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About Us

Redefine the Experience
.

We love to redefine experiences that connect people together, be that in design, spaces,  
communication or food. With a team of Melbourne-based creatives, artists and strategists,  

we stand for ideas that inspire and become timeless.
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Hello!
BrandWorks is a collective design firm driven by our passion for seeing concepts redefined and transformed 
into reality. Riding on the principles of collaboration and strategy, BrandWorks engages and collaborates 
with creatives from all walks of life, depending on the project. From painters, graphic and interior designers, 
illustrators, strategists, food bloggers, and cafe operators, the skill sets of these individuals are often combined  
to unique effect to support new and emerging concepts.

Our aim is to partner with you to bring expertise and breathe life into your project that will have lasting effects  
in time to come.

Whether it’s branding projects, interior design or retail strategy, we are continually engaged in a variety of projects 
across the hospitality, property and retail industries.

ELEENA TAN MICHAEL TAN
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Our Core

What 
We deliver end-to-end strategy and design for placemaking. 
We breathe life into new and existing hospitality and retail 
concepts through definition of holistic strategy concepts 
with cutting-edge design to match.

How
We are a creative collective - a unique team of Melbourne-
based creatives, from painters, graphic and interior 
designers, illustrators, strategists, food bloggers, and cafe 
operators. We all bring our unique skill sets together to 
deliver new and emerging concepts.

Why
We are passionate about redefining the experiences 
that bring people together. We want to create leading 
destinations for the future, working with visionaries to bring 
their ideas to life.

“BrandWorks has become known  
as the first stop for entrepreneurial 
restaurateurs who need help taking  
an idea from concept to opening”
—BANK OF MELBOURNE, BUSINESS STATE MAGAZINE, ISSUE 05
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A brand is the face of  
a company, not just visually 
but through every sense. 
Customer service, marketing, colours, tastes and sounds all need to be 
aligned to provide a consistent experience for the customer.

These can only be aligned once a clear brand strategy or mandate has 
been established.

To ensure the brand holds a unique market position, buyer personas 
and perspectives on competition are outlined and assessed to ensure 
the brand holds a unique place in the customer’s mind. 

 · Workshop with key stakeholders

 · Conduct research and analytics 

 · Succinctly articulate a brand mandate including:

 · Brand Promise

 · Brand Values 

 · Brand Personality

 · Brand Narrative

 · Brand experience identification of unique customer 
touchpoint and engagement to create brand loyalists

 · Outline of potential cross collaborations & strategic alliances

So 9

BEST IDENTITY DESIGN SHORTLIST  - EAT 

DRINK DESIGN AWARDS 2016 

So 9, meaning ‘lucky number 9’, 
serves authentic Vietnamese street 
food in a refined setting. We engaged 
illustrator Beth-Emily to create 
several pieces of art for both the 
interiors and the menu, speaking to 
concepts of families, journeys, and 
collective memories.

Empire Steak

Empire steak was inspired by a true 
love of the humble steak sandwich, 
the unsung hero of our time. We built 
the brand on the idea of ‘suburban 
prestige’, taking references, 
inspiration, and ideas from everyday 
suburbia to build tactile, intuitive, 
and thoughtful 1950’s-80s nostalgia.

Cocofix

Cocofix’s premise was simple, all 
natural coconuts delivered right to 
your door. Inspired by the concept 
of ‘good vibes’, we designed a 
brand that communicated the 
natural goodness of the coconut 
through palm fronds, while also 
being accessible through the ‘OOX’ 
secondary system. 

Brand Strategy
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Identity speaks all.
Once a clear strategy has been established, we produce the visual 
elements of a brand, including brandmark, tag line lockup, secondary 
system and fonts, for its visual representation and for use on collateral.

Using this identity, we produce collaterals to be used in-house  
and to promote the brand. Collaterals can include a wide range  
of items including:

 · Menus

 · Packaging

 · Marketing Material

 · Stationary

Moving into interiors, we take these brand elements and secondary 
system - the visual language of colours, textures, shapes - to create the 
brand experience in a 3D and experiential form.

 · Review existing brand identity, secondary system, and design 
attributes (if applicable) in accordance with the new brand 
mandate

 · Presentation of branding direction with logo concepts 
including fonts, palette, and secondary system

 · Branding artwork in .eps format

 · Brand book delivery

 · Development and creation of brand collaterals and rollout

Providence

BEST IDENTITY DESIGN SHORTLIST  -  

EAT DRINK DESIGN AWARDS 2015

This cafe concept was inspired  
by Victoria’s great local produce,  
as well as its farmer’s markets.  
This was reflected in the branding, 
which features custom fruit and 
vegetable illustrations, simply 
typography and cheerful pastels. 
Special edition fruit + veg prints 
were designed for the walls. 

Laksa King

Talk to any Malaysian about home, 
and the first thing they’ll talk  
about is food. Taking inspiration 
from the heart of Peranakan/
Malaysian culture - the balance  
of Chinese and Malaysian -  
we contrasted two elements, 
emulating the patterns in the soup  
of Laksa - the signature dish.

Hochi Mama

We were approached to reimagine 
the larger than life personality of 
Hochi Mama, as the patron of art 
with a unique street-edge context. 
Loud colour, distressed typefaces, 
street art and rough edges make this 
place ‘Viet-curious’, with a strong 
sense of discovery and adventure. 

Brand Creation
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“The Tans believe that for a hospitality 
venture to be successful, everything 
needs to be brought together to create  
the user experience, from brand 
through to interior.”
—ARTICHOKE MAGAZINE, ISSUE 56
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Our surroundings play a vital 
role in the way we connect with  
each other. 
Our design team works closely with our clients to ensure we maintain 
the essence and personality of their concept, and make sure their space 
is both functional and inspiring. 

No matter the size - from compact kiosks to multi-store rollouts - we 
specialise in being able to visually and three-dimensionally carry 
a brand’s identity through to create a meaningful, sensory-filled 
experience. 

Through detailed construction documentation, we outline direction and 
instruction for store interiors of any size, depending on clients’ needs.

 · Concept Design

 · Floor Plan Design

 · Schematic Design 

 · Design & Development

 · Documentation & Tender

 · Graphics Package

 · Contract Admin

So 9

WINNER - 2016 NEW YORK HOSPITALITY 

DESIGN AWARDS

SHORTLIST - 2016 LONDON BAR & 

RESTAURANT DESIGN AWARDS

WINNER - 2015 MELBOURNE DESIGN 

AWARDS 

BEST RESTAURANT DESIGN SHORTLIST - 

EAT DRINK DESIGN 2016

The interior for So 9 was designed 
around the preparation of the 
cuisine, with cooking stations  
for different traditional menu  
items, bringing the diner into  
the cooking experience. 

5 & Dime Bagels

WINNER - 2015 MELBOURNE DESIGN 

AWARDS 

For this traditional New York bagel 
store, we looked to bring aesthetic 
elements including natural timber, 
tiles, butchers blocks, work benches 
and brass details, creating seamless 
flow between this commercial bagel 
workshop and bustling cafe.

The Croft House

Engaged by The Accor Group  
to redesign their existing all-day 
dining venue at The Sebel, Brisbane,  
we looked to materials including 
local Australian stone, leather,  
and botanicals in designing a  
brand and interior to reflect the 
rustic, homestyle roots of the 
restaurant’s cuisine.

Interior Design
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Go from the ground floor up. 
Retail Strategy is crucial to the success of any development - no matter 
how big or small.

We work with developers to advise and support on decision-making 
around commercial and retail space.

Combining data analysis and analytics with insight and forecast of 
trends, we develop a solid understanding of the operator environment 
in order to come up with the best plan and strategy for the space.

We can create master brands for precincts and ensure a consistent, 
creative theme comes through in every aspect of the physical space.

We work closely with our close network of operators, selectively 
curating the right fit for tenancies, ensuring each and every opportunity 
presents a win-win for both developer and tenant. 

 · Business case analysis 

 · Retail economic report and feasibility study

 · Concept development

 · Placemaking and brand strategy development

 · Master brand creation and activations

 · Retail tenancy curation and management

 · Interior design of retail space

The Archway

Working with the landlord, we cut 
the ground floor of retail space 
in a commercial office building 
on Flinders Lane into six retail 
stores, branded it and curated the 
space into a food destination in 
Melbourne’s CBD.

Jack Dyer Street 
at Jacques Richmond

Working with Riverlee Property 
Group,  we curated the five retail 
tenancies on the ground floor of  
a significant residential development 
in Richmond. We created a master 
brand for the precinct, paying 
homage to the Richmond  
community heritage.

EQ Tower Food Precint

Working with ICD Property, we 
created the concept of a tech-
driven food court within one of the 
CBD’s biggest towers. Using data 
and analytics from the surround, 
we created a master brand for the 
futuristic food precinct -  the first  
of its kind, anywhere.

Placemaking & Retail Strategy
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“When it comes to food, Michael and Eleena Tan 
get serious. The husband-wife duo have made it 
their passion to create holistic experiences and 
brands around food. And through their company, 
BrandWorks, they’ve redefined, refined and  
created holistic brands in the hospitality space  
here in Melbourne”
—DESKTOP, APRIL 2016



September 2016 © BrandWorks

Capabilities Document

Page 12 / 31

Who We’ve Worked With

Professional distinctions

WINNER - 2016 NEW YORK HOSPITALITY DESIGN AWARDS

SHORTLIST - 2016 LONDON BAR & RESTAURANT DESIGN AWARDS

BEST RESTAURANT DESIGN SHORTLIST - EAT DRINK DESIGN AWARDS 2016

BEST IDENTITY DESIGN SHORTLIST  - EAT DRINK DESIGN AWARDS 2016

BEST IDENTITY DESIGN SHORTLIST  - EAT DRINK DESIGN AWARDS 2015

WINNER - 2015 MELBOURNE DESIGN AWARDS, HOSPITALITY INTERIOR DESIGN

WINNER - 2015 MELBOURNE DESIGN AWARDS, GRAPHIC DESIGN - ILLUSTRATION & TYPE
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Michael Tan

CO-FOUNDER

Michael brings with him over 20 years of experience, in brand, design, interiors, 
and concepts. He has worked with Fortune 500 companies from diverse industries, 
from cars to mobiles, beer to dairy and property developers to national franchise 
food brands. For him, the challenge is not the category you compete in, it’s the 
consumer you wish to engage with. With a keen interest on consumer trends, 
behaviours and market insights, he works from the ground up with you, and 
believes that standing from behind the ‘till’ is still the best form of market or 
customer research any business owner can do for themselves. 

Eleena Tan

CO-FOUNDER

Born into the world of food at an early age, Eleena spent most of her youth at her 
parent’s restaurants, serving customers, taking orders and working her way up 
through the business. Eleena brings with her years of experience and insights 
in hospitality, operations, master planning and retail consulting to clients who 
wish to deliver innovative food concepts that are not only exciting but are also 
commercially viable and sustainable. Her value is her breadth of knowledge, 
connections, relationships with suppliers and industry. Put simply, if you want to 
get your idea to market, whether it be food, technology, retail or a bottle of water, 
ask Eleena how. 

The Founders
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“BrandWorks exists for the purpose of 
curating great ideas and people that 
will realise the vision of their clients, 
offering expertise in interior design, 
branding and retail strategy.”
—URBAN MELBOURNE, MAY 2016
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Case Studies
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The Croft House

The Client’s Brief
 · Rescue and reinvention of hotel restaurant 

 · Underperforming, under-utilised space

Our Approach
 · Identified consumer opportunities 

 · Concept development of  
‘wine distillery meets city pace’

 · All day dining introduced

 · Local, artisan, Modern Australian ethos

 · Brand Identity The Croft House

Outcomes
 · A notable addition to the Brisbane dining scene

 · Brand alignment from end to end

 · Engagement of local suppliers and artisans
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The Croft House

The result of the two became the Effortless Abundance concept 
direction. A quality, considered, Modern Australian menu that resonated 
with the consumer of today and tomorrow. The evolution of the offer 
and identified positioning informed the space and was articulated 
graphically into The Croft House, the brand.

The interiors were defined through ‘wine distillery meets city pace’. 
The design was a strategic floor plan that considered commercial 
viability and customer comfort equally. Conceptual activations were 
planned into the space in alignment with the offering. The introduction 
of a barista coffee window with serving onto Albert Street promoted 
opportunity for morning commuters, while also maximising the interior 
space.

The mandatories of all day dining, quality and abundance were met 
through the interior segmentation. A malleable space was created,  
from coffee window and wine table, to transition from breakfast beyond 
a charcuterie afternoon with ease.

Our Approach
The process began through a thorough strategic 
investigation of the site, its opportunities, 
competitors and local consumer sentiment. We 
identified several mandatories for the concept and 
the framework formed around these directives. The 
buyer’s persona was the primary consult, supported 
by emerging trends in food and buyer behaviour. 

The concept evolved, with a Modern Australian 
accent, coined as a theme of ‘Effortless Abundance’. 
A priority of the emerging CBD consumer called 
for dining solutions to accomodate busy lifestyle 
demands, informing an all day dining concept.

In suitability of primary demographic - the business 
domestic traveller - a smart casual execution was 
identified. The restaurant concept was positioned 
in this band to both appeal to and re-educate the 
consumer toward a new, quality offering. Paired 
with consideration for the health-conscious and 
community-minded audience, a local love direction 
was recommended with a focus on seasonally, 
locally sourced produce. Combining the elements 
ensured the restaurant remained inclusive and 
served the secondary and minority customers. 

Current Situation
BrandWorks were engaged by the Accor Group to 
completely reimagine the ground floor restaurant  
of the Sebel Hotel, Brisbane. 

Situated on the prominent corner of Albert and 
Charlotte Streets in Brisbane’s CBD, the site had 
many advantages. Great corner exposure, entrance 
onto the bustling street frontage and all day 
foot traffic. Huge potential and a prime position 
very much under-utilised by the hotel’s former 
restaurant. The Croft House’s predecessor ‘Palettes’ 
served almost exclusively to hotel guests in timed 
buffet cycles. The financials were slipping every 
quarter.. It’s safe to say, the need for evolution was 
as dire as the decor!
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The Croft House

Services
BrandWorks provided an end-
to-end service for the brand 
and interior designs.  
This included:

 · Brand strategy

 · Concept development

 · Brand identity

 · Collateral rollout 

 · Website design

 · Photography direction

 · Interior design

 · Interior styling

 · Art direction

Outcome
The Croft House has arguably elevated the 
Brisbane CBD dining scene. Brand alignment 
from end to end as a result of the concept 
being embraced equally by the studio and 
client. In addition to design, BrandWorks 
acted as strategic consultant throughout the 
project to assist in the final result being as 
seamless as it stands today.

In support of the concept and vision, 
BrandWorks engaged several local artisans 
for interior artwork and activations. A 
collection of signature pieces were created 
for the project by Queensland ceramic artist 
Susan Simonini. The palette of which were 
informed by the contrasting colours of the 
space. Her work was chosen for it’s organic 
and rustic form, representative of the concept 
direction. 

Brisbane local and artist Karen Collins was 
engaged, creating a feature landscape that 
captured The Croft House landscape in 
essence. Greenery was a mandatory within 
the sunny space and amongst the hanging 
planters, a happy collaboration with Kirralee 
& Co was formed to create and curate an 
installation of plant vessels made from 
sustainable and recycled wood.

Results
In just a few short weeks of opening, target 
revenue has been exceeded and the restaurant 
is constantly buzzing. The all day dining menu 
has turned The Croft House into a destination. 

Where previously, the customer base was 
predominantly hotel guests, external clientele 
now make up the majority of lunch and dinner 
sittings, resulting in new business that is 
purely incremental.

And most importantly, the customer response 
for The Croft House concept, space and menu 
has been overwhelming with praise.

Media Feature
The Weekend Edition - Review

https://theweekendedition.com.au/
food-drink/the-croft-house-brisbane-
city/?utm_source=newsletter&utm_
medium=email&utm_
campaign=featurefooddrink

The Weekend Edition

https://theweekendedition.com.au/stumble-
guide/the-croft-house-town-kitchen-and-bar/

The Urban List

https://www.theurbanlist.com/brisbane/
directory/the-croft-house-town-kitchen-bar
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Empire Steak

The Client’s Brief
 · Brand Identity for new concept in food

 · A name, a face and a space for a new  
market niche

 · A point of difference in the QSR category

 · Authentic - food without the fad

Our Approach
 · A journey delving into childhood Milk Bar 

memories 

 · Concept development of ‘suburban prestige’

 · Celebrating a timeless Australian ethos

 · Extending Brand to the Interior

 · Packaging development - Function meets Brand

Outcomes
 · A Brand that is timeless, authentic  

and memorable

 · Traditionalists engaged for an on-Brand outcome

 · Fully formed brand, poised for expansion
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Empire Steak

Current Situation
The client had a clear directive - to do away with  
the hype of where food scene was heading.  
In their words, food was becoming too serious; 
deconstructed, foams, nitrogen and smears on 
plates. The idea of going out and having a simple 
great meal without the pretence was getting few 
and far between.

When it came to steak, they questioned why a 
decent porterhouse steak needed to be over $40-
50, given we have access to some of the best 
produce in the world and was generally out of reach 
to many Australians. Someone had to do something 
about it...

In the quick service restaurant (QSR) environment, 
we have witnessed a strong resurgence of gourmet 
burgers, pizzas, ribs, fried chicken, Mexican and 
Asian street food and the Americanisation of food 
culture in general. It begged the question of what 
should we look forward to next? 

Our Approach
The journey was always going to be collaborative and a willingness for 
both designers and the client to push and pull back. After all, here was 
once-in-a-lifetime opportunity to create something unique, Australian 
and non-cookie cutter. Most of all, it was filled with emotion and 
memories. It began with delving into childhood recollections of the 
beach kiosk, milk bar, fish 'n chip shop - places where one would enjoy 
the simple pleasures of takeaway food.

An idea rose to the top that we later coined 'Suburban Prestige'.  
It celebrated the things that we can proudly call Australian, from Bondi 
to Ringwood. The 80s-style Milk Bar became the world we lived in.  
The team even ate ice creams from Gaytimes, Eskimo Pies to Paddle 
pops during client meetings to get into the right headspace. Every 
element, device, romance copy and strapline needed to elevate this 
idea of 'Suburban prestige'.

Another mandatory was to ensure the design was completely different 
from other premium QSR brands. The packaging design has taken into 
account the ordering process to ensure accuracy, speed and delivery. 
Each sandwich bag lists the main menu, extras and sauces on the 
back and functions as an order list to differentiate one sandwich order 
from the other. Empire Steak now 'owns' every design element and 
specification. If a competitor tries to emulate a similar aesthetic it would 
look out of place. In other words, you won't find vintage logos, white 
tiles, tolix stools, timber beams, pendant lights with Edison globes or 
black steel frames in any Empire Steak outlet.

Cafes, coffee shops and brunch have equally grown 
in favour. Locally, however, food classics that we 
Australians have grown up to love have somewhat 
been forgotten on today's gourmet menu - the meat 
pie, sausage roll and pastie, charcoal roast chicken, 
lamb roasts and cutlets, steak sandwiches and pub-
style parmigiana. 

Consumers have shown for a long time a strong 
desire for premium quality steak but have had to 
pay high prices in fancy restaurants. But what if you 
could offer a grass-fed, Australian porterhouse cut 
quality steak at everyday prices and served in under  
5 minutes?



September 2016 © BrandWorks

Capabilities Document

Page 21 / 31

Empire Steak

Services
BrandWorks provided an end-
to-end service for the brand 
and interior designs.  
This included:

 · Brand strategy

 · Concept development

 · Brand identity

 · Packaging

 · Copy

 · Website

 · Photography

 · Interior design

Outcome
Empire Steak is a great example of when 
both the client and studio are completetly 
invested in the concept and the outcome. The 
client's vision for the product and the brand 
was clearly defined. BrandWorks was there 
to help articulate it visually and design it 
with emotion. Whilst many brands reflect the 
design trends of the moment, a clear bench 
mark for the Empire Steak was that it needed 
to be timeless, authentic, memorable and 
innovative.

We took this opportunity to collaborate with 
other partners to ensure the execution of 
the ideas were authentic as the milk bars 
of yesterday. Larry Stammers, Melbourne-
based sign writer, hand painted the brand 
logo and secondary system inside the store. 
The brandmark was hand drawn by our lead 
designer, as well as the supporting icons, 
fonts and quotes, for a more original look. 
The newspaper was printed in black and red 
ink only, just like The Sun newspaper was. As 
they say, the devil is in the detail.

Results
The brief was received in early October '15 and 
the first store opened early August '16. Whilst 
this is longer than normal, the client requested 
the first store look like it was the tenth store 
opening. In other words, every detail, level of 
service and execution had been design and 
done as intended so future roll outs would be 
quick and simple.

With another 10-15 store schedule to be open 
in the next 18 months, it's a little too early to 
jump to conclusions. However, early reports in 
are that the first CBD store is trading well and 
has already been recommended by The Age 
Good Food, Concrete Playground and Smudge 
Eats. It's planned that Empire Steak will be a 
mixed model concept, ranging from kiosks to 
small footprint stores and sit-down restaurants 
in locations from shopping villages to the high 
street. 

For the founders, sharing the Empire Steak 
story and bringing back an Aussie icon for 
everyone to enjoy is just the beginning.

Media Feature
Good Food Guide

http://www.goodfood.com.au/eat-out/just-
open/just-open-empire-steak-melbourne-
20160811-gqq3oe

Melbourne Express - The Age

http://www.theage.com.au/victoria/
melbourne-express-wednesday-august-17-
2016-20160816-gqu5u3.html

Concrete Playground

http://concreteplayground.com/melbourne/
food-drink/food-2/empire-steak-is-
melbournes-new-steak-sarnie-dedicated-
eatery/

Smudge Eats

http://smudgeeats.com.au/directory/
melbourne/restaurants/empire-steak/
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Look forward to working with you.


