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Gi R v i n  w o r k s 

w i t h  y o u  t o  s t r a t e g i c a l l y  b u i l d  n e w  b r a n d s ,  

i g n i t i n g  t h e  r e s o n a n c e  o f  a u t h e n t i c  s t o r i e s ,  a c t i v a t i n g  b u s i n e s s 

g o a l s  t o  r e a l i z e  u n p r e c e d e n t e d  r e s u l t s .



ST  R ATEGY      |  STO   R YTELLING         |  B R AND    C R EATION    
These projects are about story and positioning development and how we work with 

leadership, families, executive and marketing teams as well as guests and customers. 

We created a grouping of stories and new brand positioning with business strategies that 

affect a fresh connection to community relationships. Once a story takes hold, it becomes 

the currency with which a property, hotel, resort and retail program can be shared and 

defined. It enters the language and mindset of your market – it forms the thread and 

foundation of your tapestry, in telling. 

Commune | Community | Communication. 

SOGO     |  R ENOVATING          A  CLASSICAL          T R ADITION        OF   J APANESE        R ETAIL   

HA  R VEY    NICHOLS        |  FINDING        AND    C R EATING       SY  M BOLIS     M  FO  R  A  1 2 5  YEA   R  OLD    B R AND 

THE    NO  R DST   R O M  FA  M ILY    |   WO  R KING     WITH     ONE    OF   A M E R ICA   ’ S  G R EATEST       R ETAIL      FA  M ILIES   

YSL    |  SUPPO     R TING     THE    CEO   ,  LEADE     R SHIP     TEA   M  AND    NO  R TH   A M E R ICA    YSL    IN   BUILDING         R ETAIL      ST  R ATEGY   

SEIBU      INDONESIA          |  GI  R VIN    SUPPO     R TED    THEI    R  G R OWTH     IN   THE    SOUTH      CHINA      SEAS  

AEKYUNG        |  FO  R  THE    E M E R GENCE      OF   A  NEW    B R AND    ST  R ATEGY     ,  C R EATING       A  LEGACY       OF   R AIL   ,  R ETAIL     ,  ENTE    R TAIN    M ENT    AND    BUSINESS      

LEVIEV       |  CAPTU     R ING    THE    SPI   R IT   OF   THE    ICE   M AN  ,  THE    WO  R LD  ’ S  POWE    R HOUSE      OF   DIA   M ONDS  

A M AZON     |  GI  R VIN    ENVISIONED           A  HOLISTIC         NEW    ST  R ATEGY      OF   INTEG     R ATED     B R ANDING    

BA  R DESSONO        |  TELLING        A  VISIONA       R Y  STO   R Y

CANYON       R ANCH     |  LIVING       IN   HEALING        WHOLENESS       

WYNN     LAS    VEGAS      |  STO   R YTELLING         FO  R  LU  X U R Y 

BELLAGIO         |  E X PANDING        THE    STO   R YTELLING         OF   STEVE      &  ELANE      WYNN    

FAI   R M ONT    P R INCESS       AT   ACAPULCO         |  R ETHINKING          ST  R ATEGY      ON   A  CLASSIC     

THE    FAI   R M ONT    P R INCESS       IN   HA  M ILTON     ,  BE  R M UDA    |  R EPOSITIONING             HE  R ITAGE   

PEA   R L  AT   P R INCESS       DIA   M ANTE     |  THE    EVOLUTION          OF   THE    FAI   R M ONT    P R INCESS    

KE  R ZNE   R  |  THE    R EEF   ,  ATLANTIS         AND    THE    COVE    

ILLAHEE        |  TELLING        A  NEW    STO   R Y 

ALE   X IS  – A  WO  R K  OF   A R T  |  A  NEW    STO   R Y ,  POSITIONING           ,  FO  R  KI  M PTON  

O Q YANA     |  TELLING        ST  R ATEGY      AND    STO   R Y ,  DUBAI   

A R A  SPA    |  NA  M ING    AND    C R EATING       SPA    B R ANDS    

THE    NO  R DST   R O M  FA  M ILY    |  DESIGNING          A  STO   R Y  AND    FOUNDATION           FO  R  FA  M ILY 

INSPA      |  C R EATING       A  B R AND    AND    STO   R Y  F R O M  A  BUSINESS         PLAN  

SHISEIDO         |  BUILDING         ST  R ATEGIES        OF   INTE    R NATIONAL         BEAUTY      

TU  R TLE    DUNES      AT   P R INCESS       DIA   M ANTE     |  A  STO   R Y  OF   NEW    R ESO   R T  POSITIONING         

NEWCASTLE          |  COAL     YA  R DS   AND    WASTELANDS           TO   LU  X U R Y  COU   R SE

R ESTAU     R ANT    |  B R ANDING       SENSUALITY          

PEA   R L  |  POLISHING          A  NEW    B R AND    CONCEPT     

CASCADIA         |  C R EATING       A  R ESTAU     R ANT    F R O M  SC  R ATCH  

M OTION      PICTU     R E  |  2 5  YEA   R S  OF   THEAT     R ICAL     STO   R Y  IN   DESIGN    



ST  R ATEGY       |   STO   R Y   |   NA  M E   |   M ESSAGE        |   IDENTITY          |   ENVI    R ON  M ENT     |   P R INT     |   PACKAGING           |   INTE    R ACTIVE    

G I RV I N  S TOR I E S



R E T A I L



SOGOSOGO     |  R ENOVATING          A  CLASSICAL          T R ADITION        OF   J APANESE        R ETAIL   

Rethinking retail and street presence strategy: GIRVIN partnered with Millennium Retailing, as well as 

the SOGO leadership team, members of Callison Architecture, to reach into the legacy of the history of 

SOGO, and to empower a dramatic street presence in Osaka. In a series of workshops, the idea of gingko 

and cherry blossoms became the classical credo of symbolic design, gestured in large scale patterning 

treatments and design arrangements throughout the store, as well as its five entry points. 
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F I N D I N G  A  N E W  S T O R Y   .   C R E A T I N G  A  P A T T E R N I N G  D E S I G N  L A N G U A G E   .   B R A N D + L E G E N D + M A G I C

H O L I S T I C  I N T E G R A T I O N



HARVEY NICHOLSHA  R VEY    NICHOLS        |  FINDING        AND    C R EATING       

SY  M BOLIS     M  FO  R  A  1 2 5  YEA   R  OLD    B R AND 

Innovating brand strategy for new business in Jakarta: working with the family legacy of 

Jakarta investment, the spirit of the brand strategy lead to the creation of a symbolic device 

– the royal parang – a wave form that tells a story of magic, beauty and sophistication. This 

design patterning finds itself through everything – from walls to shopping bags, website to 

entry areas. One story, one strategy, that moves from one place through another. 



HARVEY NICHOLS
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NORDSTROMTHE    NO  R DST   R O M  FA  M ILY 
WO  R KING     WITH     ONE    OF   A M E R ICA   ’ S  G R EATEST       R ETAIL      FA  M ILIES   
Innovating the legacy of decades of one of the founding families of specialty merchandising stories.  

Any brand starts with a person, a story, a family – and we’ve got plenty of experience working with families 

– large or small, closely knit or extended. For the Nordstrom clan, our roles have been multiple decades  

of telling stories and planning strategies; it’s all been geared to brand development, retail design, 

packaging and websites, naming and crystallizing the spirit and legacy of the Nordstrom name, with 

the experience of the store, in one consistent telling of a story – for more than 30 years of partnership. 



NORDSTROM
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B R A N D  H E R I T A G E

F A M I L Y  V A L U E S  R E T O L D
S T O R E S  T H A T  A R E  B A S E D  O N  S T O R Y

C O M B I N E  H E R I T A G E  A N D  M O D E R N I S M

F A M I L Y  B R A N D 

S T O R I E D  F A M I L Y



YVES SAINT LAU-YVES     SAINT      LAU   R ENT 
SUPPO     R TING     THE    CEO   ,  LEADE     R SHIP     TEA   M  AND    

NO  R TH   A M E R ICA    YSL    IN   BUILDING         R ETAIL      ST  R ATEGY   
Innovating a legacy from Monsieur Saint Laurent, Tom Ford and Stefano Pilati. We believe in the YSL story. The 

heritage of parisien couture. The founding leadership of Yves Saint Laurent and the new genius of Stefano Pilati. 

There is a new story that is emerging. We would like to tell this story, and what this means to the heart of YSL. GIRVIN 

partnered with the leadership team at Yves Saint Laurent | NYC to explore strategic evolutions for the store design 

language on 57th | 5th, as well as expanding the thinking to other locations in the US. 



YVES SAINT LAU-      “ALIGN HIS WORK  
     WITH THE BASTION OF ELEGANCE.”
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 ”DRESSING IS A WAY OF LIFE. IT BRINGS YOU JOY.”

"I AM A FIGHTER & A WINNER"

  “SHE COMES FROMfff           
        THE FRENCH IMAGINATION.”          ”  
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SEIBUSEIBU      INDONESIA       
SEIBU      IS   A  J APANESE        B R AND   ,  NOW    DIST    R IBUTED       TH  R OUGHOUT        SOUTHEAST         

ASIA    ,  GI  R VIN    SUPPO     R TED    THEI    R  G R OWTH     IN   THE    SOUTH      CHINA      SEAS  
For the Grand Indonesia, creating a strategic design plan and story for Ibu Nursalim and PT. Mitra 

Adiperkasa Tbk (MAP). The program included building a strategic brand story, mixing old Dutch design 

intentions with the floral treatments or classical Javanese, Indonesian brand patterning and symbolic 

language, that infused everything from pre-launch marketing materials to signing, planning for the 

department concepts, building an entire strategy for packaging amenities. 
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AEKYUNGAEKYUNG     
FO  R  THE    E M E R GENCE      OF   A  NEW    B R AND    ST  R ATEGY     ,  C R EATING       

A  LEGACY       OF   R AIL   ,  R ETAIL     ,  ENTE    R TAIN    M ENT    AND    BUSINESS      
Working on innovating the strategy of a holistic positioning for a newly built, mixed-use complex, founded 

on freshly interpreting the brand identity: energizing business. Our planning tied to the concept of Aekyung’s 

BrandSpirit® and the containment of AK Town Centre, as an expression of modern energy, the concept offered 

by Callison as an overall vision. We expressed these ideas in phases, then looked for a point of differentiation, 

the Aekyung brandmark. Finally GIRVIN created filters that related to various interpretations to create a dynamic 

visual vocabulary for the entire project, for numerous applications.

A E K Y U N G

M O D E R N 
+

A K 
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LEVIEVL E V I E V
CAPTU     R ING    THE    SPI   R IT   OF   THE    ICE   M AN  ,  

THE    WO  R LD  ’ S  POWE    R HOUSE      OF   DIA   M ONDS  
For Lev Leviev’s first retail concept, GIRVIN worked on the concept of finding the heart of the story, and 

building that presence into an icon, patterning, and visual strategy for the launch of the Leviev retail and 

website development. Leviev, a diamond broker second only to DeBeers, specializes in large stones – but 

still, at the beginning of the brand development, there was no visible story in place. LEVIEV was the first. 
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AMAZONA M AZON     |  NEW    ST  R ATEGY      OF   INTEG     R ATED     B R ANDING    
Exploring the idea creating a unique metaphor of design – the strategy of cumularity 

– clouds, integration – the jungle, the fire – kindle, and the flow of the content 

– Amazon. The nature of the work in creating an experience for Amazon ties to 

rethinking the premise of the global online retailer, and how that might be newly 

interpreted – as a shop front, exhibition gallery, interactive space, “Colette | Paris” 

curation, or a combination of the above.



AMAZON
�

STORY Amazon | Metaphor
This book explores the idea(l)s of creating an experience in place and conceptual storytelling of Amazon.  
At the end of this book, we’d like to offer a proposal, for next steps. With your blessing. 

FLOW | MEANDER | FLUENCY
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COMMUNITYAmazon is Fluid
Like the waving tides of water and flow, moving further into the land, there are surges, dynamic exchanges, that carry messages back and forth. 

 
It flows reflectively – one touch brings another in return...

��

Amazon started with books. That’s a memory. 
The palace of memory
The ancient concept of thinking of your mind, and your memory, as a place that’s actually built in your imagination.  
Amazon exhibit is a place that can exist in your mind. 

 
Amazon EXPERIENCE CAN INSPIRE YOUR MIND. You just might find something that you’d forgotten. 

SEE
STRATA
DIMENSION
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COMMUNITYAmazon is Fluid
Like the waving tides of water and flow, moving further into the land, there are surges, dynamic exchanges, that carry messages back and forth. 

 
It flows reflectively – one touch brings another in return...

4�

Kindles are like firewalking, but instead, it’s fire reading – 
you can touch anything, in the way of new fuel in content 
– taking you to a new place of experience. 

fire me up!
MERCHANDISE
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Kindles are like firewalking, but instead, it’s fire reading – 
you can touch anything, in the way of new fuel in content 
– taking you to a new place of experience. 

fire me up!
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There’s more to the cloud. 
C L O U D M I N D

 
The way the cloud works, gathering strength in the numbers of formations is the same way that the networks work for the human mind – and the gathered mindset(s). That 
is, Amazon is founded on the innovations of a grouping of minds – they link together, share, grow and expand on each other, building volume, force and moisture. But it’s the 
way the mind works, just by itself – it forms impressions, gathers data, responds to instinct, creates actions in solution.

CLOUD 

SHELF

MIND
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There’s more to the cloud. 
C L O U D M I N D

 
The way the cloud works, gathering strength in the numbers of formations is the same way that the networks work for the human mind – and the gathered mindset(s). That 
is, Amazon is founded on the innovations of a grouping of minds – they link together, share, grow and expand on each other, building volume, force and moisture. But it’s the 
way the mind works, just by itself – it forms impressions, gathers data, responds to instinct, creates actions in solution.
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SHELF

MIND



H O S P I T A L I T Y



BARDESSONOBA  R DESSONO        |  TELLING        A  VISIONA       R Y  TALE  

Phil Sherburne, a pioneer of green development, envisioned the creation of an extraordinary 

hotel located in the heart of Yountville, California – exceptional in its design, platinum green 

in its sophistication. GIRVIN helped develop the founding leadership story through a branding 

charrette workshop where we established a strategy for the positioning of this unique place.
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PHOTOGRAPHY BY SAM TODD DYESS & ASHLEY TEPLIN

C H A R T I N G  A  N E W  C O U R S E  
									         I N  H O S P I T A L I T Y

T H E  G R E E N E S T  L U X U R Y  P R O P E R T Y  I N  T H E  U N I T E D  S T A T E S

T H E  S P I R I T  O F 

	 G E N E R O S I T Y , 

		  I N T E L L I G E N C E , 

			   R E F I N E M E N T

C R E A T I N G  A  P A S S I O N  F O R  P L A C E

T H E  W A L K I N G  V I L L A G E  O F  A R T  F U L L N E S S  I N  E X P E R I E N C E



CANYON RANCHCANYON       R ANCH     |  LIVING       IN   HEALING        WHOLENESS       

GIRVIN worked with the founding leadership of Canyon Ranch | Living, Miami – to build a 

brand storytelling model for the environment, community, spa-living and lifestyle center. This 

brand model also extended to marketing materials, such as videos and other collateral and 

served as a foundation for GIRVIN’s environmental graphic design efforts.
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S T O R Y T E L L I N G

B R A N D  P O S I T I O N I N G

V I D E O  &  M A R K E T I N G  M E S S A G E S

W A Y F I N D I N G  S T R A T E G Y



WYNN LAS VEGASWYNN     LAS    VEGAS      |  STO   R YTELLING         FO  R  LU  X U R Y
GIRVIN, again, partnered with Wynn Resorts to create a refined and innovative guest 

directory and dining guide for both Wynn Las Vegas and Encore, the newest addition to the 

resort complex. The updated design is a tangible manifestation of Wynn – from the custom 

trademarked colors used for the in-room guide binders to the patterning treatment inspired by 

the interior design of both properties. The collaboration between Wynn and GIRVIN resulted 

in the development of a design and copywriting solution that best reflects the promise of an 

exceptionally luxurious experience while bridging the two properties.
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S T O R Y T E L L I N G  I N  H O S P I T A L I T Y

T H E  M E S S A G E  O F  L U X U R Y

P A T T E R N I N G  E X P R E S S I O N



BELLAGIOBELLAGIO        
E X PANDING        THE    STO   R YTELLING         OF   STEVE      &  ELAINE       WYNN  
GIRVIN has a long history of partnering with Steve and Elaine Wynn to support their 

vision for the Bellagio as well as their newest resorts. GIRVIN provided consulting, 

strategy for marketing materials and created collateral that extends to stores, 

restaurants, amenities, signage, opening development and the web.
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N A M I N G

S T O R Y T E L L I N G  I N T E R P R E T A T I O N S

V I S U A L  P O S I T I O N I N G

L A K E  C O M O  T H E M I N G

B U I L D I N G  A  N E W  W O R L D  O F  W O N D E R



FAIRMONTTHE    FAI   R M ONT    P R INCESS       IN   ACAPULCO        
R ETHINKING          ST  R ATEGY      ON   A  CLASSIC     
GIRVIN partnered with the Fairmont leadership team, MTM Luxury Hotel consultants and Global 

Hospitality Investments in an effort to re-brand the entire Fairmont Princess – from golf courses, 

amenities and signage to uniforms and menus. The intent was to create a cohesive consumer 

experience, which we accomplished by exploring the property’s history, competitive landscape 

and brand character through research and creative sessions. In doing so, we were able to find 

a compelling story for the complex that is reminiscent of the past but extremely relevant  to 

the future. GIRVIN developed an over-arching strategy that included visualizations, naming, 

messaging, collateral and services all unified by the foundations of identity development.
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1971
• Icon
• Acapulco Princess Country Club
• Designed by William Rudolph & 

Leonides Guadarrama 
• Two towers
• 480 acres
• Golf Course designed by 

Ted Robinson

1982
• Third tower is added

1998
• Purchased by Canadian Pacific

 

Hotels 

1999
• Fusion with Fairmont
• The Fairmont Acapulco Princess
• Renovation of lobby, restaurants,

 

public areas and rooms
• Willow Stream Spa

2007
• GHI

2008
• Brandquest

f i n d  t h e  h e a rt ,  t h e  s o u l  o f  t h e  P ri n c e s s , 

	  t h e  Pa c i f i c  “ P e a rl ”  o f  t h e  D i a m a n t e , 

			   t h e  n e w  g o l d  c o a s t  o f  A c a p u l c o . 

P R I N C E S S  D I A M A N T E  F O N T

P RI N C E S S

P Y RA m I D  T U RT L E  D U N E S  P E A RL  P RI N C E S A  M A R Q U E S 



THE FAIRMONTTHE    FAI   R M ONT    P R INCESS       IN   HA  M ILTON     ,  BE  R M UDA 
R EPOSITIONING             HE  R ITAGE   
The Hamilton Princess is a century old classic and favored respite for Mark Twain as well as a 

constellation of other celebrity guests. Even so, they were exploring the idea of rethinking its story 

in regard to messaging and visualizations in order to strengthen its reach to the primary market 

of the Northeast. GIRVIN structured and managed leadership sessions as well as outcomes and 

recommendations being implemented in the renewed marketing of the property for print. 



THE FAIRMONT
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E X P L O R I N G  T H E  L E A D E R S H I P  A N D  V I S I O N  I N  B E I N G 

      O N E  O F  T H E  P R E M I E R  B U S I N E S S  H O T E L S  I N  T H E  W O R L D .

" Y O U  C A N  G O  T O  H E A V E N  I F  Y O U  W A N T .

                 I ' D  R A T H E R  S T A Y  I N  B E R M U D A . "
					                    - M A R K  T WA I N

W H E R E  W E  A R E  |  W H E R E  W E ' D  L I K E  T O  B E

	 T R A D I T I O N A L 	 C O N T E M P O R A R Y

	 G R A N D 	 I C O N O C L A S T I C

	 C O L O N I A L 	 E F F I C I E N T

	 B E R M U D I A N 	 C H E R I S H E D

	 P R I V A T E 	 C O M M U N I T Y  D R I V E N

ÿ
ÿ
ÿ
ÿ
ÿ

T H E  F A I R M O N T  H A M I L T O N  P R I N C E S S ,  N E W  P O S I T I O N I N G

    C O N N E C T E D .  C U L T U R E D .  C A P T I V A T I N G .

P O S I T I O N I N G  B R A N D S T O R M I N G



PEARL ACAPULCOTHE    EVOLUTION          OF   THE    FAI   R M ONT    P R INCESS      
R ETHINKING          A  P R OPE   R TY   POSITIONING         
In 2008, in a strategic brand development session with the leadership of the Global Hospitality Group, 

the general management of the Fairmont complex, GIRVIN worked to support a new property positioning 

solution that created the conceptual strategy of the Pearl renovation – a $24 million undertaking  designed 

with a contemporary Mexican resort theme coupled with global amenities. 



PEARL ACAPULCOT H E  P E A R L  P R O P E R T Y  F O N T
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F I N D I N G  A  N E W L Y  P O L I S H E D  P E A R L  I N  A N  E X T A N T  R E S O R T

 A S S E T  P O S I T I O N I N G



KERZNER KE  R ZNE   R  |  THE    R EEF 
DEFINING         A  NEW    WAVE  
The Reef is an existing property at Kerzner’s Atlantis collection of resorts; and it’s the one that is focused on 

ownership; given the shifts in the market, GIRVIN’s team was asked to create a new positioning and collateral 

program matching the strategy of our opening efforts on the Cove. GIRVIN built the strategy, the marketing tactics 

and messaging to newly visualize the assets of this guest opportunity in the Bahamas. EVERY ASSET HAS ITS 

STORY; EVERY PROPERTY HAS ITS POSITIONING. GIRVIN FINDS BOTH TO WIN IN THE MARKET. 



KERZNER 
A R T I C U L A T I N G  A  N E W  V I S I O N

C O P Y W R I T I N G  A  R E F R E S H E D  S T R A T E G Y

P H O T O G R A P H I C  D I R E C T I O N
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KERZNER KE  R ZNE   R  |  ATLANTIS        
ST  R ATEGIC       M A R KETING       P R OG  R A M S
GIRVIN’s team has partnered closely with virtually every aspect of brand marketing for Kerzner’s Atlantis product offerings – 

consulting in strategy, marketing planning, copywriting and visualizations of campaign theme development: AWE INSPIRING. 

Acting as a virtual advertising promotional agency, GIRVIN created the holistic branding platform for a campaign magazine 

insertion, including designing a grouping of other collateral marketing programs to support the challenges of a recessionary 

economic milieu. BUILDING AWE INSPIRING MESSAGES AND IMAGERY FOR AWESOME RESULTS...

GIRVIN 
CONVENTION RESORT VOICE
JANUARY 7, 2009

THEN

NOW:

YOU ARE SWIMMING WITH THE DOLPHINS. YOU’RE TAKING THE PHOTO... IT’S FELT, IT’S REAL



U
N
IQ

U
E

ce
le

br
at

ed
ce

le
br

at
ed

co
nn

ec
t co

nn
ec

t
co

nn
ec

t
co

nn
ec

t

co
nn

ec
t

co
or

di
na

tio
n

de
lu

xe
m

as
ter

y

co
nn

ec
t

m
as

ter
y

pr
iva

te
O

T
H

E
R

-W
O

R
LD

LY
th

ril
l

IN
SP

IR
IN

G

FL
U
ID H

AN
D

LI
N

G
H

AN
D

LI
N

G
H

AN
D

LI
N

G
H

AN
D

LI
N

G
H

AN
D

LI
N

G
H

AN
D

LI
N

G
H

AN
D

LI
N

G
H

AN
D

LI
N

G
H

AN
D

LI
N

G
H

AN
D

LI
N

G

H
AN

D
LI

N
G

pi
on

eer
in

g
pi

on
eer

in
g

ex
ce

pt
io

na
l

V
IS

T
A

S

V
IS

T
A

S

V
IS

T
A

S

V
IS

T
A

S

VA
LU

E

un
in

te
rr

up
te

d
IN

C
EN

T
IV

ES
IN

C
EN

T
IV

ES
IN

C
EN

T
IV

ES

IN
C

EN
T

IV
ES

IN
C

EN
T

IV
ES

IN
C

EN
T

IV
ES

IN
C

EN
T

IV
ES

IN
C

EN
T

IV
ES

IN
C

EN
T

IV
ES

ga
th

er
in

gs

ga
th

er
in

gs

ga
th

er
in

gs

ga
th

er
in

gs

sh
ar

ed

sh
ar

ed

sh
ar

ed

pr
of

es
sio

na
l

pr
of

es
sio

na
l

pr
of

es
sio

na
l

ex
ch

an
ge

gr
ou

p 
m

ee
tin

gs

gr
ou

p 
m

ee
tin

gs
gr

ou
p 

m
ee

tin
gs

gr
ou

p 
m

ee
tin

gs
gr

ou
p 

m
ee

tin
gs

gr
ou

p 
m

ee
tin

gs

pr
of

es
sio

na
l

gr
ou

p 
m

ee
tin

gs

gr
ou

p 
m

ee
tin

gs

gr
ou

p 
m

ee
tin

gs

m
on

um
en

ta
l

m
on

um
en

ta
l

lu
xu

ri
an

t

lu
xu

ri
an

t

C
O

N
N

EC
T

IV
E

M
AG

N
IF

IS
C

EN
T

ex
ce

pt
io

na
l

un
in

te
rr

up
te

d
IN

C
EN

T
IV

ES

IN
C

EN
T

IV
ES

lu
xu

ri
an

t

lu
xu

ri
an

t
lu

xu
ri

an
t

un
in

te
rr

up
te

d

800.722.2449 ATLANTIS.COM
INSP IR ING MEET INGS

800.722.2449 ATLANTIS.COM
INSP IR ING MEET INGS
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B U I L D I N G  W O N D E R M E N T S  D U R I N G  

				    C H A L L E N G I N G  M A R K E T  S H I F T S

O U T L I N I N G  S T R A T E G I C  S E Q U E N C E S

B E N E A T H

R E D R A W N



KERZNER KE  R ZNE   R  |  THE    COVE    
C R EATING       STO   R IES    AND    ST  R ATEGIES     
We’ve long worked on the creation of message, marketing positioning and storytelling 

strategies for the Kerzner family, working with Sol Kerzner’s leadership, as well as the founding 

counsel of Butch Kerzner, before he died in the Dominican Republic. We’ve worked on Atlantis, 

the Cove, the Reef and related property amenities. 

GIRVIN |  The Cove Atlantis Brochure Phase III  |   8.18.06  |  Page 1�

Spa

       Pampering hands, nurturing, calming,

                          easing time, again… for me. Lulling ocean

           rhythms, ambient music, awakening oils, gentle mists
                       of sunlight fill my senses. Exquisite.

24 hour certified masseuse | Natural Köl body products



KERZNER 
GIRVIN |  The Cove Atlantis Brochure Phase III  |   8.18.06  |  Page 1�

Bath retreat

KoL
b a t h

                                                 Body, soul... and mind
                         Exquisite, private, pampering spaces,

accentuated with sensuous Köl spa products
 Pure, natural, awakening and attune to your senses.

Marble flooring | Granite vanities | Twin vessel sinks | Walk in shower | Oversized bathtub
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Spa

       Pampering hands, nurturing, calming,

                          easing time, again… for me. Lulling ocean

           rhythms, ambient music, awakening oils, gentle mists
                       of sunlight fill my senses. Exquisite.

24 hour certified masseuse | Natural Köl body products
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Bath retreat

KoL
b a t h

                                                 Body, soul... and mind
                         Exquisite, private, pampering spaces,

accentuated with sensuous Köl spa products
 Pure, natural, awakening and attune to your senses.

Marble flooring | Granite vanities | Twin vessel sinks | Walk in shower | Oversized bathtub F I N D I N G  T H E  H E A R T  O F  P L A C E

S T O R Y T E L L I N G  E X P E R I E N C E S  I N  P L A C E - M A K I N G



ALEXISALE   X IS  – A  WO  R K  OF   A R T 
A  NEW    STO   R Y ,  POSITIONING           ,  FO  R  KI  M PTON  

GIRVIN, partnering with Kimpton, evaluated the assets of this property, audited the potential 

positioning strategies, and created a wholly new, ground breaking story based on the 

implications of art – bringing new art to the hotel, refurbishing extant collections, and vitalizing 

the marketing presentation – from cards to banners and event signing, from packaging and 

amenities to completely new restaurant conceptions. 



ALEXIS

MATCHES
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MATCHES

MATCHES

A  W O R K  O F  A R T

1007 FIRST AVENUE

AT MADISON

SEATTLE WASHINGTON 98104

TEL.206.624.4844

FAX.206.621.9009

COASTERS

S E A T T L E

N E W  V I S I O N I N G

A  N E W  M A R K E T I N G  P O S I T I O N

N E W  L E A D E R S H I P

A  C L A S S I C  H O T E L  I N  A  N E W  T E L L I N G



R E A L  E S T A T E •  S P A  •  G O L F  C O U R S E S    

R E S T A U R A N T S •  B E A U T Y •  E N T E R T A I N M E N T



ILLAHEEILLAHEE        |  TELLING        A  NEW    STO   R Y

Partnering with architect Edward Weinstein, hotelier Robert Thurston, development  

team Steve Robertson and Don Bauhofer, we created a brand, positioning and story,  

as well as a naming and design visualization program months before the opening of planned 

community, Illahee, located in WallaWalla, Washington. GIRVIN created charrette branding 

workshops (BrandQuest®) that supported the naming strategies and positioning efforts,  

leading the team to build the brand’s foundations. 



Rolling wheat fields nestled up to the 
majestic Blue Mountains. The sky blue 
heaven above and beckoning winds below 
that sweep through the Walla Walla 
Valley. With a pace all your own, Illahee 
opens all possibilities. 

This community offers private 
residences, condominiums, a nine-hole 
golf course, a full-service spa, fine 
dining, a boutique hotel, a working 
vineyard and several miles of bike trails 
all in a setting that celebrates the beauty 
and bounty of the area. 

Whether you’re seeking a weekend 
getaway or a new place to call home, 
imagine yourself at Illahee.

This summary encapsulates the strategy and spirit of Illahee. 

It is a source of inspiration and action in terms of marketing 

communication. It articulates the intention of the brand and 

the roots of its inception. 

Consider this a beginning. An invitation. A promise.

The Origin of the Name

Illahee is Chinook for land, country, earth and soil – in both the 

physical and political sense. While the primary Native American 

tribes of the area were the Cayuse, Umatilla and Walla Walla, the 

Chinook people were also native to the area of the lower 

Columbia Basin and their language was the one primarily used for 

trade and barter. The Chinook had no word for crime, jail, 

property, poverty or wealth. They also had no word for hell, but 

after their exposure to the missionaries they invented one for 

heaven – saghili illahie – which simply meant “homeland above.”

More About The Chinook People

The Chinook were peaceful people whose livelihood revolved 

around fishing, mostly salmon, and trading in goods ranging 

from fur to fish. They had a penchant for entertainment and 

leisure. Their villages were comprised mostly of their own 

relatives. They would not easily give in to violent behavior, opting 

instead to resolve conflicts by challenging each other through 

ritual events. They were superb canoe builders and navigators, 

masterful traders, skillful fishermen and planters.

The Chinook language gave way to Chinook jargon, which 

eventually was used by traders from the Yukon to California.

Positioning: 

To upper middle-class travelers 

and homebuyers (age 40+), 

this destination learning and 

lifestyle retreat provides the 

ultimate in comfort in a 

low-key, tasteful and authentic 

setting that responds to the 

bounty of nature and heritage 

at the heart of Walla Walla.

Target Audience: 
• Travelers (e.g., wine enthusiasts, 

Whitman or other alumni)

• Primary homebuyers

• Second homebuyers

• Locals seeking entertainment or 

exercise

Brand Personality / Character:

• Modern with a sense of history

• Special

• Simple luxury

• Tranquil

• Engages the senses

• High quality

• Sparks the imagination

• Respectful

• Universal standard of excellence

Metaphors

These metaphors serve as 
signposts for brand 
development. They are 
references in a conceptual 
sense for verbal and visual 
expression of the brand.

Body of Water
Is: Country Pond 
Is Not: Reflecting Pool

Writing Instrument
Is: Mont Blanc Cartridge 
Fountain Pen
Is Not: Dupont Drawn Ink 
Fountain Pen

Amusement Park Ride
Is: Classic Wood Carousel 
Is Not: Bumper Cars

Gadget
Is: Waiter’s Corkscrew 
Is Not: CO2 Cartridge 
Corkscrew

Non-traditional Currency
Is: Finger Wave 
Is Not: Friendly Honk

The creative concept is the precursor to brand development, 

providing criteria for decision-making about the feeling, 

energy and style of communication. It’s the starting point 

for the story.

Time-honored Tradition
• Kinship through rituals
• The romance of history
• Timelessly classic and authentic
• Past and present linked
• Artistic and intellectual pursuits
• A firm handshake
• Friendly and familiar
• Revel in learning 
• A family heirloom (a treasure with a history and a story to tell)

Creative ConceptBrand Strategy

Brand Strategy Summary

From the Chinook word for earth, 
                           Illahee engages the senses through nature. The Purpose of this Book

Illahee Brand Book

Illahee Brand Book

Illahee Brand Book

Color

Brilliant color evokes the drama of the land. Quiet neutrals 

complement bold strokes to achieve balance. A deep 

palette speaks to the many facets of Illahee and provides 

flexibility for application to a variety of materials.

Taking inspiration from 

nature, the imagery is 

native and raw. 

Touched by the light 

of the moment. 

Groomed by the 

culture at hand.
Black and white 

photography brings 

people up close with 

soft focus and shallow 

depth of field. 

Timeless. Intimate. 

Dreamlike. Nostalgic.

The bounty of fresh, natural 

ingredients is the focal point of 

all spa and food photography.

Etching is the centerpoint of the illustrative style, offering 

precision and detail as potent storytelling devices. Pencil 

sketches give a peek inside the creative process.

The Illahee logo typography is based on a classical rendering of the Italic hand, from 15th -16th 

century Rome. In many ways, this might be called the perfect time in the evolution of the 

letterform, the period of the Renaissance flowering. The rendering of the letter had gone 

through nearly 2,000 years of change to arrive at this gesture of the hand. In this treatment, the 

intention is to express the simple honesty and grace that is imbued in the spirit of the land, its 

people and history. The containing field uses a slightly roughened substrate to speak to the spirit 

of the hand made and the firm alliance with the earth that has defined the Walla Walla 

community for many decades. The rectangular containment above is the primary application of 

the brandmark expression. 

An alternative configuration is shown here, using the ruled strokes 

of the plowed hillock, combining both this illustrative mark, a 

symbol of the sun and moon, as well as the typography. This 

treatment should be used when a combination is desired. There 

shall be limitations in size, as well as forms of reproduction. 

This typographic selection is classic, combined with a timeless, 

contemporary sensibility. The grouping offers a customized, italicized 

form, digitally canted to match the letterform used in the logotype, 

Palatino. It was created in the formality of the Italian Renaissance, to 

be used for enlarged text and headlines. The contrasting typeface, 

Stone Sans, is similarly balanced and restrained, in bold and regular 

weights. It is to be used for all body copy in regular weight, and 

semibold, for items of emphasis, within the text. 

The monogram device, conjoining the solar/lunar orb, with the plow 

strokes, shall be used in limited applications, for merchandising and 

other forms, where simple suggestion of this mnemonic is enough to 

express the spirit of the property and community. This design 

supports the most simplistic and primitive forms of reproductions, 

such as embroidery. 

1797c 136c 356c 254c 300c

696c 5195c 158c 284c

704c 451c 562c 5763c

7401c 5875c 726c 7504c

5783c

Brandmarks ImageryTypography

Customized Palatino

Stone Sans Regular

Stone Sans Semibold 

White space is the secret here. Ideas need room to breathe. So 

does the imagination. Let simple visuals do the heavy lifting. 

Copy punctuates rather than fills in the picture.

Lorem ipsum dorlor in minum 
augue at vero, torem ipsum dorlor 
in minum augue.

Composition

The Personality and Positioning of a Luxury Property – Illahee in Walla Walla, Washington

The following pages show the outcomes of Girvin's BrandQuest™ process as represented for Illahee. 
This property is a community that offers private residences, townhomes, a nine-hole golf course, 
full-service spa, fine dining, boutique hotel, a working vineyard and miles of bike trails.

This brand strategy summary is a key component in the creative process forthe development of a 
luxury location.

ILLAHEE
ST  R ATEGY       |   STO   R Y   |   NA  M E   |   M ESSAGE        |   IDENTITY          |   ENVI    R ON  M ENT     |   P R INT     |   PACKAGING           |   INTE    R ACTIVE    

n a m i n g

b r a n d  s t r a t e g y

story      development         

marketing          position      

v i s u a l i z a t i o n s

i d e n t i t y  c r e a t i o n



O Q YANA     |  TELLING        ST  R ATEGY      AND    STO   R Y ,  DUBAI   

Working with Dubai investment and real estate group, Dar, we created an interpretation of 

story in the concept of place and environment, interpreting the architectural planning models 

of Think | GDC, Ron Mitchell, HOK, Bill Hellmuth and a host of others, in creating a visual 

storytelling, messaging and brand experience expression that defined the wayfinding and trail 

connectivity throughout the island complex. OQYANA W



OQYANA W
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LEOPOLD EAST MARINA

Access Bridge to

LEOPOLD SOUTH BEACH

POOL
REFRESHMENT
PAVILLION
WATER BUS
BEACH

LEOPOLD EAST MARINA

Access Bridge to

LEOPOLD SOUTH BEACH

POOL
REFRESHMENT
PAVILLION
WATER BUS
BEACH

LEOPOLD EAST
MARINA

POOL
REFRESHMENT
PAVILLION
WATER BUS
BEACH

LEOPOLD EAST
MARINA

POOL
REFRESHMENT
PAVILLION
WATER BUS
BEACH

Pedestrians strolling down the promenade in front of the
Central Marina will encounter Primary Directionals, as well as 
Secondary Directional signs, to inform them of their location.

• This catalyst exudes confidence, aggressiveness 
and forward thinking/momentum, which is the 
perfect recipe for innovation (the cornerstone 
of the Oqyana concept)

• Like the residents of Oqyana, this catalyst is 
extroverted, ahead and above the crowd, but 
never a follower or a mere participant; always    
a leader

• Forms are lean and minimalist, but robust, 
bold, dense and solid - think angular shapes 
and silhouettes that communicate speed; if 
patterning is used, it will be discrete and simple, 
yet elegant

• This direction exhibits a use of strong, 
masculine and aggressive materials, but not in 
an excessive or familiar/cliche manner

• The color palette is confident and dark, but 
never overwhelming - for contrast think powerful 
colors such as smoky orange counterpoints, 
bright daylight and sunlit white sand, as examples

DESIGN CATALYST 3

POWER IN PLAY

C R E A T I N G  P L A C E
F I N D I N G  A  D Y N A M I C  S T O R Y  I N  V I S I O N

I N T E R P R E T I N G  S T O R Y  I N  C U L T U R E



ARA SPAA R A  SPA   ,  A M E R ISTA    R  |  NA  M ING    AND    C R EATING       SPA    B R ANDS  

GIRVIN can enter the potential of brand development at the very beginning, starting with the 

initiation of ideas and strategic directions that can build propositions of new business for guest 

hospitality and entertainment for Ara. GIRVIN’s teams created the name, the marketing persona, the 

visual expressions, partnered with the spa operational development team and built all messaging 

for the program, in print and website as well as experience design. THE ULTIMATE SENSUAL STORY 

BUILT IN THE IMAGINATION OF PLEASURE...

 



ARA SPA
C U R V E S  A S  L A N G U A G E  

O F  P L E A S U R E

N A M I N G ,  I D E N T I T Y  A N D  D E F I N I N G  S E N S U A L I T Y

SPASPAPOOLPOOL

SPASPAPOOLPOOL

P R O D U C T  

C R E A T I O N
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NORDSTROMTHE    NO  R DST   R O M  FA  M ILY 
DESIGNING          A  STO   R Y  AND    FOUNDATION           FO  R  FA  M ILY 
Any brand starts with a person, a story, a family – and we’ve got plenty of experience working 

with families – large or small, closely knit or extended. For the Nordstrom clan, our roles have 

been multiple decades of telling stories and planning strategies; it’s all been geared to brand 

development, retail design, packaging and websites, naming and crystallizing the spirit and 

legacy of the Nordstrom name, with the experience of the store, in one consistent telling  

of a story – for more than 30 years of partnership. 



NORDSTROM
ST  R ATEGY       |   STO   R Y   |   NA  M E   |   M ESSAGE        |   IDENTITY          |   ENVI    R ON  M ENT     |   P R INT     |   PACKAGING           |   INTE    R ACTIVE    

B R A N D  H E R I T A G E

F A M I L Y  V A L U E S  R E T O L D
S T O R E S  T H A T  A R E  B A S E D  O N  S T O R Y

C O M B I N E  H E R I T A G E  A N D  M O D E R N I S M

F A M I L Y  B R A N D 

S T O R I E D  F A M I L Y



INSPAINSPA      |  C R EATING       A  B R AND    AND    STO   R Y  F R O M  A  BUSINESS         PLAN  

Colleen Stone, an executive from a national salon and beauty care group, had a business plan for 

a new retail based massage, wellness and body-care concept. We created the name, the founding 

brand strategy, the design language,  and packaging system for a brand that has started with merely 

a planning document – and now is 12 separate locations across the west coast. 



INSPA
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F I N D I N G  S O U L  I N  A  B U S I N E S S  P L A N

C R E A T I N G  A  S T O R Y  F R O M  A  R E A L  E S T A T E  S T R A T E G Y

B U I L D I N G  C U L T U R E  I N  A  R E T A I L  D R E A M



SHISEIDOSHISEIDO         |  BUILDING         ST  R ATEGIES        OF   INTE    R NATIONAL         BEAUTY      

In one of a series of stories – more than two decades of working with international brand Shiseido, 

both in the honsha of Ginza, Tokyo, as well as in their NYC offices, GIRVIN has partnered with 

leadership to create more emotional positioning and brand storytelling for complex and luxurious 

skin care offerings. While GIRVIN’s work has ranged to design, packaging, identity in many 

categories over time, the foundational work is always about business strategy, brand strategy, 

tactical considerations and ultimately, the emotive construct of consumer relationships. 



SHISEIDO
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l U X U R I O U S

INDULGENCE

M E S S A G I N G :



DIAMANTETU  R TLE    DUNES      |  P R INCESS       DIA   M ANTE    
C R EATING       A  NEW    P R OPE   R TY   A M ENITY   
GIRVIN’s team worked with the architectural planning, landscape developers, investors and the founding 

teams of the Fairmont Hotel | Princess leadership and the guiding brand organization, GHI to support the 

creation of Turtle Dunes. Our role was to define the strategy and create the important components of 

communication – from messaging to Web site, from the basic positioning: LIFE WELL PLAYED, to identity  

and brand components, from collateral design to signing applications – thoroughness, in integration. 

L IFE. WELL PLAY ED.



DIAMANTEE C O L O G Y

For centuries, Revolcadero Beach has been chosen as the annual nesting ground for 

three distinct species of turtles:  Each year, ecologists at the Fairmont Princess Hotel 

collect over 25,000 eggs, hatch the young turtles, and return them to sea. 

 

ST  R ATEGY       |   STO   R Y   |   NA  M E   |   M ESSAGE        |   IDENTITY          |   ENVI    R ON  M ENT     |   P R INT     |   PACKAGING           |    INTE    R ACTIVE    

Life should be enjoyed not endured,

Spent on that which will outlast it;

Embraced by gracious hospitality,

Surrounded by family and friends

Ever respectful of our beautiful land.

Life is something everyone should try... At least once.

LIFE IS MEANT TO BE WELL PLAYED. 

l i f E  w e l l  p l a y e d

L I F E  S H O U L D  B E  E N J O Y E D  N O T  E N D U R E D ,  S P E N T  O N  T H A T  W H I C H  W I L L  O U T L A S T  

I T  E M B R A C E D  B Y  G R A C I O U S  H O S P I T A L I T Y ,  S U R R O U N D E D  B Y  F A M I L Y  A N D  F R I E N D S

E V E R  R E S P E C T F U L  O F  O U R  B E A U T I F U L  L A N D .

S T O RY T E L L I N G  A  N E W  P R O P E RT Y  C O N C E P T  M A RK E T I N G  A N D  P L A N N I N G  M E S S A G I N G

G O L F

At the center point of Turtle Dunes Country Club is the new 18-hole championship golf 

course designed by leading golf architect and craftsman Tripp Davis. 

Turtle Dunes represents a return to the early game of golf, where seaside dunes serve as the 

grounds over which the course flows with constant interest and variety. Not only does this 

present a uniquely beautiful experience for golfers, it marks a historic return of 

an environment where a variety of Sea Turtles once nested and flourished.  

Five sets of tees boxes ranging from 5,000 yards to 7,200 yards allow all players to choose 

their level of challenge. Each tee is designed to have its own sense of strategy and personality.  

The Ochoa Golf Academy provides Turtle Dunes Country Club members with the tools 

necessary to learn, practice, and play the game like the number one Women’s Player 

in the World, Mexico’s own Lorena Ochoa.

The course is operated by and affiliated with Troon Golf, the leading luxury golf 

management company. Turtle Dunes Country Club members will have special privileges 

at all Troon Golf facilities around the world.

G O L F

At the center point of Turtle Dunes Country Club is the new 18-hole championship golf 

course designed by leading golf architect and craftsman Tripp Davis. 

Turtle Dunes represents a return to the early game of golf, where seaside dunes serve as the 

grounds over which the course flows with constant interest and variety. Not only does this 

present a uniquely beautiful experience for golfers, it marks a historic return of 

an environment where a variety of Sea Turtles once nested and flourished.  

Five sets of tees boxes ranging from 5,000 yards to 7,200 yards allow all players to choose 

their level of challenge. Each tee is designed to have its own sense of strategy and personality.  

The Ochoa Golf Academy provides Turtle Dunes Country Club members with the tools 

necessary to learn, practice, and play the game like the number one Women’s Player 

in the World, Mexico’s own Lorena Ochoa.

The course is operated by and affiliated with Troon Golf, the leading luxury golf 

management company. Turtle Dunes Country Club members will have special privileges 

at all Troon Golf facilities around the world.



NEW CASTLENEWCASTLE         
COALYA      R DS   &  WASTELANDS           TO   LU  X U R Y  COU   R SE
Aligning the family leadership of the OKI Foundation and OKI Golf, based on the fortunes of enterprising 

Microsoft executive and philanthropist, Scott Oki, GIRVIN created the opening branding strategy and 

visualizations program for a course of unparalleled views of the city, coupled with the innovative visioning 

of rebuilding the site on former coal slag sodden, city dumping grounds. Using unique strategies of 

reclamation, the lands were cleaned and refurbished, and the course named and erected, on brand 

strategy, in the high hillocks overlooking the city from ramparts beyond Mercer Island. 



NEW CASTLE
I M A G I N E

I M A G I N E

Imagine incredible views.

Topography that challenges, without 

punishing.

And a location that is just moments 

from the center of commerce.  

Mr. Scott Oki
Chairman and Chief Executive O�cer

of
Newcastle Golf, L.L.C.,

invites you to join
PGA player Fred Couples

and
Golf Course Architect Bob Cupp

on
Tuesday, the 24th of October, 1995

to commemorate the 
groundbreaking for

The Golf Club at Newcastle.

A brief ceremony with the 
unveiling of architectural plans 

begins at noon, 
to be followed at 12:30 pm with 

a bu�et luncheon.

By invitation only   
 (not transferable).  
  

RSVP by October 19
Please present invitation at entrance.

(Driving directions enclosed.)

5525 Oki Development 

Invitation
4-1/2" x 6-5/16" Folded
13-7/16" x 6-5/16" Flat
(fits into an A6 envelope)

Stock: Karma Natural,  80  lb, Cover

Qty: 750

3 Colors:  PMS 2746/
 60% 2746/10% 2746
 PMS 032
 PMS 137

Prepared by Tim Girvin Design, Inc.

Job Number/Client: 95.525/
Oki Developments

10.9.95

Program: Freehand 5.0

Fonts: Adobe Garamond
           Helvetica Light
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Mr. Scott Oki
Chairman and Chief Executive O�cer

of
Newcastle Golf, L.L.C.,

invites you to join
PGA player Fred Couples

and
Golf Course Architect Bob Cupp

on
Tuesday, the 24th of October, 1995
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groundbreaking for

The Golf Club at Newcastle.

A brief ceremony with the 
unveiling of architectural plans 
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RESTAURANTR ESTAU     R ANT    P R OG  R A M S  |  B R ANDING       SENSUALITY        

In all, the most sensate branding experience is the restaurant –  for here, every detail speaks to holistic 

presentation of context. In working on literally hundreds of restaurant design programs, GIRVIN’s role has been 

to help with the founding of the restaurant concept, supporting naming, strategic development, interior design 

alliances, and closely defining the relationship between experience and identity, in logo, menus and collateral, 

websites and building surfaces, exteriors and signing programs. TELLING THE LARGER STORY OF RESTAURANT 

IDENTITY IN EXPERIENCING HOLISTIC BRAND DESIGN. 



RESTAURANT
�

our story | heart of the brand

A N T O N I N A ' S
GIRV IN  |  Augus t  2009
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A N T O N I N A S

J U M E I R A H  



RESTAURANT
 

A P P E T I Z E R S

S O U P  &  S A L A D

S P E C I A L T I E S

Campfire Shrimp

Jumbo shrimp wrapped in smoked

bacon, tossed in our huckleberry

BBQ sauce

7.99

Cheese Fondue

Gruyère, white wine, crostini

10.99

Golden-Fried Ribs

House specialty ribs with

whiskey BBQ sauce

9.99

Crab Cakes

Pan-seared, sweet lump crab cakes

French Onion Soup

Hearty broth, sautéed onions, 

melted Gruyère

4.99

The Wedge Salad

Classic steak house salad,

iceberg lettuce, bleu cheese,

diced tomato

4.99

Two Potato Soup

A combination of baked

russet and sweet potato soups

3.99
Served with a garden salad and your choice of two sides. 

You may substitute a Grilled Caesar or Wedge salad for an additional $2 

Served with a garden salad and your choice of two sides.

You may substitute a Grilled Caesar or Wedge salad for an additional $2

Served with a garden salad and your choice of two sides. 

You may substitute a Grilled Caesar or Wedge salad for an additional $2

Chef’s Selection of  Wild Game 

Market Price

Prime Rib

Slow-roasted prime rib,

horseradish and au jus

8 oz  16.99

11 oz  18.99

Colorado Lamb Rack

Roasted herb-crusted rack

of tender Colorado lamb,

tomato-mint demi-glace

27.99

BBQ Baby Back Ribs

A full rack of slow-cooked,

fall-off-the-bone tender ribs,

 

F R O M  T H E  G R I L L

F I S H  &  S E A F O O D

E N T R E E  A D D I T I O N S

S I D E S

D E S S E R T S

Bone-In Ribeye

19 oz  28.99

Filet 

8 oz 23.99   11 oz 26.99

Cedar Plank Salmon

Salmon brushed with herb butter,

grilled on an aromatic cedar plank

17.99

Rosemar y Shrimp Scampi

Pan-seared in garlic butter

19.99

Lobster Tai l

Served with drawn butter

28.99

Catch of  the Day

Lobster Tai l
19.99

King Crab Legs
18.99

each 4 .99

Baked Potato

Fresh Vegetable

Sautéed Mushrooms

Sweet Potato Hash

Sautéed Spinach

Au Gratin Potatoes

Garlic Mashed Potatoes

Smoked Creamed Corn
Molten Chocolate Cake

Mud Pie

Apple Skillet

Cheesecake

Trio of Sorbets

 

Tuesday –  Thursday
5:00pm–10:00pm

Friday & Saturday

Manager
John Smith

Chef
John Smith

A P P E T I Z E R S

S O U P  &  S A L A D

S P E C I A L T I E S

Campfire Shrimp
Jumbo shrimp wrapped in smoked
bacon, tossed in our huckleberry

BBQ sauce
7.99

Cheese Fondue
Gruyère, white wine, crostini

10.99

Golden-Fried Ribs
House specialty ribs with

whiskey BBQ sauce
9.99

Crab Cakes
Pan-seared, sweet lump crab cakes

with roasted pepper sauce
10.99

Rocky Mountain Oysters
Marinated in beer and fried,

smoky ketchup
7.99

Onion Loaf
Sweet onion loaf with

Parmesan ranch dressing
5.99

French Onion Soup
Hearty broth, sautéed onions, 

melted Gruyère
4.99

The Wedge Salad
Classic steak house salad,

iceberg lettuce, bleu cheese,
diced tomato

4.99

Two Potato Soup
A combination of baked

russet and sweet potato soups
3.99

Gri l led Caesar Salad
Crisp romaine, herb croutons, Parmesan 

cheese, creamy Caesar dressing, 
roasted pine nuts

5.99

Served with a garden salad and your choice of two sides. 
You may substitute a Grilled Caesar or Wedge salad for an additional $2 

 or any specialty soup for $3

Served with a garden salad and your choice of two sides.
You may substitute a Grilled Caesar or Wedge salad for an additional $2

or any specialty soup for $3

Served with a garden salad and your choice of two sides. 
You may substitute a Grilled Caesar or Wedge salad for an additional $2

or any specialty soup for $3

Chef’s Selection of  Wild Game 
Market Price

Prime Rib
Slow-roasted prime rib,
horseradish and au jus

8 oz  16.99
11 oz  18.99

Colorado Lamb Rack
Roasted herb-crusted rack
of tender Colorado lamb,
tomato-mint demi-glace

27.99

BBQ Baby Back Ribs
A full rack of slow-cooked,
fall-off-the-bone tender ribs,
brushed with our whiskey

BBQ sauce
18.99

Roasted Free-Range
Chicken Chop

Wild mushroom red wine sauce
16.99

 

F R O M  T H E  G R I L L

F I S H  &  S E A F O O D

E N T R E E  A D D I T I O N S

S I D E S

D E S S E R T S

Bone-In Ribeye
19 oz  28.99

Filet 
8 oz 23.99   11 oz 26.99

New York Strip 
12 oz  23.99

Buffalo Str ip 
12 oz  29.99

Cedar Plank Salmon
Salmon brushed with herb butter,
grilled on an aromatic cedar plank

17.99

Rosemar y Shrimp Scampi
Pan-seared in garlic butter

19.99

Lobster Tai l
Served with drawn butter

28.99

Catch of  the Day
Today’s fresh catch specially

prepared by our Chef
Market Price

Lobster Tai l
19.99

King Crab Legs
18.99

each 4 .99

Baked Potato
Fresh Vegetable

Sautéed Mushrooms
Sweet Potato Hash

Sautéed Spinach
Au Gratin Potatoes

Garlic Mashed Potatoes
Smoked Creamed Corn

Molten Chocolate Cake
Mud Pie

Apple Skillet

Cheesecake
Trio of Sorbets

 

Tuesday –  Thursday
5:00pm–9:00pm

Friday & Saturday
5:00pm–10:00pm

Sunday
4:00pm–9:00pm

Manager
John Smith

Chef
John Smith
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0"
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FF

NOTE: FABRICATOR TO FIELD 
VERIFY ALL DIMENSIONS

Happy Hour  from 4-6 and 9-close   7 days a week

    Kids Eat for $2 on Sunday

 Take it Home! Call Ahead 000-zato Party Packs Available

Private Room  Available for seating up to 30

ZATO GRILL is a daily surprise, fresh insights on the 
sports and action scene, fun experiences, good-natured 
humor, a little irreverence coupled with solid consistency: 

ZATO’S CUSTOM-DESIGNED, PREPARED FOOD, FROM US, TO YOU. 

Specialty Cocktails

Content 0.00
Content

Draft Beers

Content 0.00
Content

Wine

Content 0.00
Content

Bourbon’s – Mural Color Option 1 
AMST04.028_VBbrbns_SignR7opt1.ai

S P E C I A L T I E S

F R O M  T H E  G R I L L

S O U P  &  S A L A D

A P P E T I Z E R S

Prime Rib
Slow-roasted prime rib, 
horseradish and au jus

8 oz: 16.99   11 oz: 18.99

Colorado Lamb Rack
Roasted herb-crusted rack of 

tender Colorado lamb, 
tomato-mint demi-glace 

~27.99

BBQ Baby Back Ribs
A full rack of slow-cooked, 

fall-off-the-bone tender ribs, 
brushed with our whiskey BBQ 

sauce ~18.99

Roasted Free-Range 
Chicken Chop

Wild mushroom red wine sauce 
~16.99

Prime Rib
Slow-roasted prime rib, 
horseradish and au jus

8 oz: 16.99   11 oz: 18.99

Colorado Lamb Rack
Roasted herb-crusted rack of 

tender Colorado lamb, 
tomato-mint demi-glace 

~27.99

BBQ Baby Back Ribs
A full rack of slow-cooked, 

fall-off-the-bone tender ribs, 
brushed with our whiskey BBQ 

sauce ~18.99

Roasted Free-Range 
Chicken Chop

Wild mushroom red wine sauce 
~16.99

French Onion Soup
Hearty broth, sautéed onions, 

melted Gruyère ~4.99

The Wedge Salad
Classic steak house salad, iceberg 

lettuce, bleu cheese, 
diced tomato ~4.99

Two Potato Soup
A combination of baked russet and 

sweet potato soups ~3.99

Grilled Caesar Salad
Crisp romaine, herb croutons, 

Parmesan cheese, creamy Caesar 
dressing, roasted pine nuts ~5.99

French Onion Soup
Hearty broth, sautéed onions, 

melted Gruyère ~4.99

The Wedge Salad
Classic steak house salad, iceberg 

lettuce, bleu cheese, 
diced tomato ~4.99

Two Potato Soup
A combination of baked russet and 

sweet potato soups ~3.99

Grilled Caesar Salad
Crisp romaine, herb croutons, 

Parmesan cheese, creamy Caesar 
dressing, roasted pine nuts ~5.99

Campfire Shrimp
Jumbo shrimp wrapped in smoked 
bacon, tossed in our huckleberry 

BBQ sauce ~7.99

Cheese Fondue
Gruyère, white wine, crostini 

~10.99

Golden-Fried Ribs
House specialty ribs with whiskey 

BBQ sauce ~9.99

Crab Cakes
Pan-seared, sweet lump crab cakes 
with roasted pepper sauce ~10.99

Rocky Mountain Oysters
Marinated in beer and fried, smoky 

ketchup ~7.99

Onion Loaf
Sweet onion loaf with Parmesan 

ranch dressing ~7.99

C H E F

H O U R S

Jonathan Robertson

M A N A G E R
Jonathan Robertson

Sunday
4pm - 10pm

Monday through Thursday
4pm - 10pm

Friday and Saturday
4pm - 11pm

Bourbon’s – Mural Color Option 1 
AMST04.028_VBbrbns_SignR7opt1.ai

S P E C I A L T I E S

F R O M  T H E  G R I L L

S O U P  &  S A L A D

A P P E T I Z E R S

Prime Rib
Slow-roasted prime rib, 
horseradish and au jus

8 oz: 16.99   11 oz: 18.99

Colorado Lamb Rack
Roasted herb-crusted rack of 

tender Colorado lamb, 
tomato-mint demi-glace 

~27.99

BBQ Baby Back Ribs
A full rack of slow-cooked, 
fall-off-the-bone tender ribs, 

brushed with our whiskey BBQ 
sauce ~18.99

Roasted Free-Range 
Chicken Chop

Wild mushroom red wine sauce 
~16.99

Prime Rib
Slow-roasted prime rib, 
horseradish and au jus

8 oz: 16.99   11 oz: 18.99

Colorado Lamb Rack
Roasted herb-crusted rack of 

tender Colorado lamb, 
tomato-mint demi-glace 

~27.99

BBQ Baby Back Ribs
A full rack of slow-cooked, 
fall-off-the-bone tender ribs, 

brushed with our whiskey BBQ 
sauce ~18.99

Roasted Free-Range 
Chicken Chop

Wild mushroom red wine sauce 
~16.99

French Onion Soup
Hearty broth, sautéed onions, 

melted Gruyère ~4.99

The Wedge Salad
Classic steak house salad, iceberg 

lettuce, bleu cheese, 
diced tomato ~4.99

Two Potato Soup
A combination of baked russet and 

sweet potato soups ~3.99

Grilled Caesar Salad
Crisp romaine, herb croutons, 

Parmesan cheese, creamy Caesar 
dressing, roasted pine nuts ~5.99

French Onion Soup
Hearty broth, sautéed onions, 

melted Gruyère ~4.99

The Wedge Salad
Classic steak house salad, iceberg 

lettuce, bleu cheese, 
diced tomato ~4.99

Two Potato Soup
A combination of baked russet and 

sweet potato soups ~3.99

Grilled Caesar Salad
Crisp romaine, herb croutons, 

Parmesan cheese, creamy Caesar 
dressing, roasted pine nuts ~5.99

Campfire Shrimp
Jumbo shrimp wrapped in smoked 
bacon, tossed in our huckleberry 

BBQ sauce ~7.99

Cheese Fondue
Gruyère, white wine, crostini 

~10.99

Golden-Fried Ribs
House specialty ribs with whiskey 

BBQ sauce ~9.99

Crab Cakes
Pan-seared, sweet lump crab cakes 
with roasted pepper sauce ~10.99

Rocky Mountain Oysters
Marinated in beer and fried, smoky 

ketchup ~7.99

Onion Loaf
Sweet onion loaf with Parmesan 

ranch dressing ~7.99

C H E F

H O U R S

Jonathan Robertson

M A N A G E R
Jonathan Robertson

Sunday
4pm - 10pm

Monday through Thursday
4pm - 10pm

Friday and Saturday
4pm - 11pm

Chicken Wings
Classic Buffalo wings prepared spicy or mild, with bleu cheese dressing, served with carrot 
and celery sticks  $7.99

Deep-Fried Macaroni and Cheese  
Creamy macaroni and cheese croquettes battered and fried, with smoky catsup for 
dipping  $6.99 

Buffalo Oysters
Jumbo oysters, golden-fried then tossed in Buffalo sauce, served with Bourbon-scented 
creamed corn  $7.99

Artichoke and Spinach Dip
Spinach and artichokes blended in a rich creamy sauce loaded with Italian cheeses, 
served with tortilla chips  $7.99

Coconut Shrimp  
Coconut-battered shrimp, fried golden, with pineapple-marmalade dipping sauce  $9.99

Popcorn Lobster 
Tender morsels of golden-fried lobster served with cocktail sauce  $13.99

Shrimp Martini 
Jumbo shrimp prepared in Absolut® Citron brine  $9.99

Seafood Gumbo                                                                     
A rich, dark roux filled with shrimp, oysters, seafood and smoked andouille sausage 
with dirty rice  $4.99

Soup of the Day   $3.99

Monday  Red Beans and Rice Friday    Clam Chowder

Tuesday  Chili   Saturday   Steak and Potato

Wednesday   Baked Potato  Sunday    Corn Chowder

Thursday   Tortilla Soup

Served with zucchini bread

Southern-Fried Chicken Salad  
Chicken tenders, bacon, fresh tomatoes, shredded Cheddar and Jack cheeses, chopped 
egg and crisp garden greens with honey-mustard dressing  $7.99
    
Caribbean Steak Salad              
Jerk-seasoned, marinated steak with broiled pineapple, Bermuda onions, candied pecans 
and bleu cheese crumbles on garden greens with a citrus vinaigrette  $9.99

Fork & Knife Salad 
Turkey, ham, roast beef, Swiss & American cheeses, hard-boiled egg, tomatoes, bell 
peppers and olives tossed with garden greens and your choice of dressing  $8.99 
    
Blackened Salmon Salad
A bed of fresh garden greens topped with blackened salmon, roasted corn,
fried chile onion straws and our chipotle ranch dressing  $9.99
      
Fresh Garden Salad   
Crisp garden greens with carrots, fresh tomatoes, olives and your choice of dressing  $2.99

Chicken Wings
Classic Buffalo wings prepared spicy or mild, with bleu cheese dressing, served with carrot 
and celery sticks  $7.99

Deep-Fried Macaroni and Cheese  
Creamy macaroni and cheese croquettes battered and fried, with smoky catsup for 
dipping  $6.99 

Buffalo Oysters
Jumbo oysters, golden-fried then tossed in Buffalo sauce, served with Bourbon-scented 
creamed corn  $7.99

Artichoke and Spinach Dip
Spinach and artichokes blended in a rich creamy sauce loaded with Italian cheeses, 
served with tortilla chips  $7.99

Coconut Shrimp  
Coconut-battered shrimp, fried golden, with pineapple-marmalade dipping sauce  $9.99

Popcorn Lobster 
Tender morsels of golden-fried lobster served with cocktail sauce  $13.99

Shrimp Martini 
Jumbo shrimp prepared in Absolut® Citron brine  $9.99

Seafood Gumbo                                                                     
A rich, dark roux filled with shrimp, oysters, seafood and smoked andouille sausage 
with dirty rice  $4.99

Soup of the Day   $3.99

Monday  Red Beans and Rice Friday    Clam Chowder

Tuesday  Chili   Saturday   Steak and Potato

Wednesday   Baked Potato  Sunday    Corn Chowder

Thursday   Tortilla Soup

Served with zucchini bread

Southern-Fried Chicken Salad  
Chicken tenders, bacon, fresh tomatoes, shredded Cheddar and Jack cheeses, chopped 
egg and crisp garden greens with honey-mustard dressing  $7.99
    
Caribbean Steak Salad              
Jerk-seasoned, marinated steak with broiled pineapple, Bermuda onions, candied pecans 
and bleu cheese crumbles on garden greens with a citrus vinaigrette  $9.99

Fork & Knife Salad 
Turkey, ham, roast beef, Swiss & American cheeses, hard-boiled egg, tomatoes, bell 
peppers and olives tossed with garden greens and your choice of dressing  $8.99 
    
Blackened Salmon Salad
A bed of fresh garden greens topped with blackened salmon, roasted corn,
fried chile onion straws and our chipotle ranch dressing  $9.99
      
Fresh Garden Salad   
Crisp garden greens with carrots, fresh tomatoes, olives and your choice of dressing  $2.99

Chicken Wings
Classic Buffalo wings prepared spicy or mild, with bleu cheese dressing, served with carrot 
and celery sticks  $7.99

Deep-Fried Macaroni and Cheese  
Creamy macaroni and cheese croquettes battered and fried, with smoky catsup for 
dipping  $6.99 

Buffalo Oysters
Jumbo oysters, golden-fried then tossed in Buffalo sauce, served with Bourbon-scented 
creamed corn  $7.99

Artichoke and Spinach Dip
Spinach and artichokes blended in a rich creamy sauce loaded with Italian cheeses, 
served with tortilla chips  $7.99

Coconut Shrimp  
Coconut-battered shrimp, fried golden, with pineapple-marmalade dipping sauce  $9.99

Popcorn Lobster 
Tender morsels of golden-fried lobster served with cocktail sauce  $13.99

Shrimp Martini 
Jumbo shrimp prepared in Absolut® Citron brine  $9.99

Seafood Gumbo                                                                     
A rich, dark roux filled with shrimp, oysters, seafood and smoked andouille sausage 
with dirty rice  $4.99

Soup of the Day   $3.99

Monday  Red Beans and Rice Friday    Clam Chowder

Tuesday  Chili   Saturday   Steak and Potato

Wednesday   Baked Potato  Sunday    Corn Chowder

Thursday   Tortilla Soup

Served with zucchini bread

Southern-Fried Chicken Salad  
Chicken tenders, bacon, fresh tomatoes, shredded Cheddar and Jack cheeses, chopped 
egg and crisp garden greens with honey-mustard dressing  $7.99
    
Caribbean Steak Salad              
Jerk-seasoned, marinated steak with broiled pineapple, Bermuda onions, candied pecans 
and bleu cheese crumbles on garden greens with a citrus vinaigrette  $9.99

Fork & Knife Salad 
Turkey, ham, roast beef, Swiss & American cheeses, hard-boiled egg, tomatoes, bell 
peppers and olives tossed with garden greens and your choice of dressing  $8.99 
    
Blackened Salmon Salad
A bed of fresh garden greens topped with blackened salmon, roasted corn,
fried chile onion straws and our chipotle ranch dressing  $9.99
      
Fresh Garden Salad   
Crisp garden greens with carrots, fresh tomatoes, olives and your choice of dressing  $2.99

BOURBONS MENU -  BORDER OPTIONS

OPTION 1 OPTION 2 OPTION 3

S A L U M E R I A  R O S I

Z A T O  G R I L L

B O U R B O N S



RESTAURANT
 

A P P E T I Z E R S

S O U P  &  S A L A D

S P E C I A L T I E S

Campfire Shrimp

Jumbo shrimp wrapped in smoked

bacon, tossed in our huckleberry

BBQ sauce

7.99

Cheese Fondue

Gruyère, white wine, crostini

10.99

Golden-Fried Ribs

House specialty ribs with

whiskey BBQ sauce

9.99

Crab Cakes

Pan-seared, sweet lump crab cakes

French Onion Soup

Hearty broth, sautéed onions, 

melted Gruyère

4.99

The Wedge Salad

Classic steak house salad,

iceberg lettuce, bleu cheese,

diced tomato

4.99

Two Potato Soup

A combination of baked

russet and sweet potato soups

3.99
Served with a garden salad and your choice of two sides. 

You may substitute a Grilled Caesar or Wedge salad for an additional $2 

Served with a garden salad and your choice of two sides.

You may substitute a Grilled Caesar or Wedge salad for an additional $2

Served with a garden salad and your choice of two sides. 

You may substitute a Grilled Caesar or Wedge salad for an additional $2

Chef’s Selection of  Wild Game 

Market Price

Prime Rib

Slow-roasted prime rib,

horseradish and au jus

8 oz  16.99

11 oz  18.99

Colorado Lamb Rack

Roasted herb-crusted rack

of tender Colorado lamb,

tomato-mint demi-glace

27.99

BBQ Baby Back Ribs

A full rack of slow-cooked,

fall-off-the-bone tender ribs,

 

F R O M  T H E  G R I L L

F I S H  &  S E A F O O D

E N T R E E  A D D I T I O N S

S I D E S

D E S S E R T S

Bone-In Ribeye

19 oz  28.99

Filet 

8 oz 23.99   11 oz 26.99

Cedar Plank Salmon

Salmon brushed with herb butter,

grilled on an aromatic cedar plank

17.99

Rosemar y Shrimp Scampi

Pan-seared in garlic butter

19.99

Lobster Tai l

Served with drawn butter

28.99

Catch of  the Day

Lobster Tai l
19.99

King Crab Legs
18.99

each 4 .99

Baked Potato

Fresh Vegetable

Sautéed Mushrooms

Sweet Potato Hash

Sautéed Spinach

Au Gratin Potatoes

Garlic Mashed Potatoes

Smoked Creamed Corn
Molten Chocolate Cake

Mud Pie

Apple Skillet

Cheesecake

Trio of Sorbets

 

Tuesday –  Thursday
5:00pm–10:00pm

Friday & Saturday

Manager
John Smith

Chef
John Smith

A P P E T I Z E R S

S O U P  &  S A L A D

S P E C I A L T I E S

Campfire Shrimp
Jumbo shrimp wrapped in smoked
bacon, tossed in our huckleberry

BBQ sauce
7.99

Cheese Fondue
Gruyère, white wine, crostini

10.99

Golden-Fried Ribs
House specialty ribs with

whiskey BBQ sauce
9.99

Crab Cakes
Pan-seared, sweet lump crab cakes

with roasted pepper sauce
10.99

Rocky Mountain Oysters
Marinated in beer and fried,

smoky ketchup
7.99

Onion Loaf
Sweet onion loaf with

Parmesan ranch dressing
5.99

French Onion Soup
Hearty broth, sautéed onions, 

melted Gruyère
4.99

The Wedge Salad
Classic steak house salad,

iceberg lettuce, bleu cheese,
diced tomato

4.99

Two Potato Soup
A combination of baked

russet and sweet potato soups
3.99

Gri l led Caesar Salad
Crisp romaine, herb croutons, Parmesan 

cheese, creamy Caesar dressing, 
roasted pine nuts

5.99

Served with a garden salad and your choice of two sides. 
You may substitute a Grilled Caesar or Wedge salad for an additional $2 

 or any specialty soup for $3

Served with a garden salad and your choice of two sides.
You may substitute a Grilled Caesar or Wedge salad for an additional $2

or any specialty soup for $3

Served with a garden salad and your choice of two sides. 
You may substitute a Grilled Caesar or Wedge salad for an additional $2

or any specialty soup for $3

Chef’s Selection of  Wild Game 
Market Price

Prime Rib
Slow-roasted prime rib,
horseradish and au jus

8 oz  16.99
11 oz  18.99

Colorado Lamb Rack
Roasted herb-crusted rack
of tender Colorado lamb,
tomato-mint demi-glace

27.99

BBQ Baby Back Ribs
A full rack of slow-cooked,
fall-off-the-bone tender ribs,
brushed with our whiskey

BBQ sauce
18.99

Roasted Free-Range
Chicken Chop

Wild mushroom red wine sauce
16.99

 

F R O M  T H E  G R I L L

F I S H  &  S E A F O O D

E N T R E E  A D D I T I O N S

S I D E S

D E S S E R T S

Bone-In Ribeye
19 oz  28.99

Filet 
8 oz 23.99   11 oz 26.99

New York Strip 
12 oz  23.99

Buffalo Str ip 
12 oz  29.99

Cedar Plank Salmon
Salmon brushed with herb butter,
grilled on an aromatic cedar plank

17.99

Rosemar y Shrimp Scampi
Pan-seared in garlic butter

19.99

Lobster Tai l
Served with drawn butter

28.99

Catch of  the Day
Today’s fresh catch specially

prepared by our Chef
Market Price

Lobster Tai l
19.99

King Crab Legs
18.99

each 4 .99

Baked Potato
Fresh Vegetable

Sautéed Mushrooms
Sweet Potato Hash

Sautéed Spinach
Au Gratin Potatoes

Garlic Mashed Potatoes
Smoked Creamed Corn

Molten Chocolate Cake
Mud Pie

Apple Skillet

Cheesecake
Trio of Sorbets

 

Tuesday –  Thursday
5:00pm–9:00pm

Friday & Saturday
5:00pm–10:00pm

Sunday
4:00pm–9:00pm

Manager
John Smith

Chef
John Smith

5'
0"
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" A
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NOTE: FABRICATOR TO FIELD 
VERIFY ALL DIMENSIONS

A P P E T I Z E R S

S O U P  &  S A L A D

S P E C I A L T I E S

Campfire Shrimp
Jumbo shrimp wrapped in smoked
bacon, tossed in our huckleberry

BBQ sauce
7.99

Cheese Fondue
Gruyère, white wine, crostini

10.99

Golden-Fried Ribs
House specialty ribs with

whiskey BBQ sauce
9.99

Crab Cakes
Pan-seared, sweet lump crab cakes

with roasted pepper sauce
10.99

Rocky Mounta in Oysters
Marinated in beer and fried,

smoky ketchup
7.99

Onion Loaf
Sweet onion loaf with

Parmesan ranch dressing
5.99

French Onion Soup
Hearty broth, sautéed onions, 

melted Gruyère
4.99

The Wedge Salad
Classic steak house salad,

iceberg lettuce, bleu cheese,
diced tomato

4.99

Two Potato Soup
A combination of baked

russet and sweet potato soups
3.99

Gri l led Caesar Salad
Crisp romaine, herb croutons, Parmesan cheese, 

creamy Caesar dressing, 
roasted pine nuts

                       5 .99 

Served with a garden salad and your choice of two sides. 
You may substitute a Grilled Caesar or Wedge salad for an additional $2 

 or any specialty soup for $3

Served with a garden salad and your choice of two sides.
You may substitute a Grilled Caesar or Wedge salad for an additional $2

or any specialty soup for $3

Served with a garden salad and your choice of two sides. 
You may substitute a Grilled Caesar or Wedge salad for an additional $2

or any specialty soup for $3

Chef’s Selection of  Wild Game 
           Market Price 

Prime Rib
Slow-roasted prime rib,
horseradish and au jus

 8 oz  16.99
 11 oz  18.99

Colorado Lamb R ack
Roasted herb-crusted rack
of tender Colorado lamb,
tomato-mint demi-glace

27.99

BBQ Baby Back Ribs
A full rack of slow-cooked,
fall-off-the-bone tender ribs,
brushed with our whiskey

BBQ sauce
18.99

Roasted Free-R ange
Chicken Chop

Wild mushroom red wine sauce
16.99

F R O M  T H E  G R I L L

F I S H  &  S E A F O O D

E N T R E E  A D D I T I O N S

S I D E S

D E S S E R T S

Bone-In Ribeye
19 oz  28.99

Filet 
             8 oz  23.99     11 oz 26.99

New York Strip 
 12 oz  23.99

Buf falo Strip 
 12 oz  29.99

Cedar Plank Salmon
Salmon brushed with herb butter,
grilled on an aromatic cedar plank

17.99

Rosemary Shrimp Scampi
Pan-seared in garlic butter

19.99

Lobster Ta i l
Served with drawn butter

28.99

Catch of  the Day
Today’s fresh catch specially

prepared by our Chef
Market Price

Cedar Plank Salmon
Salmon brushed with herb butter,
grilled on an aromatic cedar plank

17.99

King Crab Legs
18.99

each 4 .99

Baked Potato
Fresh Vegetable

Sautéed Mushrooms
Sweet Potato Hash

Sautéed Spinach
Au Gratin Potatoes

Garlic Mashed Potatoes
Smoked Creamed Corn

Molten Chocolate Cake
Mud Pie

Apple Skillet

Cheesecake
Trio of Sorbets

Molten Chocolate Cake

 

A P P E T I Z E R S

S O U P  &  S A L A D

S P E C I A L T I E S

Campfire Shrimp

Jumbo shrimp wrapped in smoked

bacon, tossed in our huckleberry

BBQ sauce

7.99

Cheese Fondue

Gruyère, white wine, crostini

10.99

Golden-Fried Ribs

House specialty ribs with

whiskey BBQ sauce

9.99

Crab Cakes

Pan-seared, sweet lump crab cakes

French Onion Soup

Hearty broth, sautéed onions, 

melted Gruyère

4.99

The Wedge Salad

Classic steak house salad,

iceberg lettuce, bleu cheese,

diced tomato

4.99

Two Potato Soup

A combination of baked

russet and sweet potato soups

3.99
Served with a garden salad and your choice of two sides. 

You may substitute a Grilled Caesar or Wedge salad for an additional $2 

Served with a garden salad and your choice of two sides.

You may substitute a Grilled Caesar or Wedge salad for an additional $2

Served with a garden salad and your choice of two sides. 

You may substitute a Grilled Caesar or Wedge salad for an additional $2

Chef’s Selection of  Wild Game 

Market Price

Prime Rib

Slow-roasted prime rib,

horseradish and au jus

8 oz  16.99

11 oz  18.99

Colorado Lamb Rack

Roasted herb-crusted rack

of tender Colorado lamb,

tomato-mint demi-glace

27.99

BBQ Baby Back Ribs

A full rack of slow-cooked,

fall-off-the-bone tender ribs,

 

F R O M  T H E  G R I L L

F I S H  &  S E A F O O D

E N T R E E  A D D I T I O N S

S I D E S

D E S S E R T S

Bone-In Ribeye

19 oz  28.99

Filet 

8 oz 23.99   11 oz 26.99

Cedar Plank Salmon

Salmon brushed with herb butter,

grilled on an aromatic cedar plank

17.99

Rosemar y Shrimp Scampi

Pan-seared in garlic butter

19.99

Lobster Tai l

Served with drawn butter

28.99

Catch of  the Day

Lobster Tai l
19.99

King Crab Legs
18.99

each 4 .99

Baked Potato

Fresh Vegetable

Sautéed Mushrooms

Sweet Potato Hash

Sautéed Spinach

Au Gratin Potatoes

Garlic Mashed Potatoes

Smoked Creamed Corn
Molten Chocolate Cake

Mud Pie

Apple Skillet

Cheesecake

Trio of Sorbets

 

Tuesday –  Thursday
5:00pm–10:00pm

Friday & Saturday

Manager
John Smith

Chef
John Smith

A P P E T I Z E R S

S O U P  &  S A L A D

S P E C I A L T I E S

Campfire Shrimp
Jumbo shrimp wrapped in smoked
bacon, tossed in our huckleberry

BBQ sauce
7.99

Cheese Fondue
Gruyère, white wine, crostini

10.99

Golden-Fried Ribs
House specialty ribs with

whiskey BBQ sauce
9.99

Crab Cakes
Pan-seared, sweet lump crab cakes

with roasted pepper sauce
10.99

Rocky Mountain Oysters
Marinated in beer and fried,

smoky ketchup
7.99

Onion Loaf
Sweet onion loaf with

Parmesan ranch dressing
5.99

French Onion Soup
Hearty broth, sautéed onions, 

melted Gruyère
4.99

The Wedge Salad
Classic steak house salad,

iceberg lettuce, bleu cheese,
diced tomato

4.99

Two Potato Soup
A combination of baked

russet and sweet potato soups
3.99

Gri l led Caesar Salad
Crisp romaine, herb croutons, Parmesan 

cheese, creamy Caesar dressing, 
roasted pine nuts

5.99

Served with a garden salad and your choice of two sides. 
You may substitute a Grilled Caesar or Wedge salad for an additional $2 

 or any specialty soup for $3

Served with a garden salad and your choice of two sides.
You may substitute a Grilled Caesar or Wedge salad for an additional $2

or any specialty soup for $3

Served with a garden salad and your choice of two sides. 
You may substitute a Grilled Caesar or Wedge salad for an additional $2

or any specialty soup for $3

Chef’s Selection of  Wild Game 
Market Price

Prime Rib
Slow-roasted prime rib,
horseradish and au jus

8 oz  16.99
11 oz  18.99

Colorado Lamb Rack
Roasted herb-crusted rack
of tender Colorado lamb,
tomato-mint demi-glace

27.99

BBQ Baby Back Ribs
A full rack of slow-cooked,
fall-off-the-bone tender ribs,
brushed with our whiskey

BBQ sauce
18.99

Roasted Free-Range
Chicken Chop

Wild mushroom red wine sauce
16.99

 

F R O M  T H E  G R I L L

F I S H  &  S E A F O O D

E N T R E E  A D D I T I O N S

S I D E S

D E S S E R T S

Bone-In Ribeye
19 oz  28.99

Filet 
8 oz 23.99   11 oz 26.99

New York Strip 
12 oz  23.99

Buffalo Str ip 
12 oz  29.99

Cedar Plank Salmon
Salmon brushed with herb butter,
grilled on an aromatic cedar plank

17.99

Rosemar y Shrimp Scampi
Pan-seared in garlic butter

19.99

Lobster Tai l
Served with drawn butter

28.99

Catch of  the Day
Today’s fresh catch specially

prepared by our Chef
Market Price

Lobster Tai l
19.99

King Crab Legs
18.99

each 4 .99

Baked Potato
Fresh Vegetable

Sautéed Mushrooms
Sweet Potato Hash

Sautéed Spinach
Au Gratin Potatoes

Garlic Mashed Potatoes
Smoked Creamed Corn

Molten Chocolate Cake
Mud Pie

Apple Skillet

Cheesecake
Trio of Sorbets

 

Tuesday –  Thursday
5:00pm–9:00pm

Friday & Saturday
5:00pm–10:00pm

Sunday
4:00pm–9:00pm

Manager
John Smith

Chef
John Smith

5'
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8'
-0
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NOTE: FABRICATOR TO FIELD 
VERIFY ALL DIMENSIONS
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RESTAURANT
S P A Z Z O



RESTAURANT
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S A L U M E R I A  R O S I



PEARL RESTAURANTPEA   R L  |  POLISHING          A  NEW    B R AND    CONCEPT     

GIRVIN’s project leadership can assemble the talent to build out new restaurant brand  

shifts to effectively accommodate a new market, evolving strategies and styles of conception.  

We believe in the art of the experiential storyteller – that brands are essentially narrative experiences that 

people relate to: love, share and return, again and again. And, they never forget stories that are happily 

shared. GIRVIN’S work at Pearl was framing the concept from an existing enterprise – Trader Vic’s – and at the 

most reduced cost possible, organizing and coordinating a completely new brand: concept, naming, identity, 

environmental design, signing, interiors, construction coordination, print materials and interactive. 



PEARL RESTAURANT
N ew   brands       must     be   holistically             managed        every      touch      point     ,  from     the    web   

site     to   the    business         card    ,  should       be   carefully          defined        guests       remember         unified       

experiences            the    story      is   clear     ,  the    contact        is   unforgettable             . ABCDEFGHIJKLMN
OPQRSTUVWXYZ

ABCDEFGHIJKLMN
OPQRSTUVWXYZ

abcdefghijk lmnopqrstuvwxyz

A C C E L E R A T I N G  B R A N D 

T R A N S F O R M A T I O N S
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CASCADIACASCADIA         |  C R EATING       A  R ESTAU     R ANT    F R O M  SC  R ATCH  

GIRVIN partnered with Four Seasons Hotels & Resorts Executive chef Kerry Sears 

to create a name, brand story, positioning, visualizations and interior design for a 

legendary Seattle restaurant, widely heralded in the trades internationally. Kerry’s 

visioning was linked to establishing a sense of formal space in the Belltown area of 

Seattle; the building was recently renovated for apartments, with the ground floor 

dedicated to retail and food service offerings. GIRVIN created the shopfront, the entry, 

all interiors, collateral and website in building out a Seattle legend. 



CASCADIA
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MOTION PICTURESM OTION      PICTU     R ES   |  OVE   R  3 0  YEA   R S  OF   THEAT     R ICAL     STO   R Y  IN   DESIGN    

There is almost nothing more unique in the concept of telling stories than the cinema. As designers, and 

participants in the magic of theatrical advertising and motion picture brand design, we’ve got a long legacy 

in acting as special consultants in supporting the framing of story imagineering. 

400+ movies to date.



MOTION PICTURES
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E N T E R T A I N M E N T  I N  B R A N D  D E S I G N

T H E  T R A N S L A T I O N  O F  S T O R Y  I N T O  E V E R Y  M E D I A

A W A R D  W I N N I N G  M A G I C



121 Stewart Street
Suite 212
Seattle WA 98101-2414

p 206 674 7808
f 206 674 7909

				  

1133 Broadway
Suite 1610
New York NY 10010-7921

p 212 924 7331
f  212 924 7310

www.GIRVIN.com

LET US HELP IN TELLING YOUR STORY.


