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The process of defining  
Miraval is ongoing and will 
continue to be fluid, but the 
basic principles are clear. 
First and foremost, Miraval  
is about the practice of 
mindfulness. To be mindful is 
to live in the present moment. 
Mindfulness enhances  
self-awareness, gratitude,  
and empowerment. The results 
are reduced stress, health  
and wellness, renewal, and  
a life in balance. 

O
VERVIEW

With the encouragement  
of mindfulness as its focus, 
Miraval offers places,  
experiences, expertise,  
products, events and  
services that are innovative, 
respected and unique. 

There is no other brand  
in the world quite like  
Miraval, and the brand  
attributes that set Miraval 
apart should be present  
in every form of Brand  
communication. This guide  
is a tool to aid in that  
process for all those  
communicating the  
Miraval Brand. 

What is Miraval?  
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The mission statement articulates the company’s present purpose and identities its broad goals. The vision statement articulates the company’s future purpose and identities aspirational goals.
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MISSION STATEMENT VISION STATEMENT

To inspire and encourage self-discovery and life balance 
through the practice of being mindful.

To be the world’s most innovative, respected and trusted  
catalyst for self-discovery and mindful living. 
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In 2005, Steve Case,  
founder of AOL, became  
the majority owner of the 
company. Through his own 
memorable experience at  
the resort, he saw the oppor-
tunity to grow Miraval into  
a global lifestyle brand.  
With the addition of new 
locations, such as Miraval  
at Natirar in Somerset, NJ,  
a line of Miraval books, 
beauty products, products for 
the home, educational events, 
travel experiences and so 
much more, Miraval is  
currently solidifying its   
reputation as the leader in 
helping people live a more 
mindful, authentic life… 
a life in balance. 

  

HISTORY

Miraval began with a power-
fully simple vision: people 
thrive when their lives are in 
balance. That is, life is better 
and more enjoyable when 
physical, emotional, social, 
spiritual and intellectual  
components are in balance. 

In the early 1980s, through 
his own personal encounters, 
Bill O’Donnell translated  
this vision into a program 
of innovative experiences. 
Initially, the participants in 
the program were people in a 
state of life-crisis. Successes 
with this group led to another 
innovation – adapting the ini-
tial tools to support a broader 
audience: people seeking 
new ways to grow and live 
better. 

And so, in 1995, Miraval was 
born, set against the dramatic 
Santa Catalina Mountains in 
the high Sonoran Desert near 
Tucson AZ. Guests come to  
Miraval, alone or with family 
and friends, to authentically 
balance their lives with mean-
ing and purpose. There are  
no strict regimens. Instead, 
choice is the guiding principle. 
Guests choose to do as much  
or as little as they like. 

Miraval’s pioneering approach 
to activities, experiences and 
personal treatments helped to 
define the resort spa industry 
that has flourished worldwide. 
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C

E

Our guests:

•	Take	steps	to	lead	  
a healthy lifestyle

•	Seek	out	ways	to	learn	  
new things

•	Believe	their	lives	are	
happy and fulfilling

•	Regularly	exercise

•	Consider	themselves	  
spiritual

•	Value	family	and	friendships

•	See	the	glass	as	half	full

•	Believe	the	best	part	of	life	
lies ahead

They are confident, indepen-
dent and have a strong sense 
of self. They’re not generally 
looking for more “stuff” in 
their lives, but instead seek 
memorable experiences, 
places and products – choic-
es – that help them lead more 
fulfilling and balanced lives. 

AUDIENCE

They know personal wellness 
is directly related to overall 
success and happiness…
but they are busy, and are 
looking for ways to help them 
achieve that success.

Our people define them-
selves as ‘lifelong learners’. 
They have a youthful image 
of themselves and are self-
described as determined, 
enthusiastic and persuasive.

Miraval speaks to people who are energetically  
seeking out an increasingly better life, through  
meaningful experiences and education. These  
people seek products and services that are  
healthier for them, their families and their planet. 
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Miraval upholds a powerfully simple vision: life is more meaningful  
and enjoyable when one’s physical, emotional, spiritual, social, and  
intellectual components are in balance. Miraval offers guests “deep  
comfort” – a feeling of care and luxury beyond and found nowhere else. 
Miraval creates an authentic environment with an abundant choice of 
fusion spa treatments, mindful activities, healthful cuisine and relaxation 
experiences. Our dedication to mindfulness permeates our resort culture, 
attracting some of the world’s finest specialists. Miraval’s commitment  
to the environment is reflected in our sustainable design ethic and best 
practices.  

POSITIONING STATEMENT

PO
SITIO

N
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G

•	TARGET AUDIENCE.  
Miraval guests are mostly 
affluent urban women, 
ranging from age 30 – 
60, who are looking to 
escape the stress of their 
daily lives and find ways 
to find balance, renewal 
and life enhancement 
through a destination spa 
resort experience. 

•	BRAND PERSONALITY.  
Miraval challenges guests 
to achieve more in their 
personal lives. Miraval is 
accepting, open-minded 

and non-judgmental. Mira-
val is insightful, sensitive 
to the needs of guests. Mi-
raval is inspiring, encour-
aging guests to incorpo-
rate daily mindfulness into 
their lives to make healthy 
change. 

•	BENEFIT/POINT OF  

DIFFERENCE. Miraval is 
absolutely the best at 
providing an opportunity 
to learn appreciation for 
what you have, where you 
are and to be more self-
aware and reflective. 

•	REASONS TO BELIEVE.  
Miraval is an experi- 
enced, award-winning 
industry leader, offering 
healthy and delicious 
cuisine, the most unique 
programming, highly  
respected expert thera-
pists/specialists, the  
most innovative spa  
treatments in the world, 
and an array of products 
and services that aid  
and encourage a life  
of balance through the  
practice of mindfulness. 

SUPPORT POINTS
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CHOICE

The Miraval experience  
invites guests to do as  
little or as much as they  
like, creating their stay any  
way they choose. Miraval 
offers a myriad of innovative 
programs and activities so 
that guests can personalize 
their stay filled with an  
abundance of choices  
including: trend-setting  
treatments in the Miraval  
Life in Balance Spa,  
self-discovery activities  
led by insightful specialists,  
dynamic growth and  
development activities,  
outdoor challenge, yoga, 
tennis, stress management 
and nutritional counseling. 

LIFE BETTERMENT

Miraval is a place where 
guests can find balance in 
their physical, emotional, 
spiritual, social, and intellec-
tual being. Miraval believes 
that life betterment comes 
through a balance between 
these components creating 
a more fulfilling, rich life. 
Miraval searches out new 
programs and avenues to 
share with guests as well as 
refining signature experiences 
for guests to part-take in time 
and time again.

WELLNESS

Miraval believes that  
per- sonal wellness is a  
catalyst to overall happiness 
and living an abundant life. 
At Miraval, the balance of 
mindfulness, choices and 
wellness are at the core of  
all activities, spa treatments 
and cuisine. Guests find 
meaningful experiences  
and the hands-on education 
they desire to help them with 
life challenges from weight 
loss to grief. 

 

C
O

RE VALUES

CORE VALUES

BALANCE

Everything at Miraval inspires 
guests to find balance: the 
balance between mind, body 
and spirit; the balance be-
tween relaxation and exhila-
ration; the balance between 
indulgence and discipline. 
Miraval’s guests find balance 
during diverse, personalized 
activities, relaxation and spa 
treatments, or by working 
one- on- one with a Miraval 
specialist. Miraval’s goal is 
for every guest to take the 
feeling of Miraval home with 
them, and include balance in 
their everyday life.

MINDFULNESS

Mindfulness is a conscious 
approach to be in the pres-
ent moment – an elevated 
awareness of one’s surround-
ings and of oneself and of 
one’s choices, strengths, and 
potential. It is a concept that 
shapes the Miraval programs 
and environment. Miraval 
Mindfulness empowers guests 
and optimizes one’s energy 
in order to live a balanced, 
healthier and better life.
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WHAT IS A BRAND PERSONALITY? A set of human 
characteristics that are attributed to a brand name.  
A brand personality is something to which the  
consumer can relate, and an effective brand will  
increase its brand by having a consistent set of traits. 

Challenging: 
Miraval challenges  
others to critically  
reflect on their lifestyle  
and habits

Live  
in the moment

Learn to appreciate  
what you have, be grateful  

for where you are by being more  
self-aware and reflective.

Leave feeling balanced, recharged, relaxed;  
have new knowledge for life betterment;  

feel less stressed, renewed and empowered.

State-of-the-art spa 
Most innovative spa treatments 

Highly respected expert therapists and specialists 

Healthy and delicious cuisine 
100+ unique programs 

Beautiful and unique location(s) 
Award-winning spa

MANTRA

EMOTIONAL BENEFITS

 
 

EXPERIENCE BENEFITS

 
REASONS TO BELIEVE 
Primary  
Communication  
Points

Foundation  
Brand Pillars

BRAN
D PYRAM

ID & BRAN
D PERSO

N
ALITY

BRAND PYRAMID BRAND PERSONALITY

Accepting: 
Miraval is open minded  
and non-judgmental

Insightful: 
Miraval is sensitive to  
the needs of others and  
offers sound advice

BRAND PERSONALITY OF MIRAVAL:

Inspiring: 
Miraval encourages  
others to incorporate  
mindfulness into  
their lives to make  
healthy changes.
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MONOLITHIC BRAND  A brand like Miraval  
with such a strong, well-defined and  
benevolent mission, needs to make that 
mission synonymous with its name,  
and have that name be first and foremost 
in every brand venture.

BRAN
D ARC

H
ITEC

TURE

BRAND ARCHITECTURE PARENT BRAND

RESORTSSERVICES PRODUCTS

The Monolithic Parent Brand 
stands alone in importance.

The first tier emanating off the 
Parent Brand consists of the 
Primary Sub-Brands: Resorts, 
Services and Products.
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BRAN
D ARC

H
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TUREUnder each of the Primary 
Sub-Brands are the Secondary 
Sub-Brands.  

Authentic Circle connects to 
both Resorts, allowing mem-
bers to gain benefits for both 
locations. 

The Natirar location will still 
have two Sub-Brands that will 
be branded with the current 
Natirar identity. The circle 
shapes of those Sub-Brands 
represent this break from the 
Miraval brand. 

BRAND ARCHITECTURE

WELLNESS 
CENTERS JOURNEYS EVENTS MEETINGSSPAS

RESORTS

AUTHENTIC CIRCLE

ARIZONA NATIRAR

SERVICES PRODUCTS

WELL- 
NESS MEDIA HOME APPARELBEAUTY

NINETY 
ACRES CLUB

BRAND EXTENSIONS/RESORT LOCATIONS

The Service Sub-Brands 
and the Product Sub-Brands 
demonstrate what is and 
what could be. This list  
is ever-changing and it 
demonstrates accurately 
our idea of their relation-
ship of these brands to  
the rest of the brand.
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CIRCLE OF INVOLVEMENT

Our core belief of living in 
the moment combined with 
community and sustainability 
is uniquely Miraval; when 
people truly are conscious 
and enjoying their surround-
ings, they realize they want 
those surroundings to last. 
When they are exposed  
to generosity of spirit, it  
becomes contagious. By  
committing to having a  
positive effect on the planet 
and taking part in programs 
that help those in need,  
Miraval creates a circle  
of involvement that makes  
a difference. 

having a net positive effect. 

SUSTAINABLE  
DEVELOPMENT AND 
OPERATIONS

Our goal is to employ  
methods and materials that 
have meaningful benefits 
to health and sustainability 
practices:

•	Choosing	purposefully

•	Preserving	ecology	  
of all sites

•	Accentuating	uniqueness	  
of the sites

•	Practicing	LEED	certification	
when appropriate

•	Using	sustainable	natural	and	
recycled materials

•	Being	resource-efficient

•	Utilizing	clean	air	products

•	Sourcing	local	landscape	ma -
terial

•	Reducing	and	recycling	waste

•	Conserving	water

•	Creating	a	local	  
Sustainability Team

•	Other	points	relevant	  

to products?

Our view is not prescriptive, 
but purposeful — with a focus 
on what is most meaningful at 
every level of the company. 
By making intelligent, caring 
and sustainable choices, we 
hope to inspire our audience 
to be more socially and  
environmentally, ultimately 
having a net positive effect. 

 

C
IRC
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Miraval takes an active role as a citizen. Intelligent  
luxury is the key, and providing community, mindful  
economic development and environmental responsibility 
are paramount. These are beliefs that are shared  
with consumers. 

COMMUNITY  
CONNECTION

Our goal is to establish  
Miraval as a caring part of 
the community fabric by:

•	Contributing	to	local	  
non-profit organizations 

•	Developing	our	own	non-profit	
foundation to help those in 
need

•	Educating	employees	

•	Participating	in	local	events	

LIFELONG LEARNING 
FOR CONSUMERS

Our goal is to learn what 
are the most sustainable and 
socially conscious choices we 
can make for our business, 
and educate our consumers 
on those choices: 

•	Food	procurement

•	Water	bottle	refill	program

•		Healthy	rooms

•	Healthy	products	

SUSTAINABLE  
DEVELOPMENT AND 
OPERATIONS

COMMUNITY 
CONNECTION

LIFELONG  
LEARNING
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COURT AREA 
 
 
 
 
 
 
 
The Court area serves as 
the gathering place for each 
location. It is a space used  
to fuel the body, reserve 
space for dinner and meet 
new friends. It is the hub  
and it should reflect the  
indigenous style of the region. 
This space will encourage a 
seamless transition between 
the inside and outside, help-
ing to connect to nature and 
outdoor adventure. 

SPA QUIET ROOM 
 
 
 
 
 
 
 
One of the reasons people 
decide to become part of 
Miraval is for the world-
renowned Life in Balance 
Spa. And before they step 
into any treatment room, there 
is another experience waiting 
for them, the Quiet Room. It 
is situated in the spa area, 
but is disconnected from the 
arrivals area. It is a place 
people feel they can totally 
relax either before or after 
treatment, to read a book or 
simply fall asleep. It is the 
perfect place to be mindful. 
The sense should only be 
stimulated through sight and 
touch. It should be designed 
with a panoramic view of the 
location. When lying down 
on the plush chaise lounge, 
the room acts as an inspira-
tion to guests. 

 
 

SIGNATURE PROPERTY ELEMENTS

SIG
N

ATURE PRO
PERTY ELEM

EN
TS 

EXPERIENTIAL/ 
SENSORY GARDEN 
 
 
 
 
 
 
Connecting our guests and 
residents to the natural envi-
ronment is important to their 
overall experience. Experien-
tial gardens are key. Gardens 
can be:

•	A	prominent	walking	path

•	A	way	to	experience	the	
nature of the place and sea-
son as a part of daily life

•	An	enticement	of	the	senses

WATER FEATURES 
 
 
 
 
 
 
 
We want our guests and resi-
dents as they enter a Miraval 
space to feel soothed and 
relaxed. Water features offer 
a cue to take a deep breath 
and let their shoulders down. 
It is a way to be welcomed. 
Paying homage to the origins 
of spa, solus per aquam or 
“health through water,” each 
property will incorporate a 
water feature. 

NATURAL ELEMENTS 
 
 
 
 
 
 
 
The breathtaking views of 
the stunning scenery are the 
most dramatic of the natural 
elements to make being at Mi-
raval a truly memorable expe-
rience. The incorporation of 
natural materials in the design 
throughout each resort is used 
to create a sense of warmth, 
connection to the earth, and 
local authenticity. The materi-
als selected should be largely 
indigenous and consistent 
with local architecture. This 
would include the use of 
indigenous plant materials in 
the overall landscaping. 

 

FOOD AND BEVERAGE 
 
 
 
 
 
 

Our reputation for having 
the best spa cuisine is well-
founded. Miraval chefs make 
magic out of the freshest, 
healthiest ingredients in order 
to highlight where the food 
comes from and how it fits 
into the season. The menus 
are planned to inspire mind-
ful eating, with accessible 
recipes that can be emulated 
or found in our cookbooks  
to promote lifelong healthy 
eating habits. The Chef’s  
demonstration kitchen furthers 
this cause even more,  
allowing guests to learn 
straight from the source how 
to prepare a mindful meal. 
The Miraval Table for guest 
gatherings helps to build  
community for our guests  
during their stay, just as  
the Lounge facilitates a  
social atmosphere.  
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NAMING ARCHITECTURE
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Naming architecture is based on five definitive categories:
 
CATEGORY   TUCSON EXAMPLE 
Land    Arizona Room
Flora    Cactus Flower Restaurant
Fauna    Gecko Room
Indigenous People  Zuni Room

These categories should be used and tailored for each Miraval Place. 

The naming architecture supports Miraval’s 
brand positioning of creating memorable  
experiences, and connecting our guests to  
the places they visit. Names are crafted to  
support intuitive understanding of each  
location’s function and to be easy to remember. 
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There should be accounts  
on all major social media  
channels for the Parent Brand. 
This is also the case for major 
sub-brands, such as each 
resort location and the  
product and service lines as 
they become more robust.

The Parent Brand messaging 
for social channels should  
primarily communicate  
mission-related content.  
Social media provides the 
perfect forum to better  
educate and engage our 
audience on mindfulness, 
authenticity and a life in 
balance. This can be done 
through tips, advice, mindful 
intentions, recipes – the kind 
of content one might expect 
to find on a blog or a forum 
page. It should be editorial  
in nature. 

SOCIAL BRANDING

SO
CIAL BRANDING

The Sub-Brand messaging 
can be more promotionally- 
oriented, giving fans and 
followers an opportunity 
to take advantage of new 
programs, discounts, and 
other perks that reward their 
loyalty. But it will still be 
important for the Sub-Brands 
to communicate the overall 
Miraval philosophy. 

Working together, all 
brands can build a strong 
online wellness community 
that has an interactive  
and fruitful relationship  
with Miraval.

arizona

Miraval Arizona
@MiravalAZ
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