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If you are reading this it’s because you are now part of our movement. The #LoveTravels movement. 
This style guide is for our partners who are creating and bringing to life the #LoveTravels voice and 
identity through social, experiential and video.

 

This document is a living, breathing document, and we encourage you to work with us when

situations arise that require new guidelines to be added.

 

This is just the beginning. The #LoveTravels journey will continue to evolve into 2015 with a core

focus on developing inclusive marketing strategies and platforms globally. As we continue to

engage consumers around the world to join in the movement, we will be updating this document.

For questions or issues about this document, please contact stephanie.fioretti@marriott.com
or alona.fromberg-elkayam@marriott.com

INTRODUCTION

Alona Fromberg-Elkayam
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Travel teaches, inspires, connects and changes 

lives. When you travel you are able to let go and 

see the world and your life in new ways.  Marriott® 

is on a journey to show the world how love travels 

through inspiring stories about people discovering 

who they love or what they love when they travel. 

We are building a community of inspired people 

who get out of their comfort zone, shed their 

fears and embark on their own journey to find and 

experience how love travels for them.

MISSION
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OUR TARGET 
AUDIENCE
Millennials, ages 23–35, of all races and cultures who 

love to travel and seek shareworthy experiences. 

TARGET AUDIENCE
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1. INCLUSION
Build trust and confidence among our community 
by offering a platform where people can share their 
stories of passion and love wherever they go, whoever 
they are.  

2. AUTHENTICITY
To create a community filled with real stories or real 
passion and love that show how travel connects you 
to your personal truths. 

OUR VALUES

3. CULTURE
We connect with influencers who are affecting culture 
in the profound way they share their passion. We also 
connect with people who have amazing stories of 
how they found or share love and passion when they 
travel. 

4. IMPACT
Inspire the world to travel.
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#LoveTravels is a movement that inspires people 

to share stories of how they take their passions and 

love with them when they travel. We want people 

to get up, get inspired and do what they love—and 

share their love with us.

POSITIONING/CORE MESSAGE



8KEY MESSAGES

When you take your love and travel with it • When you love 

what travel brings you • When you love yourself when you 

travel • When you love the experiences travel brings • When 

you are traveling to a bring those with you that you can’t 

• When you are knocking stuff off your bucket list • Travel 

to do what you love • Found a long lost love • When you 

meet or have met your soulmate during travel • When you 

found your passion while traveling • When you overcame 

fear during travel

is
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THE SOUND OF #LOVETRAVELS

We sound inspiring without being preachy. 

We sound conversational with a hint of playful mixed in.

We sound passionate in a real and relatable way.

DO

MEET MIA

After a trip to Greece, she realized that she wanted to 

change the world through her love of food.

DON’T

MEET MIA
Her unwavering love of food has sparked a flame within 
her to transform the world one palate at a time. 

IS AND IS NOTs

Is inspiring; is not preachy.

Is entertaining; is not clowns and catfights.

Is unifying; is not exclusive.

Is heartwarming; is not sappy.

Is shocking; is not for shock value.

DO

Marriott is traveling the world to find inspiring stories 
that illustrate how people live their individual truths 
and bring their passions with them when they travel.

Show us how love travels with you @LoveTravels-
WithMe #LoveTravels.

DON’T

Marriott is bringing love to the world through heart-
felt stories that beautifully illustrate how people live 
their individual truths and bring their true love or un-
dying passions with them when they travel.

Show us how love travels with you @LoveTravels-
WithMe  
#LoveTravels.

MUSES/INSPIRATION

Vimeo.com/85040589

TheMoth.org

Apple “What will your verse be?”

apple.com/your-verse

TONE OF VOICE
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Only use #LoveTravels when you are talking 
about the actual campaign.

In #LoveTravels, we are sharing 
how people discover their passions 
when they travel.

Do not use the # and one word “LoveTravels” 
when you are using love travels in a sentence.

Through this campaign, we are 
showing the world how love travels.

When saying “Meet                    ” for influencers, 
only use first name.

Meet John (for John Hamilton)
Meet Mia (for Mia Banducci)

When saying “Meet                    ” for celebrities, 
use first and last name.

Meet Tim Howard, Meet Malcolm 
Jenkins, Meet Angela Simmons
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DESCRIPTION
In a documentary-style tone of voice, we share 

how travelers’ love or passion relates to a travel 

experience. Each story we tell is inspirational so that 

people will want to know more and will share their 

own love travels stories with us. 

THE STORIES WE CAPTURE

Show us how love travels for you on Instagram

@LoveTravelsWithMe #LoveTravels 

MEET AMI & LAURA

Their genuine love for each other 

translates into a language anyone 

can connect with. Together with 

Marriott,® they’re showing the world 

how love travels. Find out more at  

LoveTravelsWithMe.com

PRINT AD 
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STORY COPY 
Always starts with “MEET {name or names go here}.”

Use the first and last name for famous people.

Use just the first name for influencers.

Tell a short piece of their story that references love, 
passion, travel. 

End with a sentence that says: together with 

Marriott,® they’re showing the world how love travels.

THE STORIES WE CAPTURE

CARLTON HOTEL, AUTOGRAPH COLLECTION®

Show us how love travels for you on Instagram

@LoveTravelsWithMe #LoveTravels 

MEET CARMINE & TOSH

Everywhere they journey together, 

they proudly take their love with 

them. Together with Marriott,®  

they’re showing the world how  

love travels. See their story at  

LoveTravelsWithMe.com

BODY COPY

PRINT AD 

ONLINE CAROUSEL BANNER

BODY COPY
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CALL-TO-ACTION 
Each medium will have a different call-to-action 

(CTA) , but every communication must have one.

Our goal is to have consumers  

join our community. 

THE STORIES WE CAPTURE

CTA PRINT SOCIAL BANNERS

SEE HIS/HER/THEIR STORY

Show us how love travels  
for you on Instagram @
LoveTravelsWithMe 
#LoveTravels 

LOVE IT. CAPTURE IT.  
SHARE IT.

LOVE IT. CAPTURE IT.  
SHARE IT.

BANNER AD

FACEBOOK SOCIAL MEDIA AD
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CONTENT TYPE:
SOCIAL MEDIA POSTS
Encourage people to share stories about the things 

they love and how they take these things with them 

when they travel.

With celebrities and influencers, we’re telling a story 

in a documentary style tone of voice.

Engage the audience with real stories that elicit an 

emotion. 

FACEBOOK POST

INSTAGRAM POST



Logo/Assets and Usage
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COLORS
Black and white (reverse).

LOGO
The logo placement is centered or flush left.

The logo should always be treated like a headline.

DO NOT 

DO NOT stretch or add stroke/outline.

DO NOT place logo on backgrounds without  
maintaining legibility and contrast.

DO NOT use other colors.

DO NOT rotate.
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PRINT USAGE 
Gotham Medium and Bold are used in both sentence 
case and all caps. Copy is always in black or white.

WEB USAGE 
Google Web fonts Montserrat Normal and Bold are 

used in both sentence case and all caps. Copy is al-

ways in black or white.

GOTHAM Medium

a b c d e f g h i j k l m n o p q r s t u v w x y z 

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z

GOTHAM Bold

a b c d e f g h i j k l m n o p q r s t u v w x y z 

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z

MONTSERRAT Regular

a b c d e f g h i j k l m n o p q r s t u v w x y z 

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z

MONTSERRAT Bold

a b c d e f g h i j k l m n o p q r s t u v w x y z 

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z

TYPOGRAPHY
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MAIN TALENT 

High engagement celebrities, influencers or superfans with 
a unique personal style, engaging story and real followers. 
Inspiring individuals, couples or families who take their 
passions with them when they travel or whose lives have 
changed profoundly because of travel. 

For example

They found a lost love

Met their soulmate

Found their passion

Overcame a fear

Found their bliss

EXAMPLES

TIM HOWARD  
Pro soccer goalie who travels the world to do what he loves.

ANGELA SIMMONS 
Reality TV star and aspiring fashion designer who has 
hundreds of thousands of Instagram followers.

JOHN HAMILTON 
Up-and-coming DJ who travels the world to share his love     
of music.

CASTING

TIM HOWARD 

ANGELA SIMMONS

JOHN HAMILTON
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Authentic moments of 
influencers captured with 
the way love travels for 
them in various hotel spaces 
(room, lobby, outdoor, spa) 
representing the portfolio in 
a balanced way. 

PHOTO STRATEGY



20PHOTO STRATEGY

BTS PHOTOS

a. Footage of their passion

b. Behind The Scenes

c. Social Outtakes

d. Interview (questions TK)

e. Entering hotel

f. Leaving hotel

g. Images of hotel

h. Image of set and crew

GUIDELINES

Don’t have talent in action. 

They should be candid. 

Capture a moment

Unique spaces in the 

hotel. Should give enough 

vocabulary of the hotel

BACKGROUND 
LIGHTING

Top 1/3 needs to be 

simple and dark enough 

to read to place knockout 

type. 

Vertical and horizontal 

shots



21

STORY ARC
Begin with a provocative statement about the person/
people that piques interest. 

Lead into their story and what #LoveTravels means to 
them.

Close with acrylic #LoveTravels sign and them saying 
“Love travels with me.”

FOOTAGE EXAMPLES

Their passion

DJ John Hamilton travels to different countries to 
share his love of music with the world.

BEHIND-THE-SCENES

Show images of talent getting ready for the shoot, 
interacting with each other, interacting with the 
photographer, doing what they love.

VIDEO STRATEGY
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PHOTO

Photo should be cropped comfortably, leaving space open on the 
right for copy.

#LOVETRAVELS LOGO

The #LoveTravels logo serves as a headline and should take up 
roughly 70% of the width of the ad size. It always appears at the top.

BODY COPY

Name is in all caps, Gotham Medium.

Keep space between name and body copy consistent.

Paragraph is in sentence case, Gotham Medium. 

Copy can be right or left of the photo depending on composition, 
but always left justified.

If there is a URL in the paragraph, it should be at the end of the 
paragraph in Gotham Bold. There is no period after the URL. 

MARRIOTT INTERNATIONAL LOGO

The Marriott International logo should be kept at the bottom of the 
ad, centered.

WHAT IS THE PORTFOLIO RIBBON?

The portfolio ribbon is a set of logos that fall under the Marriott 
umbrella. The current portfolio ribbon should be used at the bottom 
of the layout, always against a white background. There are two 
ribbons to choose from; single line and two lines. Always choose the 
80% gray version. Choose version depending on how much space 
you have. Center within the space. See page 23 of this document for 
more information on the Portfolio Ribbon.

Show us how love travels for you on Instagram

@LoveTravelsWithMe #LoveTravels 

MEET AMI & LAURA

Their genuine love for each other 

translates into a language anyone 

can connect with. Together with 

Marriott,® they’re showing the world 

how love travels. Find out more at  

LoveTravelsWithMe.com

PRINT ADS

LOGO

PORTFOLIO 
RIBBON

MARRIOTT  
LOGO

BODY COPY



23OUT-OF-HOME

NEW YORK OUT-OF-HOME

SAN FRANCISCO OUT-OF-HOME
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PORTFOLIO RIBBON FOR PRINT 

The advertising Portfolio Ribbon is a set of logos that fall under 
the Marriott umbrella. The current Portfolio Ribbon should 
be used at the bottom of the layout, always against a white 
background. There are two ribbons to choose from; single line 
and two lines. Always choose the 80% gray version. 

The Portfolio Ribbon should always live along the bottom of 
the communication. Choose either the single line or double line 
version depending on space. 

Always allow 2x height minimum clearance on the top and 
bottom of the Portfolio Ribbon.

DO NOT scale the Portfolio Ribbon smaller than the x-height 
minimum size of 0.75 inches.

The examples shown here may not be the most recent Portfolio 
Ribbon. Always get the newest version from the server.

PORTFOLIO RIBBON FOR VIDEO

Logos must be white and centered below #LoveTravels.

Order of logos that appear at the end of all videos:

JW Marriott®

Autograph Collection® Hotels
Renaissance® Hotels
Marriott Hotels®

Gaylord Hotels®

Courtyard®

Residence Inn®

SpringHill Suites®

Fairfield Inn & Suites®

TownePlace Suites®

Marriott International

CARLTON HOTEL, AUTOGRAPH COLLECTION®

Show us how love travels for you on Instagram

@LoveTravelsWithMe #LoveTravels 

MEET CARMINE & TOSH

Everywhere they journey together, 

they proudly take their love with 

them. Together with Marriott,®  

they’re showing the world how  

love travels. Find out more at  

LoveTravelsWithMe.com

RESIDENCE INN® NEW YORK MANHATTAN/CENTRAL PARK

Show us how love travels for you on Instagram

@LoveTravelsWithMe #LoveTravels 

MEET CHAD, SCOTT,  
OLIVIA & LUCAS

After the twins were born, they 

celebrated the true meaning of 

unconditional love. Together with 

Marriott,® they’re showing the  

world how love travels. Find out 

more at LoveTravels.Marriott.com

PORTFOLIO RIBBON

DO NOT USE

SINGLE LINE RIBBON

DOUBLE LINE RIBBON

CORRECT RIBBON FOR PRINT ADS

SINGLE LINE RIBBON

DOUBLE LINE RIBBON

Show us how love travels for you on Instagram

@LoveTravelsWithMe #LoveTravels 

MEET AMI & LAURA

Their genuine love for each other 

translates into a language anyone 

can connect with. Together with 

Marriott,® they’re showing the world 

how love travels. Find out more at  

LoveTravelsWithMe.com

CARLTON HOTEL, AUTOGRAPH COLLECTION®

Show us how love travels for you on Instagram

@LoveTravelsWithMe #LoveTravels 

MEET CARMINE & TOSH

Everywhere they journey together, 

they proudly take their love with 

them. Together with Marriott,®  

they’re showing the world how  

love travels. Find out more at  

LoveTravelsWithMe.com
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The carousel is a space on the website that scrolls 

through multiple images. The carousel usually leads 

you to another part of the website.

Image should create a balanced crop within space.

Leave enough empty space for copy on the left.

Keep spacing between heading, body copy and 

button the same.

All copy should be flush left and aligned at the same 

spot as current carousel creative. This can move up 

or down depending on orientation of image.

1. HEADING
Gotham Medium 35 pt, all caps

2. BODY COPY
Gotham Medium 30 pt, sentence case

3. BUTTON
Gotham Bold, all caps

Copy is always placed over a white rectangle. Keep 

spacing on top and bottom and adjust right side.

4. LOCATION FOOTER
Gotham Book, all caps, 14 pt 

Bottom left, keep placement and adjust width on 

right as needed.

1

3

4

2

CAROUSEL
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SITE ADDRESS

facebook.com/lovetravelswithme 

PROFILE PHOTO

Logo only, reversed out on black, centered.

COVER PHOTO

Grid with black borders and space between images.

As Facebook specifications change, update assets to fit.

Consider presentation on all devices, Internet browsers  
and computer platforms.

FACEBOOK
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SITE ADDRESS
youtube.com/lovetravelswithme 

PROFILE PHOTO
Logo only, reversed out on black, centered.

COVER PHOTO

As YouTube specifications change, update assets to fit.

Consider presentation on all devices, Internet browsers  
and computer platforms.

Depending on the window size, the cover photo 
expands and shrinks by width.

YOUTUBE
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SITE ADDRESS

twitter.com/lovetravelswme 

PROFILE PHOTO

Logo only, reversed out on black, centered.

COVER PHOTO

Grid with black borders and space between images.

As Twitter specifications change, update assets to fit.

Consider presentation on all devices, Internet 
browsersand computer platforms.

TWITTER
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SITE ADDRESS

instagram.com/lovetravelswithme

PROFILE PHOTO

Logo only, reversed out on black, centered.

COVER PHOTO

Instagram cover photo chooses photos you post and 
cycles them while you are visiting the page.

As Instagram specifications change, update assets to fit.

Consider presentation on all devices, Internet browsers  
and computer platforms.

INSTAGRAM
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HEADER ELEMENTS

Marriott logo and social media are at the top but faded back in gray. 
#LoveTravels is the headline in white. Copy is limited to three lines.

CAROUSEL

Image should take up full width and height of current size. Creative 
creates the layout, which the developer posts the flattened image. 
The copy area always has the name of the person in all caps, the body 
copy area, followed by the CTA button. There is also a location name.

LIVE FEED AREA

This is a carousel of images that updates when new images are posted. 

CONTEST RULES

The body copy in this section contains the main rules and information, 
with a link to the legal information.

FOOTER

Links to social media sites are repeated here. The Portfolio Ribbon 
and copyright are also included.

HEADER

CAROUSEL

LIVE FEED 
AREA

CONTEST 
RULES

FOOTER

WEBSITE

DRAFT
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IMAGE

Scale image leaving space for logos and copy at 
the bottom. Photos should be cropped so they look 
visually appealing within the page. 

When creating the smallest size banners (300x50 
and 320x50), use the same image but find an 
abstract background within that will not be too 
distracting.

Add 100% black fade gradually where needed in 
order to place white copy and logos.

LOGO AND COPY

Keep scale of logos and copy.

#LoveTravels always comes first, serving as the 
headline.

The copy will include name of the person followed by 
the CTA button. 

DO NOT add any other body copy other than the 
name and the CTA button.

ONLINE BANNERS
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IMAGE

For Facebook posts, the file must be 80% photo. It 
should only contain minimal information because the 
copy information will be included when it is posted.

Scale image leaving space for logos and copy at 
the top and bottom. Photos should be cropped so 
they look visually appealing within the page. Person/
people should be centered within the space.

Add 100% black fade gradually where needed in 
order to place logos.

LOGO

Keep scale of logos and copy.

#LoveTravels always comes first, serving as the 
headline.

Add 100% black fade where needed in order to place 
white logos.

DO NOT place the #LoveTravels logo at the bottom 
of the page with the Marriott logo.

DO NOT add any other body copy.

SOCIAL POSTS
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Follow METT specifications template.

BODY COPY

All copy and logos are flush left, in white.

Use the #LoveTravels story CTA lock-up while keeping 
the spacing when adjusting length of paragraph. 

Name should be all caps, Gotham Medium.

Body copy should be sentence case, Gotham Medium.

CTA button is all caps, Gotham Bold.

Place property name at the bottom left corner, all caps, 
Gotham Book.

IMAGE

Create pleasing crop within the space, leaving space 
on the left side for copy. Use black fade as needed for 
copy to show against image.

METT EMAIL


