests need to book, dress formally, understand specialist wine language or commit
to a prescribed dining experience.

Audience

The primary audience is socially active Brisbane professionals aged approximately 30-45
who live, work or regularly spend time in West End, the CBD and Fortitude Valley.

They are likely to be engaged with food, fashion, music, culture and design. They care
about where they spend time and are drawn to places with a clear point of view, strong
atmosphere and visible attention to detail.

They value quality but do not always want the structure associated with conventional
restaurants or polished wine bars. Their decision to visit may be spontaneous rather than
planned well in advance.

Likely occasions include:

e One drink after work

e Meeting a friend before another plan

e Having a proper snack without booking dinner

e Starting the evening somewhere and deciding what happens next
e Dropping in briefly and unexpectedly staying longer

This audience is likely to respond to confidence, atmosphere and cultural relevance more
than traditional luxury cues. They want to feel that the venue is considered and high quality
without feeling that they need specialist knowledge or a particular level of formality to
belong there.

Brand Challenge

Many established wine bars and adjacent hospitality venues are more formal and
prescribed. They often centre on seated service, booths, long menus, premium wine
language and a clearly defined dining occasion.

Bonvo needs to establish a credible high-quality offer while rejecting those conventions.

Its point of difference is not simply that it serves wine, cocktails and small plates. Itis the
combination of:

e A predominantly standing-room format

e High-quality food in a casual bar setting

e Freedom of movement

e Alimited and focused food offer

e The ability to stay briefly or remain for the evening



The standing-bar pintxos concept is considered relatively underrepresented in Brisbane
and the broader Australian hospitality market. The identity therefore needs to make the
format feel appealing and intentional rather than incomplete, uncomfortable or less

A spontaneous, socially fluid atmosphere

European neighbourhood-bar and pintxos-bar influences

substantial than a seated venue.

The central creative challenge is to balance several qualities that can easily become

contradictory.

Bonvo should feel:

Premium, but not luxurious or formal
European-influenced, but not themed

Retro in selected details, but not nostalgic
Playful, but not novelty-driven

Social and energetic, but still curated
Informal, but not casual in its standards
Secluded and intriguing, but not inaccessible

The visual identity should avoid feeling:

A small amount of European retro character may be appropriate when used within an

Rustic

Traditional

Corporate

Overly polished

Like a conventional luxury wine bar
Strongly masculine

Heavily retro

Gimmicky

Dependent on clichéd European imagery

otherwise contemporary visual system.

Scope and Considerations

Current Scope

The confirmed initial scope includes:

Brand strategy
Logo



e Colour palette
e Typography

Additional brand applications and implementation projects may follow later but are not
part of the confirmed current scope.

The initial identity should therefore establish a flexible foundation that can later extend into
areas such as signage, menus, digital channels, packaging and other venue touchpoints
without attempting to resolve those applications prematurely.

Confirmed Creative Direction
The identity should communicate:

e Acool, contemporary and social character

e Brightness, energy and playfulness

e FEuropean deli, pintxos-bar and neighbourhood-bar influences

e Asense of informality supported by high standards

e Acurated environment rather than a conventional restaurant

e Spontaneity and freedom of movement

e Adistinctive personality suited to Brisbane’s inner-city cultural audience

Physical Venue Considerations
The final interior design has not yet been confirmed.
Current indications are that:

e The venue will feel relatively secluded from the street

e Street-facing windows are expected to be frosted

e Tileis likely to be used extensively within the space

e The venue will be compact and predominantly standing-room

The brand identity should be capable of working within a visually textured, material-led
environment. It may need to complement a significant amount of tile and should avoid
relying on overly decorative treatments that would compete with the interior.

Because the windows are expected to be frosted, the exterior identity and sighage may
eventually need to create intrigue and recognition without relying on clear views into the
venue. These applications are not yet within the confirmed scope but should be
considered when building the core identity system.

Constraints and Open Decisions
There are currently:

e No confirmed launch date



e No stated budget limitation

e No known production constraints

e No confirmed interior material palette beyond the likely use of tile and frosted
windows

e No confirmed signage, menu, packaging, website or social-media requirements
within the current scope

These areas should remain open rather than being treated as fixed creative decisions.

The identity should establish a clear visual position without over-defining the future interior
or wider brand rollout before those elements have been developed.



Competitor Analysis

Purpose: To understand how selected Brisbane hospitality competitors frame quality,
atmosphere, accessibility and social occasion—and what this means for Bonvo’s identity
development.

Evidence note: Verified business information is based on the supplied competitor research and its cited official/editorial sources.
Interpretive conclusions are labelled as such. Gerard’s is included as a recent market reference, not a current operating competitor.

1. Market Overview

The selected comparison set sits across Brisbane’s contemporary wine-bar, cocktail-bar
and design-led restaurant market. Although the venues differ in format and price point,
they compete for overlapping inner-city occasions: after-work drinks, date nights,
culturally informed socialising, pre-event dining and nights where food, drinks and
atmosphere carry equal weight.n

Across the group, the category has moved away from traditional luxury language. Quality is
more commonly expressed through curation, producer credentials, confidence,
neighbourhood relevance and a carefully authored room. The dominant promise is not
formal prestige; it is access to good taste without obvious gatekeeping.=

The market nevertheless remains largely organised around seated hospitality,
reservations, dining-room logic or a clearly staged occasion. Walk-in access exists, but itis
usually layered onto a conventional bar or restaurant model rather than made the central
experience. This is an interpretation of the selected set, not a claim about the full Brisbane
market.

Strategic reading

The competitive pressure is not simply to look premium. It is to make quality feel
culturally credible, socially desirable and immediately understandable—without defaulting
to the same moody, wine-serious or European-nostalgic codes.

2. Selected competitor summaries

Bar Francine

Offer and model. West End wine-led food-and-drink venue with evening trade, sharing
plates, Australian wines and cocktails, bookings, events and programmed offers such as
Golden Hour and Neighbourhood Night.=

Positioning and emotional promise. Its clearest message—“Yum Eats. Fun Wines. Great
Times.”—frames the venue around conviviality rather than wine expertise. The copy
foregrounds sharing, laughter, volume and the possibility of selling out, making the brand
feel candid and socially alive.=



Relevant strengths. Strong verbal personality; Australian producer emphasis; repeat-
localrituals; a clear effort to make wine culture feel unpretentious.

Relevant limitations. The experience still appears substantially table- and booking-led. Its
social promise is relevant to Bonvo, but its operating model does not fully embody freedom
of movement.

Verified except for the final limitation, which is interpretation based on the published booking and service model.

Bar Brutus

Offer and model. Walk-in bar in Fish Lane’s Town Square, trading from afternoon into late
evening. The official site confirms a no-bookings policy, menu and vouchers, while external
coverage positions it within Fish Lane’s design-conscious laneway hospitality scene.«

Positioning and emotional promise. Public messaging is notably sparse. The brand relies
on location, precinct credibility, visual minimalism and a firm operational stance—
“SORRY, NO BOOKINGS”—rather than a detailed verbal proposition.«

Relevant strengths. Low planning friction; strong precinct association; urban walk-in
energy; late trade.

Relevant limitations. Its offer is less clearly articulated than others in the set. The lack of
accessible positioning copy makes it harder to understand what the venue owns beyond
Fish Lane relevance and spontaneity.

Verified offer details; audience and brand-reading points are interpretation.

Gerard’s

Offer and model. Former James Street destination restaurant known for modern Middle
Eastern food connected to Lebanese heritage, chef pedigree and a highly integrated
design-led dining experience. Gerard’s closed after final service on 4 July 2026 and is
therefore a recent benchmark rather than a live competitor.=

Positioning and emotional promise. Its market story connected food, architecture,
materiality and cultural reference. Editorial and design-award coverage framed the
environment and menu as mutually reinforcing, producing a cinematic, authored and high-
consideration experience.®

Relevant strengths. Deep cultural specificity; strong design integration; reputation and
editorial validation; long-term icon status.

Relevant limitations. Its model was significantly more formal, immersive and destination-
led than Bonvo’s intended low-commitment bar format. Its relevance lies in coherence and
cultural depth, not operational similarity.

Closure and historic offer are verified. Audience and emotional reading are interpretation.

Maeve Wine

Offer and model. South Brisbane wine bar with dining-room and bar seating, bookings and
walk-ins, European-inspired snacks and larger plates, broad drinks options, pre-show
dining, Pasta & Spritz Lunch and private functions.®



Positioning and emotional promise. The line “We take wine seriously, so you don’t have
to” is a direct anti-intimidation proposition. Maeve combines visible expertise with relaxed
hospitality and gives customers clear occasions for visiting.®

Relevant strengths. Clear customer proposition; founder hospitality credibility; wine
discovery without gatekeeping; strong use-case design around the cultural precinct.

Relevant limitations. The upstairs location, online booking model and seated dining
structure create more planning and commitment than Bonvo intends. Its tone is
approachable, but still comparatively composed and wine-led.

Verified offer and messaging; friction and audience implications are interpretation.

Antico

Offer and model. Burnett Lane cocktail bar focused on classic cocktails, premium spirits,
small Italian-style snacks, limited reservations, walk-ins and cocktail masterclasses.n

Positioning and emotional promise. Its philosophy—*“Old-world soul. Modern
precision.”—positions the venue through classicism, craft and atmosphere. Low light,
warm service and European golden-era references create an intimate, polished and
slightly secretive promise.n

Relevant strengths. Sharp category focus; strong atmosphere-as-product; clear craft
cues; a hidden-laneway setting that supports discovery.

Relevant limitations. Food appears secondary to drinks, and the overall mood is more
refined and contained than Bonvo’s intended bright, social and movement-led energy. The
researched website also showed template and placeholder issues that weaken digital
trust.

Core offer and website observations are verified; comparative tonal reading is interpretation.

3. Repeated messaging, experience and visual
conventions

Messaging conventions

¢ Quality without snobbery. Expertise is softened through playful language, warmth or reassurance rather
than presented as status.

¢ Atmosphere as part of the offer. The room, lighting, social mood and sense of escape are treated as
reasons to visit, not background details.

¢ European influence as shorthand for taste. European, old-world, Mediterranean or neighbourhood-bar
references recur across food, drinks and design language.

¢ Discovery with guidance. Small producers, by-the-glass exploration, classic cocktails and curated menus
signal knowledgeable selection.

¢ Flexible occasion language. Venues promise suitability for different moments—one drink, a meal, pre-show
dining, a celebratory night or a casual catch-up.

Experience conventions

¢ A combination of bookings and walk-ins, even where spontaneity is emphasised.



neighbourhood nights and masterclasses.

Visual and environmental conventions

Verified visual evidence within the supplied research is uneven, so the following combines directly reported environmental details
with cautious interpretation of the brands’ public presentation.

Shared plates or snack-led menus that allow drinks and food to coexist without a full formal meal.
Programmed reasons to visit, including happy-hour-style rituals, lunch formats, pre-show offers,

Evening-led trading aligned with after-work, date-night and weekend social use.
Precinct participation: West End, Fish Lane, Burnett Lane, James Street and the cultural precinct function
as active parts of the proposition.

¢ Moody intimacy: low lighting, enclosed rooms and hidden or laneway settings are common signals of

sophistication.

Material-led interiors: timber, earth, steel, tile and tactile finishes are used to make the venue feel authored
and credible.

Old-world or European references are frequently modernised rather than reproduced literally.

Minimal or restrained digital presentation often functions as a cue of confidence, although it can become
under-informative.

Food and drink photography, interior atmosphere and location cues tend to carry more persuasive weight
than long-form brand explanation.

4. Meaningful areas of difference

Competitor

Most meaningful difference

Strategic relevance

Bar Francine

Most openly playful and socially
verbal.

Shows how quality can be made
approachable through language rather
than reduced standards.

old-world atmospheric framing.

Bar Brutus Strongest operational commitment to Demonstrates the value of low-friction
no-bookings spontaneity. access, but also the risk of leaving the
offer under-explained.
Gerard’s Deepest integration of cultural story, Sets a benchmark for coherence and
food and environment. authored detail, despite a very
different service model.
Maeve Wine Clearest anti-intimidation wine Shows how expertise can be
proposition and occasion design. translated into customer confidence
and practical reasons to visit.
Antico Sharpest cocktail specialisation and Demonstrates the power of a precise

mood, but occupies a more polished
and contained territory.

5. Areas of sameness

¢ All five references depend heavily on atmosphere and cultural credibility rather than price-led value.

conventional three-course structure.

messaging promotes ease and spontaneity.
e The competitive visual field tends to favour restrained, moody or old-world-inflected sophistication over

bright, kinetic social energy.

Most use European influence, craft language or producer credentials as signals of taste.
Most offer food and drinks in a way that supports sharing, grazing or a flexible evening rather than a

Most seek to remove overt formality while still preserving a sense of discernment and curation.
The active venues largely remain seated, reservation-compatible or room-based, even when their




6. Recurring trust signals and audience expectations

Recurring trust signals

¢ Named producers, provenance and ingredient quality.

Founder, chef or hospitality-team experience.

Editorial attention, awards and established reputation.

A recognised inner-city precinct or culturally relevant location.

¢ A clearly curated menu rather than breadth for its own sake.

¢ Environmental coherence: the interior, service and offer appear intentionally connected.
¢ Operational clarity around bookings, walk-ins, hours and occasions.

Audience expectations inferred from the set

¢ Quality should be evident without requiring specialist knowledge.

¢ The venue should feel socially and aesthetically current.

e Food must be credible enough to stand beside the drinks, even when the visit is not a full dinner.

¢ Atmosphere should reward the choice of venue and make the visit feel distinct from drinking at home or at a
generic bar.

¢ Guests expect some flexibility, but also enough structure to understand how the venue works.

¢ European influence is familiar and appealing, but generic use of it is unlikely to create distinction on its own.

7. Underserved needs and strategic opportunities

The following are strategic interpretations drawn from the supplied comparison set. They are not claims of proven market
uniqueness.

Movement-led hospitality. The selected venues frequently talk about ease, walk-ins or
flexible occasions, but most still centre seats, tables and bookings. There is room to make
freedom of movement and variable length of stay feel like a designhed benefit rather than a
compromise.

High-quality food without restaurant commitment. Small plates are common, but the
combination of genuinely top-tier, simple deli-like food and a standing-bar format is not
strongly owned in the selected public positioning.

A brighter social register. The set clusters around moody intimacy, restrained cool or
convivial table culture. A more energetic, celebratory and socially fluid expression appears
less represented.

Specificity beyond generic Europe. European references recur heavily. The opportunity is
not to add more generic European cues, but to translate particular behaviours—standing,
grazing, movement, proximity, rhythm and informality—into a contemporary Brisbane
context.

Spontaneity that is legible. Bar Brutus demonstrates operational spontaneity but under-
explains its offer. Bonvo will need to communicate low commitment clearly while still
signalling quality, intentionality and what guests can expect.



Food-and-drink parity. Some competitors are visibly wine-first or cocktail-first. Bonvo has
an opportunity to ensure the food is not framed as an accessory, while avoiding the cues of
a full restaurant.

8. Implications for the brand identity project

Make the operating idea visible. The identity should help people understand that
standing, movement and a short-or-long stay are intentional parts of the experience. It
should not resemble a conventional seated wine bar so closely that the format feels
surprising or deficient on arrival.

Signal quality without inherited luxury codes. Ingredient quality, curation and
confidence need to be communicated without relying on formal wine typography, muted
prestige palettes or overly polished restaurant conventions.

Differentiate through energy, not novelty. A brighter, celebratory and social character
can create separation from the category’s moody sameness, but the system must remain
disciplined enough to support high-quality food and drinks.

Use European influence behaviourally. The identity should draw from the rhythm and
vernacular of European neighbourhood, deli and pintxos culture rather than defaulting to
flags, rustic scripts, vintage travel graphics or generic Mediterranean motifs.

Build for a material environment. Because tile and frosted glazing are likely, the logo,
typography and colour system should remain legible and distinctive across textured
surfaces, restricted sightlines and future signage applications.

Create recognisable external presence. With frosted street-facing windows, recognition
may depend heavily on type, colour, repetition, lighting and signage. The core identity
should be capable of generating intrigue without requiring visibility into the room.

Balance immediacy with longevity. The brand should feel contemporary to a design-
aware audience without becoming dependent on a short-lived visual trend or a heavily
stylised retro treatment.

Keep the system expandable. Although the present scope is strategy, logo, colour and
typography, the identity should anticipate menus, signage, social content, packaging and
event communications without over-designing applications that are not yet confirmed.

Overall implication

Bonvo should not compete by appearing more luxurious, more European or more wine-
literate than the category. The identity challenge is to make a different mode of high-
quality hospitality feel desirable and self-evident: social, mobile, low-commitment and
carefully curated.



9. Evidence notes and source boundaries

The competitor research prioritised official venue websites and current or recent editorial
coverage. Customer-review evidence was not sufficiently accessible or consistent to
support responsible cross-venue review themes, so this analysis does not present editorial
opinion as customer sentiment.

Visual observations are limited to features explicitly reported or directly observable in the
supplied research. Where the analysis infers audience, tone, friction or strategic
relevance, itis labelled or framed as interpretation.

Sources

[1] Detailed Creative Brief supplied for Bonvo.

[2] Cross-competitor synthesis in the supplied Competitor Research for Bonvo.

[3] Bar Francine official website, menus, Golden Hour and bookings pages: barfrancine.com.

[4] Bar Brutus official website/info pages and cited Fish Lane editorial coverage: barbrutus.com.au.

[5] Gerard'’s official closure statement and cited editorial/design coverage: gerards.com.au and supplied source links.

[6] Maeve Wine official Wine/Dine, About, Contact, Functions, Pasta & Spritz Lunch and Pre-Show Dining pages: maeve.wine.

[7] Antico official website/reservations pages and cited laneway-bar editorial coverage: anticobar.com.au.



Audience Insights

Purpose: To define the audience and buying context Bonvo should design for, using the
project brief, clarification inputs and current public evidence.

Evidence note: Project facts come from the supplied Detailed Creative Brief and Audience Focus. Public evidence is drawn from the
supplied Audience Research. Interpretive conclusions are identified as such.

Primary Audience

Bonvo’s primary audience is socially active Brisbane professionals aged approximately 30-
45 who live, work or regularly spend time in West End, the CBD and Fortitude Valley. They
are engaged with food, drinks, fashion, music, culture and design, and they notice
atmosphere, detail and whether a venue feels culturally current.

Within the group, the most strategically important person is often the one who suggests
where to go. They are not making a formal purchase decision, but they carry social risk: the
recommendation needs to feel like a good call for the group and reflect positively on their
judgement.

The public evidence supports the relevance of this context rather than proving every
individual motivation. Recent Australian reporting points to more early, post-work
socialising and spontaneous visits for a cocktail and something to eat, while Brisbane’s
growing multi-venue precinct culture supports decisions made in motion rather than
weeks in advance. [1][2]

Buying Context

Bonvo is most likely to be considered at the transition between work and the rest of the
evening. Friday is expected to be the strongest occasion, with midweek after-work
socialising also relevant. The group is reconnecting, deciding what to do and has not
necessarily committed to dinner or a fixed plan.

¢ They want somewhere atmospheric enough to feel like the night has started.

¢ They want high-quality drinks and food that can anchor the moment without turning it into a formal meal.

¢ They want the option to stay for one drink, continue elsewhere or let the evening expand naturally.

e They are more likely to be choosing within a wider social circuit than planning Bonvo as a full destination

dinner.

Public evidence aligns with this use case: early dining and drinks-plus-bites occasions are
growing, relaxed formats are preferred by many diners, and Brisbane precincts increasingly
encourage movement between venues. [1][2][3]



What They Value

Atmosphere. This is a primary decision driver, not a decorative extra. They want a room
that feels alive, considered and socially rewarding. Compactness can be attractive when it
reads as intimacy and energy rather than inconvenience. [4]

Visible food and drink quality. The audience needs to believe the cocktails, wine and
plates are genuinely good. Quality is judged across what is poured, what is plated and how
the venue handles people—not through premium language alone. [5]

Ease without ordinariness. They want a place that is easy to say yes to but still feels
distinctive. The experience should not require a booking, specialist knowledge or a formal
dining commitment.

Social flexibility. The venue should work for an uncertain evening: one drink, a proper
shack, a transition point or an unexpectedly longer stay.

Recommendation confidence. The person suggesting Bonvo wants enough evidence to
feel that the group will approve of the choice. Friend recommendations and strong visual
confirmation are therefore central trust signals.

What Frustrates Them

Uncertainty about getting in. The strongest identified concern is that Bonvo may be too
crowded for the group to enter or stay together. The same compactness that creates
intimacy can become friction when access feels unclear. [6]

Being underfed. Bonvo is not intended for people actively seeking a full dinner, but one
hungry person can veto the group decision. If the food appears too slight or poor value, the
venue can feel like the wrong plan.

Ambiguous format. Hybrid venues can be difficult to understand quickly. Public operator
commentary shows the tension between being a bar with excellent food and a restaurant
with strong drinks. Bonvo’s role must be immediately legible. [7]

Premium cues without a clear exchange. Cost-of-living pressure means customers
remain selective. They may accept a premium spend, but only when the atmosphere,
quality and occasion value are obvious. [8]

Overly polished social proof. Instagram is important for discovery, but trust weakens
when content looks overly promotional or paid. Public evidence suggests audiences
increasingly use social platforms while remaining alert to influencer credibility. [9]



What They Emotionally Seek

Interpretation: this audience is not only seeking drinks and food. They are seeking a change
of state—from work mode into social possibility.

¢ A sense that the evening has opened up.

¢ Confidence that they have suggested somewhere worth going.

¢ Connection without the pressure of a formal occasion.

¢ Energy and atmosphere without feeling trapped by a long booking or sitting.

¢ A small, high-quality indulgence that feels justified.

¢ A venue that becomes emotionally associated with good nights, not merely a transactional stop.

The emotional language found across comparable venue coverage repeatedly centres on
warmth, welcome, intimacy, attachment and the loss people feel when valued local
venues close. This suggests that successful small bars can become emotionally
significant social places rather than simple drink destinations. [4][10]

Decision Drivers and Barriers

Decision drivers

¢ Atmosphere visible through real room energy.

Perceived food quality, especially evidence that simple plates are premium rather than ordinary bar snacks.

Perceived cocktail quality and visible craft.

A recommendation from a trusted friend.

Instagram imagery that confirms the atmosphere, food and drinks.

¢ Clear confidence that the group can get in without excessive difficulty.

¢ A low-commitment format that does not require deciding on dinner in advance.

¢ Signals of curation such as producer quality, skilled operators, a focused menu and visible attention to
detail.

Barriers

¢ Fear that the venue will be full or too crowded to accommodate the group.

¢ A group member who wants a complete dinner.

¢ The perception that small portions do not justify the spend.

¢ Concern that standing will feel uncomfortable rather than intentional.

¢ Unclear expectations about whether Bonvo is a bar, restaurant or pre-dinner stop.

¢ A visual identity or Instagram presence that feels stylish but does not prove actual quality.

What They Need to Believe

For Bonvo to feel like a safe and appealing recommendation, the audience needs to
believe:

¢ The room will have atmosphere even if they arrive early.

¢ The food and cocktails are genuinely high quality, not merely styled to look premium.

e They can drop in without committing to a booking or full dinner.

e There will be enough to eat for the intended occasion, provided the group is not seeking a complete meal.
¢ The standing format is deliberate, social and comfortable enough for the experience.



¢ A busy room signals energy, not an impossible or stressful entry experience.
e The venue is current and distinctive without feeling exclusive, formal or intimidating.
¢ Their friends are likely to enjoy the choice and feel that the suggestion was worth following.

Core audience implication

Bonvo’s audience is not choosing between restaurants in the conventional sense. They
are choosing how the evening begins. The strongest proposition for them is a credible
social start: enough atmosphere to feel exciting, enough quality to feel worth it and
enough flexibility to leave the rest of the night open.

Material Uncertainty

The public evidence supports the broader occasion and decision dynamics, but it does not
prove that Brisbane audiences will accept a predominantly standing format without
friction. This remains a material assumption to test through launch behaviour, customer
feedback and repeat visitation.

Local customer-review evidence was also less accessible than industry and editorial
evidence. The strongest conclusions should therefore be treated as a combination of
confirmed project direction and evidence-backed interpretation, not a statistically
representative audience study.

Source Notes

[1] Australian reporting on earlier post-work dining and spontaneous cocktail-plus-food occasions.

[2] Brisbane precinct and Dine BNE City reporting on multi-venue culture, drinks-plus-bites and reconnection.
[3] OpenTable and hospitality reporting on relaxed dining preferences and value sensitivity.

[4] Public reporting on compact wine bars framed through cosy, warm and welcoming atmosphere.

[5] Public operator and venue coverage emphasising produce quality, drinks quality and hospitality.

[6] Audience clarification and research contradiction: compact intimacy versus crowding and access friction.
[7] Public commentary from Alba Bar and Deli on the ambiguity of hybrid bar/restaurant formats.

[8] Reuters/ABS and Australian hospitality reporting on cautious spending and value expectations.

[9] Social discovery reporting and ACCC action concerning undisclosed influencer content.

[10] Public customer and operator language around attachment to local hospitality venues.



Brand Positioning

Positioning Statement

For socially active Brisbane professionals deciding how the evening might begin, Bonvo is a
high-quality standing bar that creates the conditions for momentum and possibility
through exceptional food and drinks, social energy and freedom of movement—while
leaving guests entirely in control of what happens next.

Positioning Rationale

Bonvo is designed for the point where work ends and the evening begins, before the night
has fully taken shape.

Its role is not to manufacture spontaneity, script the experience or encourage guests to
stay longer than they want. It creates the conditions in which guests can feel open to
possibility: high-quality food so the group does not need to commit to dinner, excellent
drinks that make the first stop feel worthwhile, and a compact, socially energetic
environment that allows people to move, connect and respond to the mood of the night.

The positioning is grounded in guest agency. Bonvo provides a strong beginning without
determining the ending. Guests might stop for one drink, remain for several hours or
continue elsewhere. Each outcome is equally valid.

This creates a meaningful distinction from hospitality experiences structured around
reservations, fixed seating, formal dining or predetermined lengths of stay. The difference
is not that planning is undesirable. It is that Bonvo serves the occasions when people want
to begin with quality and energy while remaining open to what could happen next.

Primary Audience Need

The primary audience needs a place that helps them move from work mode into social
momentum without requiring them to decide the shape of the entire evening in advance.

They want:

e Avenue with enough atmosphere to make the night feel underway

e High-quality food and drinks that make the choice feel worthwhile

e Something substantial enough to eat without committing to a full dinner

e The flexibility to arrive without a booking

e Freedom to stay briefly, remain longer or continue elsewhere

e Confidence that suggesting Bonvo will feel like a strong choice for the group

Their underlying tension is between wanting a high-quality, socially rewarding start and
wanting to preserve the freedom to see where the night goes.



Primary Benefit

Bonvo gives guests enough quality, energy and freedom to feel that the night has
momentum, while leaving entirely up to them what happens next. The benefit is not
spontaneity itself. Bonvo cannot create or guarantee that. It gives guests a credible starting
point from which spontaneity and possibility can emerge.

Reason to Believe

Bonvo creates these conditions through:

High-quality, simple food made with top-tier ingredients and suppliers

Strong wine and cocktail offerings that make even a short visit feel worthwhile

A predominantly standing-room format that supports movement and social flow
A compact environment designed to feel energetic and connected

Ease of arrival without bookings or formal dining commitment

A food offer that allows guests to eat properly without deciding on a full meal

European neighbourhood-bar and pintxos-bar influences that support a more fluid,
socially open experience

The freedom to stay for one drink, remain for the evening or move on without one
outcome being treated as preferable

Together, these elements give the positioning operational credibility. Momentum and
possibility are supported by how the venue works, not simply asserted through storytelling.

What the Brand Deliberately Rejects

Bonvo rejects:

Hospitality that dictates what the night should become

The suggestion that the venue creates the experience on the guest’s behalf
Claims that spontaneity can be guaranteed

Messaging that treats staying longer as the preferred or more successful outcome
The expectation that guests must arrive with a complete plan

Rigid bookings, formal sittings and predetermined lengths of stay

The assumption that quality requires ceremony, specialist knowledge or a full
restaurant commitment

Experiences that confine the group to a fixed table and a prescribed sequence

Storytelling that over-romanticises spontaneity without supporting it through the
actual venue experience

Bonvo creates the conditions. The guests decide what happens from there.



Brand Pillars

Leave the Night Open

What it means
Bonvo creates a strong beginning without deciding what the evening should become.

Guests can stop for one drink, stay for several hours or continue elsewhere. No outcome is
treated as more successful than another. The venue gives people quality, energy and
freedom, then leaves the rest in their hands.

What it enables or requires

e Easy arrival without bookings or a formal dining commitment

e Flexibility in how long guests stay

e Service that responds to the guest rather than steering them toward a fixed
experience

e Messaging that supports possibility without promising or manufacturing
spontaneity

e An offer that works as both a brief stop and a longer part of the evening

What it rejects or rules out
e Hospitality that dictates what the night should become
e Fixed sittings and predetermined lengths of stay
e Theidea that staying longer is the preferred outcome
e Messaging that guarantees spontaneity
e Experiences that require guests to arrive with the whole night planned

Influence on the brand

This pillar should shape the operating model, service language and way Bonvo describes
its role in the night.

The brand should present Bonvo as a credible starting point, not as the author of the
guest’s experience. Communications should leave room for different outcomes rather
than prescribing an ideal version of the evening.



Build Social Momentum

What it means

Bonvo deliberately creates the conditions that help people move from work mode into
social energy.

Music, layout, lighting, service pace and the standing-room format should make the room
feel alive and connected. The brand does not manufacture atmosphere or pressure guests
to mingle. It creates an environment in which momentum can emerge naturally.

What it enables or requires

e Alayout that supports movement and changing group formations

e Music and lighting that build energy without overwhelming conversation

e Service that feels responsive, confident and well-paced

e A compactroom that feels connected rather than cramped

e Operational decisions that support flow, proximity and social ease

e Enough atmosphere early in the evening for the venue to feel worth entering

What it rejects or rules out

e Chaotic oruncomfortable energy

e Forced sociability

e Entertainment added for its own sake

e A passive room that never comes alive

e Layouts or service systems that trap guests in a static experience
e (Claimsthat the brand creates the night on the guest’s behalf

Influence on the brand
This pillar should guide the physical environment and the rhythm of the experience.

Brand imagery and communication should show real social energy rather than empty
interiors or over-staged nightlife. The visual identity should feel active and confident while
remaining controlled enough to support the quality of the offer.

Make Every Item Earn Its Place

What it means

Bonvo is deliberately focused. Every plate, drink, visual element, message, event and
collaboration must make a clear contribution to the experience.



A limited offer is not a compromise. It allows quality, relevance and clarity to take
precedence over unnecessary variety or activity.

What it enables or requires

e Afocused menu where every item is distinctive and well executed

e High-quality ingredients and suppliers

e Drinks and plates chosen for how they support the intended occasion

e Adisciplined visual identity without unnecessary decoration

e C(Clear, purposeful messaging

e Events and collaborations that strengthen the brand rather than create noise
e Regular review of anything that no longer justifies its inclusion

What it rejects or rules out

e Variety for its own sake

e Filler menu items or content

e Decorative excess

e Trend-chasing

e Generic events and collaborations

e Barfood treated as secondary

e Brand elements included only because they are expected within the category

Influence on the brand
This pillar should act as a decision filter across the entire business.

The menu should remain small but credible. The identity should be distinctive without
becoming overloaded. Marketing should prioritise meaningful evidence, atmosphere and
product quality rather than maintaining a constant stream of low-value content.

Quality Without Performance
What it means

Bonvo takes food and drinks seriously without asking guests to perform knowledge, status
or sophistication.

The team should be friendly, confident and informed. They explain when useful,
recommend plainly and read when to step back. Expertise should help guests feel
comfortable and well guided, never underqualified.

What it enables or requires

e High standards in ingredients, drinks and execution



e Staff who understand the offer and communicate it in plain language

e Friendly and non-elitist service

e Confident recommendations without lectures or superiority

e Clear menu descriptions that make quality legible

e Evidence of craft and sourcing rather than vague premium claims

e An atmosphere where guests feel included regardless of specialist knowledge

What it rejects or rules out

e Wine or food snobbery

e Specialist language used to exclude orimpress
e Formality treated as proof of quality

e Service that performs superiority

<«

e Empty claims such as “premium,” “elevated” or “world-class”
e Making guests feel tested, observed or culturally underqualified

e Lowering standards in the name of accessibility
Influence on the brand
This pillar should shape service, menu language, photography and all claims about quality.

Bonvo should communicate ingredients, sourcing and craft specifically. The tone should
be knowledgeable but human. The identity should signal discernment without borrowing
the visual codes of luxury or formal wine culture.

Translate Europe, Don’t Imitate It
What it means

Bonvo draws from the social fluency of European neighbourhood life rather than
reproducing a themed version of Europe.

The inspiration lies in long summer-night energy, grazing, people moving between places,
neighbourhood familiarity and a relaxed relationship between food, drinks and socialising.
These behaviours should inform the experience, while visual and verbal references
translate them into a contemporary Brisbane context.

What it enables or requires

e Standing, grazing and freedom of movement

e Asocially fluid room rather than a formal dining sequence
e Food and drinks that support a relaxed, unfolding evening
e Asense of familiarity and neighbourhood rhythm



Visual and verbal references grounded in the actual experience
European influence interpreted with restraint and contemporary relevance

A brand world that feels warm, energetic and culturally specific without becoming
literal

What it rejects or rules out

Themed European nostalgia

Cheesy or stereotypical references

Rustic imitation

Visual styling that is unsupported by the venue experience
Generic Mediterranean or old-world clichés

Formal European hospitality presented as theatre
Borrowed cultural cues used only to signal taste

Influence on the brand

This pillar should guide the identity, interiors, menu format, service rhythm, photography
and language.

The brand should express European influence through behaviour and atmosphere first.
Visual references should feel like a natural extension of how the venue works, not
decoration applied to make it appear more culturally interesting.



Tone of Voice

Tone of Voice Overview
Bonvo’s voice is defined by sensory restraint.

Itis cool, contemporary and highly edited, but never cold. Warmth comes through human
ease rather than overt friendliness, direct invitation or performative charm. The voice
notices what is happening: plates moving, glasses clinking, something cold being poured,
the room beginning to fill.

It creates atmosphere through specific observation rather than abstract claims. Food,
drinks, sound, movement and physical detail do most of the emotional work. Words such
as open, alive, easy or electric may appear, but they should support the sensory picture
rather than replace it.

The voice is mostly impersonal and observational. It does not constantly address the guest
or speak from the brand’s point of view. Direct language is reserved for moments where it
is useful, such as opening hours, availability or a short conceptual prompt.

Its rhythm is effortless. Fragmented lines can create pace, atmosphere and visual impact,
while occasional longer sentences provide clarity and variation. The writing should feel
edited, never mannered.

Voice Principle 1: Notice What Is Happening
The voice creates feeling through concrete sensory detail.

Rather than telling people the room has atmosphere, it shows the signs of atmosphere:
plates arriving, glasses gathering, music rising, people shifting closer. The language should
draw from what guests can genuinely see, hear, taste or feel.

Specificity is essential. Real ingredients, drinks, materials and actions are stronger than
vague descriptions of quality or mood.

Practical guidance

e Use specific food, drink and environmental details.
e Describe movement, sound, texture and small physical moments.
e Letobserved details imply the emotional experience.

e Use sensory elements in a balanced way rather than relying only on food imagery or
nightlife energy.

e Ground all atmosphere in something the venue can actually deliver.
e Prefer nouns and verbs over decorative adjectives.



e Use emotional words sparingly and only when supported by a concrete image.
In practice

Instead of: An energetic atmosphere with exceptional food and drinks.
Use: Anchovies in oil. Cold glasses. The room filling up.

Instead of: Experience a night full of possibility.
Use: Plates move. Glasses clink. The night still open.

Voice Principle 2: Say Less, Leave Something Open
Bonvo communicates with confidence through restraint.

The voice does not explain every meaning, prescribe the experience or tell guests how they
should feel. It presents enough detail to create interest, then allows the audience to
complete the picture.

Short fragments are an important part of the rhythm, but they should not become a
formula. Longer sentences can be used when practical detail, context or clarity requires
them.

The result should feel natural and effortless, not self-consciously poetic.

Practical guidance

e Editdown to the detail or idea carrying the most weight.

e Use short sentences and fragments where they add rhythm or atmosphere.

e Varythe structure so every line does not sound like a campaign headline.

e |Leave outcomes unresolved where appropriate.

e Avoid explaining the point immediately after making it.

e Keep practical information clear, with only a light sensory trace.

e Use questions sparingly as conceptual prompts rather than personal interrogation.

Aline such as:
One more?

works because it can refer to a drink, a plate, another stop or the continuation of the night.
It opens the idea rather than putting the guest on the spot.

Aline such as:
Still hungry?

is less appropriate because it feels more personal, functional and transactional.



Voice Principle 3: Keep the Ease Human

The voice should feel relaxed and welcoming without becoming chatty, overly familiar or
eager to please.

Human ease comes from the absence of pressure. Bonvo does not tell guests to settle in,
stay longer or make a night of it. It gives useful information plainly and communicates
confidence without superiority.

The voice remains mostly impersonal. First-person brand language should be limited, and
direct invitations should appear only where they serve a clear practical purpose.

Practical guidance

e Make the language accessible without flattening its intelligence.

e Use plain words for food, drinks and service information.

e Avoid language that tests the guest’s knowledge.

e Keep directinvitations functional and low-pressure.

e Letwarmth come through rhythm, clarity and generosity of information.

e Use direct address only when it improves usability or creates a strong conceptual
line.

e Maintain the same ease across menus, signage, social captions and practical
updates.

For practical copy:
Drop in from 4.
is appropriate because it is direct, useful and relaxed.
A more elaborate line such as:
Come and join us for an unforgettable evening from 4pm.

would feel overstated and out of character.

What the Voice Avoids
Poetic overreach

The voice can be atmospheric, but it should not become flowery, romantic or self-
important. Sensory writing must remain grounded in real details.

Avoid:



e extended metaphors

e dreamy descriptions of the night

e over-romanticised European imagery

e language that tries too hard to sound cinematic

Generic hospitality language
Avoid interchangeable claims that could belong to any restaurant or bar.
Avoid:

e goodvibes

e unforgettable experiences
e something for everyone

e the perfect place to...

e elevated dining

e premium experience

e where memories are made

Luxury-coded sophistication

Quality should be shown through ingredients, execution and confidence rather than
prestige language.

Avoid:

e indulgent

e exquisite

e refined

e opulent

e world-class

e sophisticated, when used as a claim

e language that implies cultural knowledge or status is required

Over-explaining
Do not interpret the experience on the guest’s behalf.
Avoid:

e repeatedly explaining that the nightis open

e telling guests how long they might stay

e claiming Bonvo creates spontaneity

e adding explanatory copy after a strong sensory line



turning every communication into a statement of the positioning

Forced humour

Bonvo does not need jokes, puns or cheeky banter to feel distinctive.

Humour should be almost absent. A dry edge may occasionally emerge through
understatement, but it should never become a visible device or a playful brand persona.

Excessive direct address

Avoid repeatedly using you, we or overt calls to action. The voice should not sound like a

host constantly speaking at the guest.

Direct language remains useful when communicating:

opening hours
walk-in availability
menu prompts
temporary changes
essential instructions

Example Lines

Plates move. Glasses clink. The night still open.

Anchovies in oil. Bread on the way. Something cold already poured.

The room fills. Plans loosen.

Good wine. Sharp drinks. Food that earns its place.

Drop in from 4.

No bookings. No fixed ending.

The music rises. Another plate lands.

Here for a drink. After that, unclear.



