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At the center of the  
Miraval brand is mindfulness. 
Nowhere is that more impor-
tant than in the way the brand 
is visualized. Consistency 
paired with purpose is the 
formula for a strong identity. 

This Style Guide is a tool for 
crafting and maintaining the 
aesthetic of the brand. The 
design philosophy reflects  
a sense of calm, simplicity,  
balance and authenticity. 
These combined principles 
should always be the beacon 
for how Miraval appears in 
all materials. 

The guide is a living  
document that will grow  
and evolve along with the 
brand itself, over time. 
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In updating the brand and 
elevating it to a Parent Brand, 
we are taking the existing 
elements and evolvIng them in 
a natural way so that Miraval 
will still feel like Miraval, but 
be poised for the future. 

Miraval as a Parent Brand  
is no longer directly tied to  
a location as it once was.  
Unless communicating some-
thing that is very specific  
to one location or to another 
sub-brand, the usage  
should always default to the 
Parent Brand. For example, 
an e-blast that includes a  

promotion which will apply  
at all locations will feature 
the Parent Brand logo.  
A press release highlighting 
an award for a spa  
treatment that is offered  
at all locations will feature 
the Parent Brand logo. 

The Parent Brand has  
become its own entity, tied 
only to the higher calling  
of the Miraval mission.
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PARENT BRAND USAGE
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PARENT BRAND LOGO  

LOGO

The Parent Brand Logo, 
slightly modified from its  
earlier iteration to make 
the letters more uniform, 
will no longer require an 
identifier, such as ‘Resort  
& Spa,’ as it is no longer  
tied to a location. 

As always, the illustrative  
‘i’ in Miraval stands out 
in order to emphasize the 
important relationship that the 
brand has with self-discovery. 

SPACING

The logo safe area on the top, 
left and right sides of  
the logo is equal to one-half of 
the height of the letters  
in ‘Miraval.’ The clear space 
below the logo is equal to  
the height of the letters in  
“Miraval” (or double the space 
above, left and right).

This safe area should be used 
to determine the minimum dis-
tance that should separate the 
Miraval logo from page edges 
and other graphics.

This safe area, with minor  
modifications, applies to all 
Miraval logos. 

Download the logo as an .ai, .eps, .jpg or .pdf file here:
www.miravalresorts.com/NEED LINK

All spaces indicated by blue arrows are equidistant. Blue arrows represent a 
space equal to one-half of the height of the letters in MIRAVAL. Red arrows are 
equal to the height of the letters in MIRAVAL.
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The size relationship should 
stay the same; do not scale 
the tagline or change the 
alignment or font.

PARENT BRAND TAGLINE RELATIONSHIP

The tagline is in all lower 
case Futura Light, condensed 
by 10%, and aligned directly 
underneath the ‘R’ in Miraval. 
The x-height of the letters is 
one-fourth the height of the 
letters in Miraval.

TMyou won’t find you anywhere else.

TMyou won’t find you anywhere else.

Download the logo as an .ai, .eps, .jpg or .pdf file here:
www.miravalresorts.com/NEED LINK

All spaces indicated by blue arrows are equidistant. Blue arrows represent a 
space equal to one-half of the height of the letters in MIRAVAL. Green arrows 
represent one-fourth of the height of the letters in MIRAVAL.



The Parent brand color palette 
consists primarily of warm 
elegant neutrals, evoking 
a sense of quiet calm. The 
use of white, often used in 
conjunction with the neutrals, 
will infuse an added sophis-
tication, while enhancing the 
tranquility of the warm grays.

Accent colors may be taken 
from the Sub-Brand color  
palettes to give cohesiveness 
to the overall brand.

A color palette DON’T: 
Although accent colors from 
Sub-Brands are perfectly fine 
to use with the Parent Brand, 
Signature Colors for locations 
should NOT be used as  
accent colors. 

Along with the series of  
undulating wavy lines,  
gradients and transparency 
will be used occasionally 
in the marketing to enhance 
the ethereal nature of the 
brand concept.  

The wavy lines can be used 
as a graphic element, but 
sparingly. Color chosen 
should be around 30-40% 
value difference than back-
ground. (For example, lines 
would be used in 70% of a 
color against a solid back-
ground of 100% of the same 
color, or used in 30% of a 
color against white.)
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PARENT BRAND COLOR PALETTE & GRAPHIC ELEMENTS

PMS Warm Gray 3 
CMYK 9 - 11 - 13 - 20
RGB 191 - 184 - 175
HTML BFB8AF

PMS Warm Gray 6
CMYK 14 - 19 - 21 - 39
RGB 165 - 156 - 148
HTML A59C94

PMS Warm Gray 9
CMYK 23 - 32 - 34 - 51
RGB 131 - 120 - 111
HTML 83786F

PMS Warm Gray 11
CMYK 26 - 36 - 38 - 68
RGB 110 - 98 - 89
HTML 6E6259

PMS Black 4 
CMYK 41 - 57 - 72 - 90
RGB 49 - 38 - 29
HTML 31261D

SIGNATURE COLOR

ACCENT COLORS

LOGO BROWN
CMYK 40 - 56 - 70 - 22

RGB 135 - 100 - 77
HTML 87644D

Color formulas taken from Pantone® Plus Series Color Bridge Coated Guide



Never distort the proportions of the logo in any direction.

Never change the typeface of any part of the logo.

Never crop out or cover up any part of the logo.

Never stroke or outline the logo.

Never change the color of the logo to any non-brand color.

Never use the logo in color on a background that is more 
than 50% of the same or a similar color.

Never knock out the logo on a background that is less than 
25% of any color.

Never distort the proportions of the “i” in any direction.

Never change the color of the “i” to any non-brand color.

Never modify the “i” within the confines of the complete logo.

M  R AVA L

Never modify or adjust any 
Miraval logo in any way,  
including but not limited to 
the following examples.

The logo should always be 
used in its original colors, 
unless reversed out of a dark 
background.

The ‘i’ in the Miraval logo 
may be used as an additional 
graphic element on marketing 
and branding materials. 

The ‘i’ may be scaled  
proportionately, but must  
not be distorted in any way.  
It may also be used as an  
image overlay or image mask.

PA
REN

T BRA
N

D

PARENT BRAND ‘DON’TS’

Download the logo as an .ai, .eps, .jpg or .pdf file here:
www.miravalresorts.com/NEED LINK



ADDRESS FORMAT 
 5000 E. Via Estancia Miraval  |  Tucson AZ 85739

PHONE NUMBER FORMAT (digits separated by dots, never dashes)  
 123.456.7890

URL FORMAT (for use on marketing and promotional materials) 
 MiravalResorts.com

CALL TO ACTION 
 Plan your stay:  
 MiravalResorts.com  |  800.651.3796  |  Tucson AZ & Natirar NJ 
 or contact your travel professional

SUB-BRAND CONTACT LINE 
 MiravalResorts.com  |  800.651.3796  | 5000 E. Via Estancia Miraval  |  Tucson AZ

 
 

Futura is the primary typeface 
for all Miraval communications. 
When possible (within a par-
ticular software environment), 
the font should be manually 
condensed by 10%. (Some 
programs refer to it as 90% 
width.) Do not, however, use 
the font Futura Condensed,  
as that is too condensed.  
The kerning, or letter spacing, 
should be loose to open up 
the typography.

In general, Miraval’s  
typography should be crisp, 
clean, and left-justified.  
Do not justify the right  
edge of the copy.

Use the lightest weight of 
Futura that will maintain leg-
ibility in a specific instance.

BODY COPY

Use Futura Light for body 
copy unless it is against a 
photographic background,  
in which case Futura Book  
will probably work best. 
When type of less than 10 
points is reversed out of a 
solid background, use Futura 
Book instead of Futura Light  
to prevent fill-in from the  
surrounding color. 

Body copy should be in  
10-12 point type, depending 
on specific usage.

Leading (space between lines 
of type) should be about one 
and a half times the size of 
the font. For example, 10 
point type should have lead-
ing of around 15 points.

Oblique or bold versions may 
be used to empahsize key 
words, but should be used 
very sparingly and only for 
emphasis, not for whole lines 
or paragraphs.

The color of the font needs to 
have enough contrast from the 
color of the background to be 
easily legible. Body copy can 
be in any of the Parent Brand 
Colors except Warm Gray 3 
and 6, which are too light to 
be easily read. White or the 
lighter colors against a dark 
background are approrpriate 
to use.

HEADLINES & SUBHEADS

See LAYOUT GUIDELINES  
section for accepted treatment 
of headlines and subheads.

DIGITAL FONTS

If Futura is not available, use 
Trebuchet Regular instead.

Some programs (such as 
Word and InDesign) let you 
manually condense fonts.  
In Word, go to Format >  
Font > Advanced > Character 
Spacing/Scale 90%. If your 
software program does not 
have this option, use the font 
at its regular width. 
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FONTS

PRIMARY TYPEFACE FAMILY: FUTURA

Futura Light

Futura Book

Futura Medium

Futura Bold

ALTERNATE DIGITAL TYPEFACE:

Trebuchet Regular   

 

ABCDEFGHIJKLMnopqrstuvwxyz123

ABCDEFGHIJKLMnopqrstuvwxyz123

ABCDEFGHIJKLMnopqrstuvwxyz123

ABCDEFGHIJKLMnopqrstuvwxyz123

ABCDEFGHIJKLMnopqrstuvwxyz123  

FORMATTING OF CONTACT LINES



 
 

Layout approaches for  
Miraval should reflect the 
brand ideals of simplicity, 
calm and balance. 

The prominent use of  
beautiful, engaging, full-color 
and full-bleed photography 
is and should continue to be 
an ongoing staple of Miraval 
branding.

The use of white space is 
encouraged to keep an airy, 
light feeling and to help 
evoke the transcendent  
quality of mindfulness. Smooth 
gradients and transparency 
can be used, but sparingly.

A single prominent visual, 
sometimes with secondary/
less prominent visual(s), is 
encouraged, rather than a 
collage approach or group-
ings of similar sized visuals. 

Colored graphics should  
be used sparingly, more  
as accents. Choose colors 
from the appropriate color 
palette; ideally the shade  
that best highlights the  
featured photo. 

Copy blocks should not  
overpower the layout,  
and should rarely be larger 
than the featured photo.

HEADLINES & SUBHEADS

The font of choice for  
headlines is Futura Book. 
When designing headlines 
that feature emphasized key 
words, use Futura Medium  
or Bold in all caps for the  
key words themselves, and 
Futura Book, upper and  
lower case (or all lower case) 
letters for secondary words. 
Subheads should be Futura 
Medium, all caps. 

Keep the headlines as  
short as possible to avoid 
cluttering the page, and  
focus only on one key  
point, using subheads  
for additional information. 
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LAYOUT GUIDELINES

ESPECIALLY NOW, WITH THE SPA SAMPLER PACKAGE.

BOOK NOW

Seize the

MONDAY

Please do not reply to this post-only email. For questions and information please call the phone number listed above. You are re-
ceiving this message as a past guest, or you provided your email address on our website or via an information request.  
If you no longer wish to receive our email updates, click here to unsubscribe and you will be removed from all future emailings.

Plan your stay: 
MiravalResorts.com  |  800.651.3796  |  Tucson AZ & Natirar NJ 

or contact your travel professional

STAY DATES: MAY 11 - SEPTEMBER 15!
Combine this incredible offer with one of our most 
popular packages for the ultimate spa vacation:
• 5th Night Free
• Girls’ Getaway Package
• Discover Miraval Package
• All-Inclusive Package
    Plan Tour Getaway >

sample e-blast

$500 EXTRA CREDIT ON A STAY OF 3 NIGHTS OR LONGER
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LAYOUT GUIDELINES —SAMPLE PRINT AD

It could be a self-revelatory moment with, of all things, a tightrope. Or a  
moment when you are surrounded by the primal ring of Tibetan bells. Or even  
a moment of profound silence. The most innovative spa treatments in the world 
have come to be expected here, but what’s unexpected comes from you. 

YOU2.0

welcome to

SUMMER CALLS, WITH AN IRRESISTIBLE OFFER.
$500 extra credit with a 3 night package, all summer long. 

For complete details, visit MiravalResorts.com  |  800.651.3796  |  Tucson AZ

TM

arizona
you won’t find you anywhere else.
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LAYOUT GUIDELINES — POWERPOINT TEMPLATES

A PRESENTATION TO COMPANY NAME 
JULY 15, 2013 

THE PAST 
The evolution of the Miraval brand and style has been ongoing 
since its inception. There has always been a thoughtful approach 
taken, particularly to the branding. Over time, it has become 
increasingly clear what the Miraval brand represents. That clarity 
has led the company to this very promising, exciting moment. 

HORIZONTAL PHOTO PAGE 

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

VERTICAL PHOTO PAGE 

THE PAST 
The evolution of the Miraval brand and style has been ongoing since its inception. There has always been a 
thoughtful approach taken, particularly to the branding. Over time, it has become increasingly clear what the 
Miraval brand represents. That clarity has led the company to this very promising, exciting moment.  

 
THE FUTURE 
With the anticipation of Miraval’s second resort location, the future is bright, indeed. The Miraval name is 
beginning to mean something beyond a very special place outside Tucson. Whether it’s a new resort location, a 
beauty or wellness product line or a line of publications — the possibilities of where the brand can go are endless. 
What lies ahead is the opportunity to take Miraval’s noble mission to a much wider audience — in a much 
broader way.  

 

THE PRESENT MOMENT 
Never has the idea of being in the present moment meant more for this brand. Now is the time to take the brand 
that was created for Miraval Arizona, and elevate it to a strong, all-encompassing Parent Brand. Rather than 
always being geographically defined, Miraval is on its way to becoming a state of mind, body and spirit. This is 
the moment to create a clear vision on how to brand Miraval Sub-Brands, with Miraval at Natirar as the most 
current example. We must also look ahead and envision how other categories of Sub-Brands will be treated. And 
so, in this moment, a new era of Miraval begins.  

TEXT PAGE 

In the interests of both time and the opportunity to discuss the ‘big-picture’ thinking behind this 
effort before drilling down into it, today we will view a few select items from the much larger 
list of deliverables for the Brand & Style Guides.   
 

•  Mission & Vision Statements 
•  Brand Architecture 
•  URL Solution Options 
•  Parent Brand & Sub-Brand Design Overview 

 o  Logos 
 o  Color Palettes 

•  Brand & Style Guide Overviews 

BULLETS PAGE 

DIVIDER PAGE [WITH PHOTO] 

DIVIDER PAGE [WITHOUT PHOTO] 



You don’t have to be staying overnight at Miraval to enjoy 
our amazing spa services. Sometimes all you need or want 
is a few hours away to recharge. Make use of our extraor-
dinary location, fine food and amazing staff for the day. 
And, if it’s all just too lovely, kick back and stay over. Perfect 
for gift-giving, couples, mother-daughter outings, girlfriend 
getaways, or just because!

MIRAVAL’S DAY SPA PACKAGE INCLUDES:

• $150 spa credit per person to spend on select services of your  
choosing including massages, facials, mani & pedi or try a signature 
Miraval offering.

• 15% off any additional same day spa services prior to 2 pm. 
• Use of all spa facilities including steam room, sauna, whirlpools and 

swimming pools.
• Gourmet lunch plus unlimited snacks, smoothies and non-alcoholic  

beverages
• Full access to the fitness center including all yoga and fitness classes  

until 3 pm
• Day Spa packages are available daily from 9 am to 3 pm.  

Reservations need to be made in advance
• Tax and resort fees are included. Miraval is a non-tipping resort.
• Summer Special - $199 per person for July & August 2013;  

$349 per person any other time.

Summer Special – $199 (over 40% off) for July & August

TO MAKE YOUR DAY SPA RESERVATION:
Call 800.232.3969 or email  

miravalprebook@miravalresorts.com

arizona

DAY SPA
Miraval’s

Package

TERMS & CONDITIONS:
• Day Spa packages are subject to availability. Guest may arrive at the resort as early as 9 am and 

may stay until 3 pm.
• To avoid charges, a 24-hour cancellation notice will be required.
• Spa Finder gift certificates will not be accepted with this offer. 
• Full bar is available for additional charge.
• Guests must be 14 years of age or older. All guests under 18 years of age must be accompanied 

by an adult 21 years of age or older. 
• Special offers must be noted on reservation at time of booking and may not be combined with any 

other offers. This promotion can change at any time. Other restrictions may apply; call for details.  

 
 

LAYO
UT G

UIDELIN
ES

LAYOUT GUIDELINES — RACK BROCHURE & INSERT CARD

that will simply change you. It’s not just the award-winning 

spa with its industry-leading innovative treatments. It’s not 

just the experts who have built reputations in fields that they 

often invented themselves. It’s YOU. You and what you are 

able to learn about yourself that will enhance your life long 

after you’ve left us. 

Finding time for yourself isn’t always easy to do.  

At Miraval, you’ll find it. And so much more.  

YOUfind

Just as there is no one else quite like you, there is no other place quite like Miraval Arizona.

And bOth wIll leAd YOU dOwn A 
pAth OF renewAl And explOrAtIOn. 
here in the shadow of the breathtaking 
tucson mountain landscape is a place 

Mindfulness is at the center of everything at  

Miraval, and it is what Makes Miraval unique.  

Experiencing it is as simple as breathing, yet as  

transformative as discovering a whole new way to live  

your life. Whether it’s in a lovingly prepared healthful meal, 

the echo of an ancient Tibetan bell, the exhilaration of a 

personal challenge, or the letting go that comes only from 

a deep, long breath – mindfulness is full of revelations. And 

during your stay with us, you’ll discover that you are, too. 

the specialists at Miraval are the best in the world 

at what they do. Their expertise ranges from Exercise 

Physiology and Nutrition to Native American Healing and 

Thai Massage. Though many techniques and treatments 

that have become standard in the industry originated right 

here at Miraval, there are still many that can only be found 

here. For example, the Equine Experience with Wyatt Webb 

offers profound insight in communications and relationships 

using a horse as a tool. It’s not at all what you’d imagine. 

But then again, surprises at Miraval aren’t…well, surprising.  

INNOVATION

MINDfulness

To learn more and book your transformational getaway,  
visit MiravalResorts.com  |  800.651.3796  |  Tucson AZ arizona

INSIDElook

SIMPLICITY

Luxurious Casita Guestroom, Suite or Private 
Villa Accommodations

Roundtrip Transportation from Tucson  
International Airport

Nightly resort credit per person to be applied  
to a selection of Spa Offerings, Activities  
and Private Specialist Sessions. 

Access to a wide variety of unique Miraval  
daily programs, including Fitness & Yoga 
Classes, Lectures, Outdoor Adventures,  
Meditation and more. 

Full access to resort facilities, including the  
Life in Balance Spa, Fitness Center, multiple 
swimming pools and whirlpools, the Labyrinth 
and our extensive grounds and gardens.  

Your all-inclusive stay includes:

5000 E. Via Estancia Miraval  |  Tucson, AZ 85739

Promotional insert card



 
 

PHOTO SELECTION

Choose photos that reflect 
inner discovery or transforma-
tion whenever possible. Sub-
Brand photography should 
have a strong sense of place, 
featuring the natural environ-
ment of each location. Parent 
Brand images should focus on 
individual transformation and 
mindfulness and not depict a 
recognizable facility.

PHOTO CROPPING

When cropping the photo, 
be mindful of composition. In 
most cases, the image should 
not be symmetrical unless it 
is clearly designed that way, 
and the focal point of the  
image, or the main subject, 
usually should not be in the 
very center. An exception 
would be, for example, a 
woman in the center of the 
stone labyrinth.

The use of strong angles  
and natural elements and 
textures helps reinforce the 
tactile nature of the natural 
environment. 

All photography should be 
high resolution and profes-
sional. Snapshots do not 
uphold the look of the brand. 

TYPOGRAPHY USED  
WITHIN A PHOTO

When a headline will be 
used on a photo, be certain 
that there is a large enough 
area for the typography to 
rest comfortably. Ideally,  
select an area of similar 
color/value to use as a 
background for the type. Do 
not place type over the focal 
point of the image, but do 
position the headline so that 
it has a relationship with the 
subject of the photo.

Headlines should float within 
the main photo. Choose 1-3 
key words to emphasize, 
and keep secondary words 
small so that the larger words 
stand out. When arranging 
the words, be sure they read 
smoothly from the upper left 
to the lower right. The typog-
raphy should reflect the airy, 
light, transcendent feeling of 

the Parent Brand. Reverse the 
headline to white within the 
photo unless the background 
is light; in that case, use  
Parent Brand or Signature 
colors that complement the 
photography. 

Make use of transparency  
effects in the key words  
and use effects like a soft, 
outer glow to help improve 
legibility. The key is to  
keep all shadows, glows, 
transparency and gradients 
soft and smooth. 

Subheads can be included  
in the photo (set off by a 
transparent or colored bar), 
but do not put body copy 
inside the main photo. 
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PHOTOGRAPHY

Photographs clearly designed to be symmetrical:

Photographs with strong angles and off-center focal points:

Other resorts have

WAKE UP
CALLS

VALUE
There is 

in self-discovery.

BUT NOT L IKE THIS.

THE WORLD-AWAITED SPA THAT WAS DESIGNED FOR ONE PERSON. YOU.



 
 

  

WORD PALETTE

In the same way that a color 
palette is used to guide color 
choices, a word palette  
features a list of carefully  
chosen words that help evoke 
the feeling and meaning of 
the Miraval brand. When 
writing descriptive materials, 
the use of these words will 
bring a consistency to the 
voice and tone of Miraval, 
and keep the mission ever 
present. 

It is not required that all  
materials feature any or all  
of these words. They are 
meant as suggestions only,   
to be used as a tool to help 
with the articulation of the 
brand. 

mindful   natural   respite   inspired   sustainable   energize  

sensitive   authentic   individual   renewal   adventurous    

centered   innovative   balance   refresh   restore   calm    

customized   rejuvenate   wellness   personal   choice   warm

replenish   expert   unique   exhilarate   transform   vibrant    

luxurious   intuitive   choice   explore   wisdom   empower   

genuine   fun   optimistic   nourishing   engage   gratitude

W
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CAROL STRATFORD  Director of Marketing

5000 E. Via Estancia Miraval  |  Tucson AZ 85739
520.825.5101  |  cstratford@miravalresorts.com
MiravalResorts.com

The Parent Brand business 
card is printed in one color, 
Miraval Brown, with the wavy 
lines on the back in 70% of 
Miraval Brown.

For Sub-Brand business cards, 
the color of the gradient 
bar containing the title and 
the gradient and lines on 
the back will change to the 
Signature Color for that Sub-
Brand. Sub-Brand business 
cards will print in 2 colors.

All cards (Parent Brand and 
Sub-Brand) will feature the 
Parent Brand logo on the 
back with no identifier, but 
the front of the Sub-Brand 
cards will always contain the 
appropriate Sub-Brand logo. 

Paper stock/weight [TBD]

STATIO
IN

ERY

BUSINESS CARDS FRONT BACK

All typography in Miraval Parent Brown
 Name: 10 point Futura Medium
 Title: 9 point Futura Light 
 Contact information: 9/10.8 point Futura Light
 URL: Futura Medium
All fonts condensed 10%; Loose kerning (10 in InDesign)

at natirar

.5”

.25”

1”

CAROL STRATFORD  Director of Marketing

PO Box 331  |  Peapack NJ 07977-0331 
520.825.5101  |  cstratford@miravalresorts.com
MiravalResorts.com



 
 

The Parent Brand letterhead is 
printed in one color, Miraval 
Brown, with the wavy lines in 
30% of Miraval Brown.

For Sub-Brand letterhead,  
the color of the gradient bar 
at the bottom and the color 
of the wavy lines will change 
colors, meaning Sub-Brand 
stationery will print in 2 
colors.

Paper stock/weight [TBD]

STATIO
N

ERY

LETTERHEAD

Download digital letterhead and Word templates here:
www.miravalresorts.com/NEED LINK

arizona

 MiravalResorts.com  |  800.232.3969  |  5000 E. Via Estancia Miraval  |  Tucson AZ 85739 

 MiravalResorts.com  |  800.232.3969  |  5000 E. Via Estancia Miraval  |  Tucson AZ 85739 

.75”

1”1”

.5”

Address line: 9 point Futura Light body copy; URL is in Futura Medium
All fonts condensed 10%
Loose kerning (10 in InDesign)



 
 

The Parent Brand letterhead is 
printed in one color, Miraval 
Brown, with the wavy lines in 
30% of Miraval Brown.

For Sub-Brand letterhead,  
the color of the gradient bar 
at the bottom and the color 
of the wavy lines will change 
colors, meaning Sub-Brand 
stationery will print in 2 
colors.

Paper stock/weight [TBD]

STATIO
N

ERY

ENVELOPES

Download digital letterhead and Word templates here:
www.miravalresorts.com/NEED LINK

at natirar
PO Box 331  |  Peapack NJ 07977-0331

 MiravalResorts.com  |  800.232.3969  |  5000 E. Via Estancia Miraval  |  Tucson AZ 85739 

5000 E. Via Estancia Miraval  |  Tucson AZ 85739 

 MiravalResorts.com  |  800.232.3969  |  5000 E. Via Estancia Miraval  |  Tucson AZ 85739 



Sub-Brands are used  
whenever communications  
are specific to one location, 
product or service. 

LOGO

To help forge a separate  
identity for each Resort  
Sub-Brand, the ‘i’ in ‘Miraval’ 
will be colored with the  
signature color for each brand. 

SPACING

Sub-Brands always feature  
a lower-case identifier  
below ‘Miraval’. The  
identifier alignment must  
be left-justified below the  
R in ‘Miraval’ to help give  
emphasis to the ‘i’, and  
to provide space for long 
identifiers. The clear space 
should be measured by the 
outer edges of each logo,  
no matter the length, as 
shown in diagram. 

DON’TS

Don’t use a color for the ‘i’ 
unless it is a resort location. 
Each location should only 
feature its signature color  
for the ‘i’.

Don’t use anything other than 
lower-case for the identifier. 

Don’t place the identifier to 
the left of the ‘R’ in Miraval, 
or beside ‘Miraval.’

Don’t use the signature color 
for ‘Miraval’ or the identifier.

SUB-BRA
N

DS

SUB-BRAND USAGE

arizona

Download current Sub-Brand logos here: 
www.miravalresorts.com/NEED LINK

life in balance spa

All spaces indicated by blue arrows are equidistant. Blue arrows represent a 
space equal to one-half of the height of the letters in MIRAVAL. Green arrows 
represent one-fourth of the height of the letters in MIRAVAL.



SUB-BRA
N

DS

TM

arizona
you won’t find you anywhere else.

TM

arizona
you won’t find you anywhere else.

When used with a Sub-Brand 
logo, the tagline should be 
positioned at the same dis-
tance below the identifier line 
with the same alignment.

The size relationship should 
stay the same; do not scale 
the tagline or change the 
alignment or font.

SUB-BRAND TAGLINE RELATIONSHIP

The tagline is in all lower 
case Futura Light, condensed 
by 10%, and aligned directly 
underneath the ‘R’ in Miraval. 
The x-height of the letters is 
one-fourth the height of the 
letters in Miraval.

Download current Sub-Brand logos here: 
www.miravalresorts.com/NEED LINK

All spaces indicated by blue arrows are equidistant. Blue arrows represent a 
space equal to one-half of the height of the letters in MIRAVAL. Green arrows 
represent one-fourth of the height of the letters in MIRAVAL.



To help forge a separate  
identity for Miraval Arizona, 
the ‘i’ in ‘Miraval’ is colored 
with the Arizona signature 
color (see COLOR PALETTE). 

A
RIZO

N
A

 SUB-BRA
N

D

ARIZONA SUB-BRAND  |  LOGO 

arizona

The Arizona Sub-Brand  
features the Miraval Logo in 
its Parent Brand Color, along 
with the identifier ‘Arizona’ 
underneath in lower-case 
Futura, condensed 10%.  
The identifier alignment  
must be left-justified below  
the R in ‘Miraval’ to help  
give emphasis to the ‘i’. 

The logo safe area on all 
sides of the logo is equal to 
one-half of the height of the 
letters in ‘Miraval,’ measured 
from the outermost edges  
on each side.

This safe area should be  
used to determine the  
minimum distance that should 
separate the Miraval Arizona 
logo from page edges and 
other graphics.

arizona

Download current Sub-Brand logos here: 
www.miravalresorts.com/NEED LINK

All spaces indicated by blue arrows are equidistant. Blue arrows represent a 
space equal to one-half of the height of the letters in MIRAVAL. Green arrows 
represent one-fourth of the height of the letters in MIRAVAL.



The usage of negative  
white space around the  
photography is encouraged  
to keep the feeling light  
and airy, using colored 
graphics as accents only.  

A
RIZO

N
A
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ARIZONA SUB-BRAND  |  PHOTOGRAPHY USAGE 

Photography chosen  
for Miraval Arizona  
communication materials 
should feature the natural 
environment of the location  
as much as possible.  
When highlighting activities 
or spa options, the photos 
should feature the Arizona 
facilities rather than facilities 
from another location, unless 
there is no visual dif ference.



Pairing beautifully with the 
Miraval parent brand pal-
ette, the signature color for 
Arizona is drawn from the 
dramatic sunsets, the warm 
adobe tones and the fauna of 
the southwest scenery. 

Accent colors are inspired by 
the colors of the surrounding 
landscape. They were chosen 
to highlight the existing pho-
tography of Miraval’s natural 
environment.

The use of white space is 
encouraged to heighten the 
sense of calm and tranquility. 
Colors should be used more 
in the way of accents than as 
the predominant visual in a 
given space. 
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ARIZONA SUB-BRAND  |  COLOR PALETTE SIGNATURE COLOR

ACCENT COLORS

PANTONE 5205C
CMYK 30 - 59 - 13 - 41

RGB 134 - 100 - 122
HTML 86647A

PMS 167C
CMYK 5 - 77 - 100 - 15
RGB 190 - 83 - 28
HTML BE531C

PMS 7544
CMYK 35 - 14 - 11 - 34
RGB 118 - 134 - 146
HTML 768692

PMS 5845C
CMYK 18 - 10 - 60 - 23
RGB 175 - 169 - 110
HTML AFA96E

PMS 458C
CMYK 5 - 4 - 73 - 7
RGB 217 - 199 - 86
HTML D9C756

PMS 5115C 
CMYK 42 - 81 - 11 - 49
RGB 105 - 60 - 94
HTML 693C5E

PMS Warm Gray 3 
CMYK 9 - 11 - 13 - 20
RGB 191 - 184 - 175
HTML BFB8AF

PMS Warm Gray 6
CMYK 14 - 19 - 21 - 39
RGB 165 - 156 - 148
HTML A59C94

PMS Warm Gray 9
CMYK 23 - 32 - 34 - 51
RGB 131 - 120 - 111
HTML 83786F

PMS Warm Gray 11
CMYK 26 - 36 - 38 - 68
RGB 110 - 98 - 89
HTML 6E6259

PMS Black 4 
CMYK 41 - 57 - 72 - 90
RGB 49 - 38 - 29
HTML 31261D

Color formulas taken from Pantone® Plus Series Color Bridge Coated Guide



at natirar

To help forge a separate  
identity for Miraval at Natirar, 
the ‘i’ in ‘Miraval’ is colored 
with the Natirar signature 
color (see ‘color palette,’  
next page). 

N
ATIRA

R SUB-BRA
N

D

Download current Sub-Brand logos here: 
www.miravalresorts.com/NEED LINK

NATIRAR SUB-BRAND  |  LOGO 

The Natirar Sub-Brand  
features the Miraval Logo  
in its Parent Brand Color, 
along with the identifier  
‘at Natirar’ underneath in 
lower-case Futura, condensed 
10%. The identifier alignment 
must be left-justified below 
the R in ‘Miraval’ to help give 
emphasis to the ‘i’.

The logo safe area on all 
sides of the logo is equal to 
one-half of the height of the 
letters in ‘Miraval,’ measured 
from the outermost edges on 
each side.

This safe area should be used 
to determine the minimum 
distance that should separate 
the Miraval at Natirar logo 
from page edges and other 
graphics. 

at natirar
All spaces indicated by blue arrows are equidistant. Blue arrows represent a 
space equal to one-half of the height of the letters in MIRAVAL. Green arrows 
represent one-fourth of the height of the letters in MIRAVAL.



The usage of negative  
white space around the  
photography is encouraged  
to keep the feeling light  
and airy, using colored 
graphics as accents only. 

NATIRAR SUB-BRAND  |  PHOTOGRAPHY USAGE 

Photography chosen  
for Miraval at Natirar  
communication materials  
should feature the natural 
environment of the location  
as much as possible.  
When highlighting activities 
or spa options, the photos 
should feature the Natirar 
facilities rather than facilities 
from another location, unless 
there is no visual dif ference.

N
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R SUB-BRA
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D



The signature color for  
Natirar is drawn from the  
vibrant east-coast greenery 
that surrounds the property, 
which covers everything  
from summer grass to leafy 
forests. The color blends 
beautifully with the Miraval 
parent brand palette. 

Accent colors are inspired by 
the colors of the surrounding 
landscape — the blues of 
sky and water, and the brick 
found in the buildings,  
connoting the historic nature 
of the location. 

N
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NATIRAR SUB-BRAND  |  COLOR PALETTE SIGNATURE COLOR

ACCENT COLORS

PANTONE 7495C
CMYK 42 - 5 - 98 - 29

RGB 143 - 153 - 62
HTML 8F993E

PMS 383C
CMYK 29 - 1 - 100 - 18  
RGB 168 - 173 - 0
HTML A8AD00

PMS 5425C
CMYK 45 - 16 - 9 - 24
RGB 122 - 153 - 172
HTML 7A99AC

PMS 4985C
CMYK 22 - 74 - 38 - 47
RGB 135 - 75 - 82
HTML 874B52

PMS 432C
CMYK 65 - 43 - 26 - 78
RGB 51 - 63 - 72
HTML 333F48

PMS 7476C
CMYK 89 - 22 - 34 - 65  
RGB 13 - 82 - 87
HTML 0D5257

PMS Warm Gray 3 
CMYK 9 - 11 - 13 - 20
RGB 191 - 184 - 175
HTML BFB8AF

PMS Warm Gray 6
CMYK 14 - 19 - 21 - 39
RGB 165 - 156 - 148
HTML A59C94

PMS Warm Gray 9
CMYK 23 - 32 - 34 - 51
RGB 131 - 120 - 111
HTML 83786F

PMS Warm Gray 11
CMYK 26 - 36 - 38 - 68
RGB 110 - 98 - 89
HTML 6E6259

PMS Black 4 
CMYK 41 - 57 - 72 - 90
RGB 49 - 38 - 29
HTML 31261D

Color formulas taken from Pantone® Plus Series Color Bridge Coated Guide
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CURRENT PRODUCT & SERVICE SUB-BRAND LOGOS

journeys

life in balance spa authentic circle

integrated wellness

homebeauty

apparel

institute 

marketplace

media
Download current Sub-Brand logos here: 
www.miravalresorts.com/NEED LINK


