
1M A R R I O T T  H O T E L S  V I S U A L  G U I D E L I N E S

M A R R I OT T  H OT E L S®  
V I S U A L  G U I D E L I N E S
G U I D E L I N E S  A N D  A P P L I C AT I O N



2M A R R I O T T  H O T E L S  V I S U A L  G U I D E L I N E S

TA B L E  O F  C O N T E N T S

B R A N D  S T R AT EG Y

B R A N D  L O G O

C O L O R  PA L E T T E S  

T Y P O G R A P H Y

PAT T E R N S  &  T O P O G R A P H I C  M A P S

A C C E N T  C O L O R S

A N C H O R  B A R 

A C C E N T  B A R

S EC O N D A R Y  T Y P O G R A P H Y

D E S I G N  A P P L I C AT I O N
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B R A N D  S T R AT E G Y
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O U R  TA R G E T:  
T H E  I N V E N T I V E  
C L A S S

P R O U D 
I N T E L L EC T U A L S
Smart, creative problem-solvers who aspire to become  
trailblazers in their fields. They are fueled by a desire to  
learn and experience new things.

H U N G R Y  
FO R  I M PA C T
Through original ideas and hard work, they long to  
create tangible, lasting impact on their company,  
industry, family, community and world. 

A C C O L A D E 
S E E K E R S
They crave acknowledgement of their intellect and  
accomplishments and believe their success should be 
rewarded with exceptional experiences and opportunities 
to enjoy a life in balance.

C O N F I D E N T 
T R AV E L E R S
These goal-oriented achievers place their confidence  
in travel partners whose consistent quality and distinctive 
experiences help inspire their best work.

B R A N D  S T R AT E G Y
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I N S P I R I N G  B R I L L I A N C E
We create moments that empower guests to shine at their very 
brightest. Our enriching experiences, sophisticated spaces and 
exceptional service are designed to clear the mind and spark 
new ways of thinking and being, which inspire even greater  
brilliance in our guests.

B R A N D 
P R O M I S E

B R A N D  S T R AT E G Y

I N S P I R I N G  B R I L L I A N C E .
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O U R  C O R E 
VA L U E S

B R A N D  S T R AT E G Y

DY N A M I C
The belief that every challenge requires  
a unique solution and a readiness to adapt 
in the moment; environments that flex 
with guests so they can maximize their  
own experience

T H O U G H T F U L
Always anticipating our guests’ needs, whether  
big or small; a human-centered approach to  
service and design

I N V E N T I V E 
A curiosity about the future and an optimism 
that it can be made better; a passion for 
imagining new possibilities and for enabling 
our guests to do the same
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I N T E R I O R  
D E S I G N  P O I N T 
O F  V I E W

B R A N D  S T R AT E G Y

C A P T I VAT I N G 
I N T E R I O R  
A R C H I T EC T U R E 
Simple yet dramatic architectural features layered  
with uncommon use of materials and purposeful lighting  
deliver a sophisticated combination of depth,  
dimension and intimacy.

H O N E S T 
M E E T S  
P O L I S H E D
 
An ingenious blend of natural and orderly design  
elements help create surprising effects. The space  
is governed by strong, clean lines, but upon closer  
examination, texture and structure reveal a  
harmonious balance that is thoughtfully dynamic.

D E TA I L S  
T H AT  
E L E VAT E
Instead of finishing with the details, these clever  
elements define the foundation of the design narrative.   
Micro becomes macro. Prominent expressions in our  
hotels are found in the interior design details.
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PAT T E R N S
Borrowing from our Marriott Modern design aesthetic, our visual identity 
applies intricate multidimensional patterns that are thought-provoking yet 
sophisticated. By layering textures of natural materials such as marble, sand, 
onyx and water with rich patterns, we create an intriguing design tension that 
provides visual interest and invites reflection. Glimpses of the topographic  
map are weaved between layers to evoke a feeling of travel.

V I S U A L 
I D E N T I T Y

B R A N D  S T R AT E G Y



9M A R R I O T T  H O T E L S  V I S U A L  G U I D E L I N E S

O U R  V E R B A L
I D E N T I T Y

B R A N D  S T R AT E G Y

B R AV E 
An ambitious, bold and self-assured 
voice; unwaveringly optimistic for 
the future

C L E V E R
Smarts infused with insight and  
well-timed with our unique brand  
of intelligence

M A G N E T I C
Engaging, open, outgoing; exuding  
a charisma and style that people  
naturally gravitate toward

W O R L D LY
Cultured, cosmopolitan and  
sophisticated; well-traveled; taking  
a wide lens of the world

For more detail on Verbal Tonality, please refer to the Marriott Hotels Social Media Playbook:  
https://mgscloud.marriott.com/mgs/marrdocs/mgs/common/brands/mhr/socialmedia/mhsocialmediaplaybook.pdf



1 0M A R R I O T T  H O T E L S  V I S U A L  G U I D E L I N E S

B R A N D  L O G O S
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M I N I M U M  C L E A R  S PA C E  I S  

T W O  M - H E I G H T S  A L L  A R O U N D

one M-height

V I S U A L LY  A L I G N E D  T O 

F I R S T  D I A G O N A L  S T R O K E

M A R R I O T T  R E D

P M S  2 0 1

C H A L K B O A R D 

P M S  4 2 6

M I N I M U M  S I Z E :  1 / 2 ”  W I D E 

O R  3 5  P I X E L S  W I D E

The Marriott Hotels logo is used for all brand communications  
and should always be presented clearly and legibly. 

Be sure to: 
- Use it on a white or light-colored background (when possible). 
- Maintain legibility when using over imagery or dark backgrounds. 
- Maintain mimimum clear space all around the logo equivalent    
 to two M-Heights. (M-Height is the height of the M in Marriott.) 
- The logo should never be smaller than 1/2 inch in width.

B R A N D 
L O G O

B R A N D  L O G O S
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Marriott Hotels small space logo has been modified for  
legibility at extremely small sizes for print and digital  
applications. The small space logo retains the equity  
of the current logo at smaller sizes by enlarging the  
“MARRIOTT” wordmark.

Use this logo only if necessary. Do not scale logo less than 
5/16inch tall for print or 25 pixels for digital applications.

Marriott Hotels small space logo should always be presented  
clearly and legibly. Minimum clear space requirements around the 
logo are equivalent to two times the height of the M in the  
“MARRIOTT” all around the mark.  

M I N I M U M  C L E A R  S PA C E  I S  

2 M - H E I G H T

M I N I M U M  S I Z E :    5 / 1 6 ” 

O R  2 5  P I X E L S  TA L L

S M A L L  S PA C E 
L O G O

B R A N D  L O G O S
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The reverse-color Marriott Hotels logo is 
used on black or dark backgrounds. Legibility 
of the entire mark must be maintained when 
using the logo over imagery.

The knockout Marriott Hotels logo is  
reserved for one-color applications with  
dark background or for use with blue and 
green resort patterns and color palettes.

The knockout Marriott Hotels logo can  
sometimes be used as a secondary branding 
element when the full-color Marriott Hotels 
logo serves as primary branding. It may 
appear in print environments or on-screen 
media but should be secondary in hierarchy 
to a full-color Marriott Hotels logo in size  
and/or placement.

The 1/C black Marriott Hotels logo is only to be used 
when full-color reproduction is impossible; e.g., 
one-color jobs or publications that do not print in 
four-color. It should not be used on full-color pieces 
and should not be used for on-screen media. This  
logo should only be used when absolutely necessary.

B A C KG R O U N D 
C O L O R S

B R A N D  L O G O S
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L E T  YO U R  M I N D  T R AV E L
Speaking directly to The Inventive Class, our new tagline  
wordmark brings to life the idea that Marriott Hotels is the 
best place to learn, think, create and imagine. 

We highlight the word ‘MIND’ to demonstrate our focus on 
intellectual pursuit and creative thinking. By encouraging 
guests to let their minds travel, we are not only speaking 
about the journey that brought them to us but also their 
own personal pursuits.

TA G L I N E 
W O R D M A R K

B R A N D  L O G O S

“Let Your Mind Travel” is an advertising tagline for our 
new campaign. It is not a brand tagline and therefore 
should not be used as such. Use “Let Your Mind Travel”  
in ads and collateral with a short life span.
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The Let Your Mind Travel wordmark can be used for print  
and digital advertising only and shouldn’t be used for brand 
communications. 

Be sure to: 
- Use it on a white or light-colored background or pattern  
 (when possible). 
- Maintain legibility when using over imagery, or  
 dark backgrounds. 
- Maintain mimimum clear space all around the wordmark  
 equivalent to one X-Height (X-Height is the cap height  
 of the wordmark). 
- The wordmark should never be smaller than 1 1/2 inch  
 width or 110 pixels wide.

TA G L I N E 
W O R D M A R K

M I N I M U M  C L E A R  S PA C E  I S  

O N E  X- H E I G H T  A L L  A R O U N D

M I N I M U M  S I Z E  1 . 5 ”  W I D E 

O R  11 0  P I X E L S  W I D E

D A R K  B A C K G R O U N D S

L I G H T  B A C K G R O U N D S 

&  PAT T E R N S

I M A G E R Y

B R A N D  L O G O S
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C O L O R  PA L E T T E S
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B R I L L I A N T  Y E L L O W

( D I G I TA L  U S E  O N LY )

P M S  3 8 7

C 1 2  M 0  Y 8 0  K 0

R 2 2 7  G 2 3 3  B 5 3

C H A L K B O A R D

P M S  4 2 6

C 0  Y 0  M 0  K 9 9

R 37  G 4 0  B 4 2

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

P M S  1 8 5

C 0  M 9 3  Y 7 9  K 0

R 2 2 8  G 0  B 4 3

S L AT E

P M S  4 2 5

C 0  M 0  Y 0  K 7 7 

R 8 4  G 8 8  B 9 0

M A R R I O T T  R E D

P M S  2 0 1

C 7  M 1 0 0  Y6 8  K 3 2

R 1 5 7  G 3 4  B 5 3

L I N E N

P M S  C O O L  G R AY  1 

C 4  M 2  Y4  K 8

R 2 17  G 2 17  B 2 1 4

C O R E  PA L E T T E 
B R E A K D O W N

C O L O R  PA L E T T E S

C O L O R  B A L A N C E

B A S E

The color breakdowns provide the 
values of our Core color palette 
in PMS, CMYK for print purposes, 
and RGB for digital. These values 
should be used accordingly across 
all brand deliverables.

A C C E N T
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C O R E  C O L O R 
PA L E T T E

C O L O R  PA L E T T E S

The Marriott Hotels Core color palette balances 
fresh, bright tones with deep grays to create an  
open and modern feel.

P R I M A R Y  C O R E  C O L O R S 
- White, Linen, Slate and Chalkboard are the  
 primary brand colors for Marriott Hotels. 
- These neutral shades should be used as a base  
 to apply patterns, typography and imagery.

M A R R I O T T  R E D  
- Primary brand color for  
 Marriott Hotels logo. 
- May also be used as an accent color. 
- Use sparingly and strategically.  
- Do not use as background color.

 
B R I L L I A N T  R E D 
- May be used as accent color for  
 Anchor Bar, Accent Bar, subheads,  
 and call-to-action. 
- Use sparingly and strategically.  
- Do not use as background color.

S L AT E C H A L K B O A R D B R I L L I A N T 

R E D

M A R R I O T T  

R E D

W H I T E

L I N E N

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

B R I L L I A N T 

Y E L L O W

C O R E  D I G I TA L  

A C C E N T  C O L O R

B R I L L I A N T  Y E L L O W 
- May be used as accent color for  
 Anchor Bar, Accent Bar, subheads and  
 call-to-action for digital applications only. 
- Use sparingly and strategically.  
- Do not use as background color.

LO R E  V E L E S T I  
C U L PA R U M  E T I L.

B O O K  N O W

FROM $209.0 0 PER NIGHT

E X A M P L E

M A R R I O T T  H O T E L S  V I S U A L  G U I D E L I N E S
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R E S O R T  B L U E 
C O L O R  PA L E T T E  
B R E A K D O W N

C O L O R  PA L E T T E S

C O L O R  B A L A N C E

B A S E

The color breakdowns provide the 
values of our Resorts color palette 
in PMS, CMYK for print purposes, 
and RGB for digital. These values 
should be used accordingly across 
all brand deliverables.

A C C E N T

B R I L L I A N T  B L U E

P M S  3 0 6

C 75  M 0  Y 5  K 0

R 0  G 1 8 1  B 2 2 6

O B S I D I A N

P M S  2 76 7

C 1 0 0  M 7 8  Y 0  K 5 4 

R 1 9  G 4 1  B 75

M A R R I O T T  R E D

P M S  2 0 1

C 7  M 1 0 0  Y6 8  K 3 2

R 1 5 7  G 3 4  B 5 3

L I N E N

P M S  C O O L  G R AY  1 

C 4  M 2  Y4  K 8

R 2 17  G 2 17  B 2 1 4

H U S K

P M S  2 31 0

C 11  M 2 0  Y 3 0  K 0

R 2 17  G 1 9 2  B 1 6 9

M A R R I O T T  H O T E L S  V I S U A L  G U I D E L I N E S
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R E S O R T  
B L U E  C O L O R 
PA L E T T E

C O L O R  PA L E T T E S

The Marriott Hotels  blue color palette was created  
for resorts, or properties that identify with blue tones 
either by location, destination or property motifs. 

Core properties may use the blue resort color palette  
with approval from brand marketing. 

Contact marriotthotelsbrandvoice@marriott.com  
for approval.

 
P R I M A R Y  R E S O R T  C O L O R S

- White, Linen, Husk and Obsidian are the primary  
 resort colors for the blue resort color palette. 
- These should be used as a base to apply patterns,  
 typography and imagery.  
- Do not mix blue and green resort palettes.

B R I L L I A N T  B L U E 

- Brilliant blue may be used when using the blue color  
 palette as accent color for Anchor Bar, Accent Bar,  
 subheads and call-to-action. 
- Use sparingly and strategically.  
- Do not use as background color.

 
M A R R I O T T  R E D  
- Use full-color brand/property logos on white backgrounds. 
- Use knockout (white) versions of brand/property logos over  
 blue patterns or obsidian background color. 
- Do not use in combination with the blue resort palette. 
- Do not use as accent color with blue resort palette. 
- Do not use as background color.

H U S K O B S I D I A N B R I L L I A N T 

B L U E

W H I T E

L I N E N

P R I M A R Y  R E S O R T  B L U E  C O L O R S A C C E N T  C O L O R E X A M P L E S

LO R E  V E L E S T I  
C U L PA R U M  E T I L.

B O O K  N O W

FROM $209.0 0 PER NIGHT

Dere nus plitat odiae eos voluptu riossint libus aut ant ducit aut plit lat rectore quam, cuptatur maio 
erorum aspellique quae Ovideles eatempore re quatur si volorit mos et qui Mus erum essit ma dolore 
volorum ea volupta tiaspelitas aut pos esereeos et, si alignis modia sam ugaem reptatur. 

Faccum quam facea volument pellaborere magnit quo imetures  
net, se doluptam nos ipsum con cum adiorep ellandae omnis idebis  
apeliam, cus ent volorio berferit et rem quam quiaspe et.

LO R E M  S E D O L A R  
E S T E N I E  N I H.

R AT E S  S TA R T I N G  AT:  $ 2 2 9  P E R  N I G H T  
C A L L  8 0 0 . 5 5 5 . 5 5 5 5  F O R  R E S E R VAT I O N S ,  
O R  V I S I T  M A R R I O T T H O T E L S . C O M

N E W  YO R K  M A R R I O T T  M A R Q U I S 
1 5 3 5  B R O A D W AY,  N E W  YO R K
N E W  YO R K  1 0 0 3 6  U S A

M A R R I O T T  H O T E L S  V I S U A L  G U I D E L I N E S
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R E S O R T  G R E E N 
C O L O R  PA L E T T E  
B R E A K D O W N

C O L O R  PA L E T T E S

C O L O R  B A L A N C E

B A S E

The color breakdowns provide the 
values of our Resorts color palette 
in PMS, CMYK for print purposes, 
and RGB for digital. These values 
should be used accordingly across 
all brand deliverables.

A C C E N T

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

P M S  2 4 1 4  C

C 7 0  M 0  Y6 5  K 0

R 0  G 1 8 7  B 1 2 6

L I N E N

P M S  C O O L  G R AY  1 

C 4  M 2  Y4  K 8

R 2 17  G 2 17  B 2 1 4

E M E R A L D  

P M S  3 2 9 8 

C 9 9  M 11  Y 7 2  K 3 5

R 0  G 1 0 6  B 8 2

H U S K

P M S  2 31 0

C 11  M 2 0  Y 3 0  K 0

R 2 17  G 1 9 2  B 1 6 9

M A R R I O T T  R E D

P M S  2 0 1

C 7  M 1 0 0  Y6 8  K 3 2

R 1 5 7  G 3 4  B 5 3

M A R R I O T T  H O T E L S  V I S U A L  G U I D E L I N E S
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R E S O R T  
G R E E N  C O L O R 
PA L E T T E

C O L O R  PA L E T T E S

The Marriott Hotels green color palette was created  
for resorts, or properties that identify with green tones 
either by location, destination or property motifs. 

Core properties may use the green resort color palette  
with approval from brand marketing. 
Contact marriotthotelsbrandvoice@marriott.com  
for approval.

 
P R I M A R Y  G R E E N  R E S O R T  C O L O R S 
- White, Linen, Husk and Emerald are the primary  
 colors for the green resort color palette. 
- These should be used as a base to apply patterns,  
 typography and imagery.  
- Do not mix blue and green resort palettes.

M A R R I O T T  R E D  
- Use the full-color brand/property logos over white backgrounds. 
- Use the knockout (white) version of brand/property logos over  
 green patterns or emerald background color. 
- Do not use in combination with the green resort palette. 
- Do not use as accent color with green resort palette. 
- Do not use as background color.

 
B R I L L I A N T  G R E E N 
- Brilliant green may be used when using the green color  
 palette as accent color for Anchor Bar, Accent Bar,  
 subheads and call-to-action. 
- Use sparingly and strategically.  
- Do not use as background color.

H U S K E M E R A L D B R I L L I A N T 

G R E E N

W H I T E

L I N E N

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

LO R E  V E L E S T I  
C U L PA R U M  E T I L.

B O O K  N O W

FROM $209.0 0 PER NIGHT

Dere nus plitat odiae eos voluptu riossint libus aut ant ducit aut plit lat rectore quam, cuptatur maio 
erorum aspellique quae Ovideles eatempore re quatur si volorit mos et qui Mus erum essit ma dolore 
volorum ea volupta tiaspelitas aut pos esereeos et, si alignis modia sam ugaem reptatur. 

Faccum quam facea volument pellaborere magnit quo imetures  
net, se doluptam nos ipsum con cum adiorep ellandae omnis idebis  
apeliam, cus ent volorio berferit et rem quam quiaspe et.

LO R E M  S E D O L A R  
E S T E N I E  N I H.

R AT E S  S TA R T I N G  AT:  $ 2 2 9  P E R  N I G H T  
C A L L  8 0 0 . 5 5 5 . 5 5 5 5  F O R  R E S E R VAT I O N S ,  
O R  V I S I T  M A R R I O T T H O T E L S . C O M

N E W  YO R K  M A R R I O T T  M A R Q U I S 
1 5 3 5  B R O A D W AY,  N E W  YO R K
N E W  YO R K  1 0 0 3 6  U S A

M A R R I O T T  H O T E L S  V I S U A L  G U I D E L I N E S



2 3M A R R I O T T  H O T E L S  V I S U A L  G U I D E L I N E S

T Y P O G R A P H Y
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B R A N D 
T Y P O G R A P H Y

Aa

Aa

L E T  YO U R  M I N D  T R AV E L

L E T  YO U R  M I N D  T R AV E L

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

Effra Regular  is the primary typeface for Marriott  
Hotels.  It is used for all Marriott Hotels communications.  
Effra Regular is used for headlines and body copy. 

E F F R A  M E D I U M

E F F R A  R E G U L A R

Effra Medium  is the secondary typeface.  
This weight is primarily used for subheads,  
CTAs or to emphaisze copy within layouts.

1234567890 $&@?!+(.,:;)

abcdefghijklmn 
opqrstuvwxyz

ABCDEFGHIJKLMN 
OPQRSTUVWXYZ

L E T  YO U R  M I N D  T R AV E L

L E T  YO U R  M I N D  T R AV E L

L E T  Y O U R  M I N D  T R A V E L1234567890 $&@?!+(.,:;)

abcdefghijklmn 
opqrstuvwxyz

ABCDEFGHIJKLMN 
OPQRSTUVWXYZ

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

T Y P O G R A P H Y

H E A D L I N E S 
- Headlines are set in Effra Regular, all-caps. 
- Typography is left aligned, unless design calls for centered copy. 
- Maintain 125pt tracking for a modern look.  
- Use headline cap height as measure for leading. 
- When using InDesign, use “optical” auto-kerning.

 
S U B H E A D L I N E S 
- Subheads are set in Effra Medium, all-caps. 
- Subheads are always all-caps. 
- Typography is left aligned, unless design calls for centered copy. 
- Maintain 125pt tracking. 
- Use subhead cap height as measure for leading. 
- When using InDesign use “optical” auto-kerning.

B O D Y  C O P Y 
- Body copy is set in Effra Regular, sentence case. 
- Body copy is always sentence case. 
- Typography is left aligned, unless design calls for centered copy. 
- 0pt tracking. 
- Leading set to 1.3 the font size. 
- When using InDesign, use “optical” auto-kerning.

 
I TA L I C  C O P Y 
- Use italic copy only when necessary or when the layout  
 calls for large volume of copy with multiple hierarchies. 
- Maintain headline, subhead or body copy formatting.

E F F R A  R E G U L A R  3 6 P T

4 8  L E A D I N G

1 2 5  T R A C K I N G

H E A D L I N E S 

S U B H E A D S B O DY  C O P Y

E F F R A  M E D I U M  1 2 P T

1 6  L E A D I N G

1 2 5  T R A C K I N G

E F F R A  R E G U L A R   9 P T

1 2  L E A D I N G

0  T R A C K I N G

R AT E S  S TA R T I N G  AT  
$ 9 9  P E R  N I G H T  

Aboreium quisciaspe verunt il et il minust,  
sume eossitam, omni num ipitis autasinctem  
soloribusae volum re vid eatem renis ius enis  
etus pa venis nessitatus. Unte rem publicie  
nunt Seriore cules C. Uperfex me con te, ne 
nos bondies temerterum quem.

U N T,  S I M I L I T  F U G I A S S I  
O M N I S I N V E N T  VO LO R E M  
VO L EC U S  M A  N O S.

I TA L I C  C O P Y

E F F R A  I TA L I C   9 P T

1 2  L E A D I N G

0  T R A C K I N G

Aboreium quisciaspe 
verunt il et il minust.
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A LT E R N AT E 
S Y S T E M  F O N T S

T Y P O G R A P H Y

Aa
Aa

Arial Regular is the default typeface for Marriott  
Hotels when Effra is not available. Arial Regular  
can be used for headlines and body copy. 

A R I A L  B O L D

A R I A L  R E G U L A R

Arial Medium can also be used when Effra is not  
available. This weight can be used for subheads, 
CTAs or to emphasize copy within layouts.

1234567890 $&@?!+(.,:;)

abcdefghijklmn 
opqrstuvwxyz

ABCDEFGHIJKLMN 
OPQRSTUVWXYZ

1234567890 $&@?!+(.,:;)

abcdefghijklmn 
opqrstuvwxyz

ABCDEFGHIJKLMN 
OPQRSTUVWXYZ
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Bodoni Roman will occasionally be used by Brand Marketing in  
conjunction with Effra Regular to create unique typographic treatments.

- For brand use only.

- Never use for emphasis [see the Anchor Bar (pg. 44) for emphasis].

The optimal application is two words with an equal split  
between Bodoni Roman and Effra. Type units are set in all caps.  
Cap heights are optically matched.

EL ITE  M E M B E R
B O D O N I  R O M A N E F F R A  R E G U L A R

B O D O N I 
R O M A N  F O N T

T Y P O G R A P H Y
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PAT T E R N S  &  
T O P O G R A P H I C  M A P S



2 9M A R R I O T T  H O T E L S  V I S U A L  G U I D E L I N E S

W H I T E  S H E L L S M A R B L E  W AV E A L A B A S T E R  O C TA G O N G R A P H I C  W AV E G R A P H I C  S H E L L S G R A P H I C  S Q U A R E S

C O R E 
PAT T E R N S

PAT T E R N S  &  T O P O G R A P H I C  M A P S
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C O R E  P AT T E R N S C O R E  G R A P H I C  P AT T E R N S

Resorts may use the core pattern set if their property  
identifies more closely with the core patterns based on  
their location, destination or property motifs.

Patterns are the primary graphic element for Marriott Hotels. 

- These patterns should be used as the primary background. 
- Graphic patterns require a color overlay for typography legiblity. 
- Patterns should be used in the orientation in which they are presented. 
- These patterns may be combined in layout with imagery,  
 solid color or topographic maps (pg. 37). 
- Do not place topographic maps over patterns since the  
 pattern includes a subtle map layer.

C O R E 
PAT T E R N

PAT T E R N S  &  T O P O G R A P H I C  M A P S
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B L U E  S H E L L S H U S K  S Q U A R E S B L U E  O C TA G O N B L U E  G R A P H I C  S H E L L S W H I T E  S H E L L S M A R B L E  W AV E

B L U E  R E S O R T 
PAT T E R N S

PAT T E R N S  &  T O P O G R A P H I C  M A P S
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B L U E  R E S O R T 
PAT T E R N S

Patterns are the primary graphic element for Marriott Resort Hotels.  
The Blue Resort Patterns were inspired by water and developed for use  
at coastal or water-based resort properties.

- These patterns should be used as the primary background. 
-Graphic patterns require a color overlay for typography legiblity. 
- Patterns should be used in the orientation in which they are presented. 
- These patterns may be combined in layout with imagery, solid color  
 or topographic maps (pg. 37). 
- Do not place topographic maps over patterns since the pattern  
 includes a subtle map layer.

PAT T E R N S  &  T O P O G R A P H I C  M A P S

B L U E  R E S O R T  P AT T E R N S C O R E  M A R B L E  W A V E  &  W H I T E  S H E L L  P AT T E R N S

Core Marble Wave and White Shell patterns may 
be used in combination with blue resort patterns.

If a core property needs to use the Blue Resort Pattern set based  
on their location, destination or property motifs, approval from  
Brand Marketing is required.

Contact marriotthotelsbrandvoice@marriott.com for approval.
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G R E E N  R E S O R T 
PAT T E R N S

E M E R A L D  S Q U A R E S G R E E N  S H E L L S G R E E N  W AV E H U S K  S Q U A R E S W H I T E  S H E L L S M A R B L E  W AV E

PAT T E R N S  &  T O P O G R A P H I C  M A P S
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G R E E N  R E S O R T 
PAT T E R N S

Patterns are the primary graphic element for Marriott Hotels. The Green Resort  
Patterns were inspired by nature and developed for use at properties close to  
natural forests, country clubs or golf-focused resort properties.

- These patterns should be used as the primary background. 
- Graphic patterns require a color overlay for typography legiblity. 
- Patterns should be used in the orientation in which they are presented. 
- These patterns may be combined in layout with imagery, solid color  
 or topographic maps (pg. 37). 
- Do not place topographic maps over patterns since the pattern  
 includes a subtle map layer.

G R E E N  R E S O R T  P AT T E R N S C O R E  M A R B L E  W A V E  &  W H I T E  S H E L L  P AT T E R N S

Core Marble Wave and White Shell patterns  
may be used in combination with green  
resort patterns.

If a core property needs to use the Green Resort Pattern set based  
on their location, destination or property motifs, approval from  
Brand Marketing is required.

Contact marriotthotelsbrandvoice@marriott.com for approval.

PAT T E R N S  &  T O P O G R A P H I C  M A P S
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E L I T E 
PAT T E R N

The Elite pattern is reserved for Elite Members and  
M Club communications.  
- Never use this pattern in place of core or resort patterns. 
- The pattern should be used in the orientation in which it’s presented. 
- The Elite Pattern may be combined in layout with imagery, solid color  
 or topographic maps (pg. 37). 
- Do not place topographic maps over the Elite pattern.

E L I T E  P AT T E R N

PAT T E R N S  &  T O P O G R A P H I C  M A P S
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PAT T E R N  
S C A L E  A N D 
A P P L I C AT I O N

When using core, resort or Elite patterns, they should be 
applied at a consistent size/scale. The patterns shouldn’t 
appear too large or too small relative to the size of the 
piece or graphic area.

Since each pattern shape is unique, the same scale will not 
work across all patterns. Each pattern should be scaled 
individually. When using the same pattern multiple times, 
the scale should be exactly the same. When using multiple 
patterns, the scale should feel visually consistent, although 
scale may vary from pattern to pattern.

W A V E S  -  T O O  S M A L LW A V E S  -  T O O  L A R G E W A V E S  -  J U S T  R I G H T O C TA G O N  -  T O O  S M A L LO C TA G O N  -  T O O  L A R G E O C TA G O N  -  J U S T  R I G H T

S H E L L S  -  T O O  S M A L LS H E L L S  -  T O O  L A R G E S H E L L S  -  J U S T  R I G H T S Q U A R E S  -  T O O  S M A L LS Q U A R E S  -  T O O  L A R G E S Q U A R E S  -  J U S T  R I G H T

- Do not rotate or use patterns other than in the orientation  
 in which they are presented.

- Pay close attention to pattern edge, avoid overcropping.

- Reference the design applications on pages 50–54 for  
 appropriate examples of pattern application and scale.

- Below are examples of correct and incorrect pattern scale 
 for each pattern shape.

PAT T E R N S  &  T O P O G R A P H I C  M A P S
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T O P O G R A P H I C 
M A P S

Topographic Maps are the secondary design element for Marriott Hotels. 
They are drawn in neutral tones, which allows for subtle layering and ability 
to work with brand patterns.

Topographic Maps should work as a subtle background texture. Maps may 
be tinted or screened over color background or imagery to achieve this 
desired effect. Do not crop the maps within small shapes such as bands, 
stripes, small rectangles or boxes. 

Topographic maps should never overlap the brand patterns 
and should always be secondary, or complementary, such as 
side by side, front/back or interior/exterior of collateral.

PAT T E R N S  &  T O P O G R A P H I C  M A P S
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T O P O G R A P H I C 
M A P  S C A L E  A N D 
A P P L I C AT I O N

When using topographic maps, they should be applied at a 
consistant size/scale. The map shouldn’t appear too large 
or too small relative to the size of the piece or graphic area.

- Maps may be tinted or screened over backgrounds  
 and imagery for subtle effect.

- Maps may be rotated if desired.

- Pay close attention to map edge, avoid overcropping.

- Do not overlay maps on patterns or overlay multiple maps.

M A P  -  T O O  S M A L LM A P  -  T O O  L A R G E M A P  -  J U S T  R I G H T

- Reference the design applications on pages 53–57 for  
 appropriate examples map application and scale.

- Below are examples of correct and incorrect map scale.

PAT T E R N S  &  T O P O G R A P H I C  M A P S
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A C C E N T  C O L O R S
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B R I L L I A N T  Y E L L O WB R I L L I A N T  G R E E NB R I L L I A N T  B L U EB R I L L I A N T  R E D

A C C E N T 
C O L O R S

Accent colors are used on Anchor Bars, Accent Bars and  
for emphasis on subheads. Their use is not mandatory,  
and they should only be applied when appropriate.

A C C E N T  C O L O R S
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B R I L L I A N T  R E D 
O N  PAT T E R N S 
M A P S  A N D 
B A C KG R O U N D S 

A C C E N T  C O L O R S

Brilliant Red accent color may be used with core patterns, 
topographic maps or white and chalkboard backgrounds.

Brilliant Red should never be used with core  
graphic patterns.

B R I L L I A N T  R E D  A C C E N T  O N  W H I T E  S H E L L S ,  M A R B L E  W A V E ,  A N D  A L A B A S T E R  O C TA G O N  P AT T E R N S

G R A P H I C  P AT T E R N S :  N O  A C C E N T  C O L O R  U S E D

B R I L L I A N T  R E D  A C C E N T  O N  W H I T E  O R  C H A R C O A L  B A C K G R O U N D S

B R I L L I A N T  R E D  O N  T O P O G R A P H I C  M A P S
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B R I L L I A N T  B L U E  O N  W H I T E  S H E L L  &  M A R B L E  W A V E  P AT T E R N S

G R A P H I C  P AT T E R N S :  N O  A C C E N T  C O L O R  U S E D

B R I L L I A N T  B L U E  A C C E N T  O N  W H I T E  O R  O B S I D I A N  B A C K G R O U N D SB R I L L I A N T  B L U E  O N  B L U E  S H E L L S  &  H U S K  P AT T E R N S

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

B R I L L I A N T  B L U E 
O N  PAT T E R N S 
M A P S  A N D 
B A C KG R O U N D S 

Brilliant Blue Accent color may be used with blue resort 
patterns, core shell and wave patterns, topographic maps 
or white and obsidian backgrounds. 

Brilliant Blue should never be used with the blue  
graphic patterns.

A C C E N T  C O L O R S
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B R I L L I A N T G R E E N O N W H I T E S H E L L & M A R B L E W AV E PAT T E R N S

G R A P H I C  P AT T E R N S :  N O  A C C E N T  C O L O R  U S E D

B R I L L I A N T G R E E N A C C E N T O N W H I T E O R E M E R A L D B A C KG R O U N D SB R I L L I A N T G R E E N O N G R E E N S Q U A R E S & H U S K PAT T E R N S

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

B R I L L I A N T  G R E E N 
O N  PAT T E R N S 
M A P S  A N D 
B A C KG R O U N D S 

Brilliant Green accent color may be used with green resort 
patterns, topographic maps, light core shell and wave  
patterns, or on white and obsidian backgrounds. 

Brilliant Green should never be used with the green  
graphic patterns.

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

The Anchor Bar is one of two graphic elements within Marriott 
Hotels’ visual identity. It can be used to provide a pop of color  
and call attention to the headlines. 

- Use is optional depending on layout and color restrictions. 
- Never combine an Anchor Bar with Accent Bar (pg. 47)  
 in the same headline.

- Layout may call for centered typography; for these instances   
 follow the same rules, but center the Anchor Bar above the copy.

A N  I D E A  T H AT 
S PA R K S  N E W  WAY S 
O F  T H I N K I N G .

I N S P I R I N G 
B R I L L I A N C E

A N  I D E A  T H AT 
S PA R K S  N E W  WAY S 

O F  T H I N K I N G .

T H E  
A N C H O R 
B A R

A C C E N T  C O L O R S
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T H E  
A N C H O R 
B A R

A L I G N M E N T  &  S PA C I N G

Always flush-left align the Anchor Bar to headline copy,  
unless using centered copy, in which case center the  
Anchor Bar above copy.

The spacing between the bottom of the Anchor Bar is  
determined by cap height of headline text. Spacing is always  
1x headline cap height.

L E N G T H

The length of the anchor bar is 
determined by the headline capital 
letter “X.” The length should equal 
three “X” letters set using the same 
typographic styles as the headline.

S T R O K E  W E I G H T

The weight, or thickness, of the Anchor  
Bar is determined by horizontal strokes 
within headline text. The weight is 
always 2x thickness of the horizontal 
stroke.

G R E AT  I D E A S 
D O N ’ T  CO M E  I N
O R D I N A RY  WAYS.

S PA C I N G  =  1 X  C A P  H E I G H T X X X T
L E N G T H   =   3  C A P I TA L  “ X ”

W E I G H T   =   2 X  H O R I Z O N TA L  

  L E T T E R F O R M  

  T H I C K N E S SW E I G H T   =   2 X  H O R I Z O N TA L  

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

A C C E N T  C O L O R S
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L E T  YO U R 
M I N D  T R AV E L

L E T  YO U R
M I N D  T R AV E L

L E T  YO U R 
M I N D  T R AV E L

L E T  YO U R
M I N D  T R AV E L

D I G I TA L  U S E  O N LY

R E S O R T  B L U EC O R E

The Anchor Bar can  be applied in Brilliant Red,  
Brilliant Blue and Brilliant Green. Brilliant Yellow  
is reserved for digital use only.

T H E  
A N C H O R 
B A R

A C C E N T  C O L O R S

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

The Accent Bar is a line element used to underline, or  
accent, a word that speaks to the guest’s travel experience.

Use of the Accent Bar is optional depending on layout and  
color restrictions. Never combine The Accent Bar with  
Anchor Bar (pg. 44) in the same headline.

While predominantly phased out, the Marriott Effect is still 
permitted for Marquis property logos, Fresh Bites, Pantry 
logos and a few additional pre-approved exceptions.

T H E  
A C C E N T 
B A R

G R E AT  I D E A S 
D O N ’ T  C O M E  I N 
O R D I N A R Y  WAY S .

R E L A X , 
U N W I N D, 
R E P E AT.

G R E AT  I D E A S 
D O N ’ T  C O M E  I N 

O R D I N A R Y  WAY S .

R E L A X , 
U N W I N D, 
R E P E AT.

Exceptions where Marriott Effect “box” is still used:
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G R E AT
I N S P I R I N G  B R I L L I A N C E .

S PA C E  =  2 X  B A R  H E I G H T

I N C L U D E  

P U N C T U AT I O N 

O P T I C A L LY  A L I G N  T O  W O R D

T
W E I G H T  =  1 X  L E T T E R F O R M  T H I C K N E S S

W E I G H T  =  1 X  L E T T E R F O R M  T H I C K N E S S

A C C E N T  C O L O R S

T H E  
A C C E N T 
B A R

A L I G N M E N T  &  S PA C I N G

Optically align the Accent Bar underneath the word.  
The space between baseline of headline to the Accent 
Bar should be 2x the weight of the Accent Bar.

L E N G T H

The length of the underline should be 
optically even to the word or words it is 
emphasizing. If the highlight occurs at 
the end of a sentence, the punctuation 
should be included.

S T R O K E  W E I G H T

The weight, or thickness, of the Accent  
Bar is determined by horizontal strokes 
within headline text. The weight is always 
the same thickness of the horizontal  
letterform stroke.
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A C C E N T  C O L O R S

A C C E N T  B A R 
A P P L I C AT I O N

The Accent Bar can  be applied in Brilliant Red, 
Brilliant Blue and Brilliant Green. Brilliant Yellow is 
reserved for digital use only.

C O R E :  B R I L L I A N T  R E D R E S O R T S :  B R I L L I A N T  B L U E

G R E AT  I D E A S 

D O N ’ T  C O M E  I N 

O R D I N A R Y  W AY S .

G R E AT  I D E A S 

D O N ’ T  C O M E  I N 

O R D I N A R Y  W AY S .

G R E AT  I D E A S 

D O N ’ T  C O M E  I N 

O R D I N A R Y  W AY S .

R E S O R T S :  B R I L L I A N T  G R E E N

D I G I TA L :  B R I L L I A N T  Y E L L O W

G R E AT  I D E A S 

D O N ’ T  C O M E  I N 

O R D I N A R Y  W AY S .
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A C C E N T  C O L O R S

C O R E 
S U B H E A D 
T Y P O G R A P H Y

The Brilliant Red accent color may be applied to subheads set  
in Effra Medium for emphasis. Be sure to maintain legibility and  
only use subhead/background color combinations shown below.

The Brilliant Yellow accent color may be applied to subheads 
over a dark background for digital applications. Be sure to  
maintain legibility and only use subhead/background color  
combinations shown below.

R AT E S  STA R T I N G  AT  $ 9 9

Secondary typography  may  appear in Brilliant 
Red in Core applications using  White or Charcoal 
Layered Travel Patterns.

C O R E :  B R I L L I A N T  R E D  O N  L I G H T  S H E L L  PAT T E R N

C O R E :  B R I L L I A N T  R E D  O N  L I G H T  W AV E  PAT T E R N C O R E :  B R I L L I A N T  R E D  O N  C H A R C O A L  B A C K G R O U N D

C O R E :  B R I L L I A N T  R E D  O N  L I G H T  O C TA G O N  PAT T E R N

C O R E :  B R I L L I A N T  R E D  O N  W H I T E  B A C K G R O U N D D I G I TA L :  B R I L L I A N T  Y E L L O W  O N  D A R K  B A C K G R O U N D S  O N LY

R AT E S  STA R T I N G  AT  $ 9 9

Secondary typography  may  appear in Brilliant 
Red in Core applications using  White or Charcoal 
Layered Travel Patterns.

R AT E S  STA R T I N G  AT  $ 9 9

Secondary typography  may  appear in Brilliant 
Red in Core applications using  White or Charcoal 
Layered Travel Patterns.

R AT E S  STA R T I N G  AT  $ 9 9

Secondary typography  may  appear in Brilliant 
Red in Core applications using  White or Charcoal 
Layered Travel Patterns.

R AT E S  STA R T I N G  AT  $ 9 9

Secondary typography  may  appear in Brilliant 
Red in Core applications using  White or Charcoal 
Layered Travel Patterns.

R AT E S  STA R T I N G  AT  $ 9 9

Secondary typography  may  appear in Brilliant 
Yellow in digital core applications.
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A C C E N T  C O L O R S

R E S O R T  B L U E 
S U B H E A D 
T Y P O G R A P H Y

The Brilliant Blue accent color may be applied to 
subheads set in Effra Medium for emphasis.  Be 
sure to maintain legibility and only use subhead/
background color combinations shown below.

R AT E S  STA R T I N G  AT  $ 9 9

Secondary typography  may  appear in Brilliant 
Blue in resort applications using  white or blue 
layered travel patterns.

R E S O R T:  B R I L L I A N T  B L U E  O N  L I G H T  W AV E  PAT T E R N

R E S O R T:  B R I L L I A N T  B L U E  O N  L I G H T  S H E L L  PAT T E R N

R E S O R T:  B R I L L I A N T  B L U E  O N  W H I T E  B A C K G R O U N D

R E S O R T:  B R I L L I A N T  B L U E  O N  O B S I D I A N  B A C K G R O U N D

R E S O R T:  B R I L L I A N T  B L U E  O N  B L U E  S H E L L  PAT T E R N

R AT E S  STA R T I N G  AT  $ 9 9

Secondary typography  may  appear in Brilliant 
Blue in resort applications using  white or blue 
layered travel patterns.

R AT E S  STA R T I N G  AT  $ 9 9

Secondary typography  may  appear in Brilliant 
Blue in resort applications using  white or blue 
layered travel patterns.

R AT E S  STA R T I N G  AT  $ 9 9

Secondary typography  may  appear in Brilliant 
Blue in resort applications using  white or blue 
layered travel patterns.

R AT E S  STA R T I N G  AT  $ 9 9

Secondary typography  may  appear in Brilliant 
Blue in resort applications using  white or blue 
layered travel patterns.
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R E S O R T  G R E E N 
S U B H E A D 
T Y P O G R A P H Y

The Brilliant Green accent color may be applied to  
subheads set in Effra Medium for emphasis. Be sure to 
maintain legibility and only use subhead/background  
color combinations shown below.

R E S O R T:  B R I L L I A N T  G R E E N  O N  L I G H T  W AV E  B A C K G R O U N D

R E S O R T:  B R I L L I A N T  G R E E N  O N  L I G H T  S H E L L  PAT T E R N

R E S O R T:  B R I L L I A N T  G R E E N  O N  W H I T E  B A C K G R O U N D

R E S O R T:  B R I L L I A N T  G R E E N  O N  E M E R A L D  B A C K G R O U N D

R E S O R T:  B R I L L I A N T  G R E E N  O N  G R E E N  S Q U A R E  PAT T E R N

R AT E S  STA R T I N G  AT  $ 9 9

Secondary typography  may  appear in Brilliant 
Green in resort applications using  white or 
green layered travel patterns.

R AT E S  STA R T I N G  AT  $ 9 9

Secondary typography  may  appear in Brilliant 
Green in resort applications using  white or 
green layered travel patterns.

R AT E S  STA R T I N G  AT  $ 9 9

Secondary typography  may  appear in Brilliant 
Green in resort applications using  white or 
green layered travel patterns.

R AT E S  STA R T I N G  AT  $ 9 9

Secondary typography  may  appear in Brilliant 
Green in resort applications using  white or 
green layered travel patterns.

R AT E S  STA R T I N G  AT  $ 9 9

Secondary typography  may  appear in Brilliant 
Green in resort applications using  white or 
green layered travel patterns.

A C C E N T  C O L O R S
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D E S I G N  A P P L I C AT I O N
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D O  N OT  D I S T U R B K E Y  C A R D S

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

G U E S T 
S E R V I C E S 
D I R EC TO R Y

G U E S T 
S E R V I C E S 
D I R EC TO R Y

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

G U E S T  S E R V I C E S  D I R EC TO R Y

I N - R O O M 
D I N I N G

D I N I N G  G U I D E

D O M E S T I C

Budweiser  6

Bud Light  5

Miller Lite  6

Coors Light  6 

C R A F T/ I M P O R T

Modelo Especial  6 

Corona Extra  6 

Amstel Light  7

Heineken  7

Sierra Nevada Pale Ale  7 

Samuel Adams Boston Lager  7

Dog Fish IPA  8

Duvel, Belgium  9

B E E R  &  C O C K TA I L S  11:0 0 AM – 11:0 0 PM

C O C K T A I L S

Classic Manhattan  11

Paloma Fresca
Libélula joven, grapefruit , lime, 
peychaud’s bitters, grapefruit bitters, 
sparkling water  11

Lychee Martini
Kai infused vodka, lychee fruit  10 

Golden Spike
Charbay pomegranate vodka, Hangar 1 
vodka and fresh orange juice  11 

Honey Bee
Hangar 1 Kaffi  r lime vodka, fresh lime juice 
and fresh honey  10

Ginsane
Midori, cranberry juice, No. 209 gin  12 

House Infused Bloody Mary
Square One vodka infused with black 
pepper, basil and lemon  12

PRESS IN-ROOM DINING SPEED DIAL BUT TON ON PHONE TO ORDER. 

All food and beverage orders are subject to a $3.00 delivery charge and a 15% service charge. 
A 9.5% California State sales tax applies to all charges.

GOOD 
MORN ING

C O M P L E T E  B R E A K FA S T S  6 : 0 0  A M  T O  11 : 0 0  A M

To pre-order breakfast for tomorrow morning, please make your 

selections and hang this menu outside your door before 12:00 

midnight. Thank you and have a delightful day.

C O N T I N E N TA L  B R E A K FA S T  $ X X

 T O TA L  O R D E R S

Basket of Assorted Breakfast Pastries served with:

J U I C E :  

 Fresh Orange   Grapefruit  Tomato

C H O I C E  O F :

 Coff ee  Decaf Coff ee  Tea 

 Hot Chocolate  lemon  milk

A L L  A M E R I C A N  $ 0 0

 T O TA L  O R D E R S

Two Eggs, any style served with Hash Browns, 

and your choice of the following: 

J U I C E :  

 Fresh Orange   Grapefruit  Tomato

C H O I C E  O F :

 Coff ee  Decaf Coff ee  Tea 

 Hot Chocolate  lemon  milk

E G G  S T Y L E :

 Boiled  Over Easy  Poached

 Scrambled 

B R E A K FA S T  M E AT:  

 Bacon  Sausage  Grilled Ham

B R E A D :  

 White Toast  Wheat Toast  Fruit Muffi  n

G O O D  S TA R T  $ X X

 T O TA L  O R D E R S

Choice of Cereal with Banana or Fresh Fruit, Toast 

or Fruit Muffi  n and your choice of the following: 

J U I C E :  

 Fresh Orange   Grapefruit  Tomato

C H O I C E  O F :

 Coff ee  Decaf Coff ee  Tea 

 Hot Chocolate  lemon  milk

B R E A D :  

 White Toast  Wheat Toast  Fruit Muffi  n

C E R E A L :  

 Corn Flakes®  Raisin Bran®  Rice Krispies® 

 Special K®  2% milk  non-fat milk

C H O I C E  O F  F R U I T:  

 banana  fresh fruit

A XX% service charge plus current sales taxes will be added to your check.

Before placing your order, please inform your server if a person in your party has a food allergy.

Consuming raw eggs or undercooked beef may increase your risk of foodborne illnesses.

If your breakfast is not delivered in the time frame requested, it is complimentary.

I N - R O O M  O R D E R

Number of Guests  _____   Room Number  _____ 

Date  ____ /____ /____ 

 To-Go (take your breakfast with you)

T O  B E  S E R V E D  B E T W E E N

 6:00-6:15   7:15-7:30  8:30-8:45  9:45-10:00

 6:15-6:30  7:30-7:45  8:45-9:00  10:00-10:15

 6:30-6:45  7:45-8:00  9:00-9:15  10:15-10:30

 6:45-7:00  8:00-8:15  9:15-9:30  10:30-10:45

 7:00-7:15  8:15-8:30  9:30-9:45  10:45-11:00

B R E A K FA S T  À  L A  C A R T E  6 : 0 0  A M  T O  11 : 0 0  A M

M O D E R N  C L A S S I C S

  Eggs Benedict, 2 poached eggs, toasted English muffi  n, 

Canadian bacon, hollandaise sauce   $14.95

  Egg white frittata, turkey sausage, avocado, tomato, 

side of fruit [350 cal]   $14.95

  Crunchy French toast, corn fl ake crusted, strawberries, 

banana, lite syrup [495 cal]   $13.95

  Fast fare, scrambled eggs, diced ham, hash browns    $13.95

A  L A  C A R T E

  Housemade almond granola   $6.95

  Yogurt and granola parfait, choice of berries [500 cals]   $6.95

  Bacon   $4.95

  Ham steak   $4.95

  Turkey sausage   $4.95

   Oatmeal, brown sugar, raisins, milk [440 cal]   $8.95

  Cereal, choice of   fresh fruit or   banana, milk   $5.95

  Toasted bagel, cream cheese   $3.95

  Side of toast, whipped butter   $3.95

  Side of fruit   $3.95

H O T  B E V E R A G E S

 Coff ee  small $3  large $5

 Decaf Coff ee  small $3  large $5

 Tea   small $3  large $5

ADDITIONS:  milk  lemon  

C O L D  B E V E R A G E S

 Milk  $5  Soda  $5

C H I L L E D  J U I C E

 Fresh Orange  $5  Grapefruit  $5  Apple  $5  V8  $5

 Pineapple  $5  Cranberry  $5  Tomato  $5 

S P E C I A L  R E Q U E S T S

7K8-713

B R E A K FA S T  D O O R  H A N G E R

T V  C H A N N E L  G U I D E

C O R E  -  L I G H T

N OT E  C A R D

B A R  M E N U

T E R R Y  R E- U S E

S U S TA I N A B I L I T Y  C A R DC O A S T E R L A U N D R Y  B A G

01 WELCOME SCREEN

02 GUEST INFO

03 HOTEL INFO

04 ABC

05 CBS

06 NBC

07 FOX

08 PBS

09 CW

10 TELEMUNDO

11 GOLF

12 NFL

13 ESPN

14 ESPN2

15 ESPN CLASSIC

16 ESPN NEWS

17 ESPNU

21 CBS COLLEGE

22 CNN

23 HLN

24 FOX NEWS

25 MSNBC

26 CNBC

27 TWC WEATHER

28 A&E

29 CARTOON NETWORK

30 DISNEY

31 NICKTOONS

32 NICK

33 VH1

34 MTV

35 HISTORY

37  NAT GO

38 TLC

39 COMEDY CENTRAL

40 USA

41 TBS

42 HGTV

43 TRUTV

44 SYFY

45 NASA

46 DISCOVERY

47 DISCOVERY HEALTH

48 C-SPAN

49 TNT

51 HD NET

54 HBO

55 HBO FAMILY

T V  C H A N N E L  G U I D E

1. LOREM IPSUM DOLOR SET AMET SI  DOLOR

2. IPSUM DOLOR SET AMET SI DOLOT OLOR SET AMET

3. DOLOR SET AMET SI  DOLOR LOREM ET

W I - F I

The automated Refreshment Center will electronically charge 
all items to your room upon removal.

Should you need items refreshed, please call extension 2994.
No personal items should be placed in the bar. 

This bar contains beverages intended for persons ovr the legal drinking age 
of 21. If necessary, we can arrange to have the bar locked during your stay.

M I N I - B A R 
M E N U
S N A C K S

A L L  S N A C K  I T E M S  4

B E V E R A G E S

M I N I  S P I R I T S  9

W I N E  11

D O M E S T I C  B E E R  7  

I M P O R T E D  B E E R  8  

B O T T L E D  W AT E R  3

S O D A  3

J U I C E  3

Help us help the environment 
by hanging your towels for future 
use. We’ll replace towels left 
on the fl oor.

M A K E  A N
I M PA C T

Generally, we will honor your request for privacy, 
however, we reserve the right to enter the guest 

room for safety, security, and maintenance.

I N S P I R I N G  N E W  P E R S P E C T I V E S

P R I V A C Y
P L E A S E

I ’ M  W AT C H I N G  T E D  TA L K S

P R I V A C Y
P L E A S E

Generally, we will honor your request for privacy, 
however, we reserve the right to enter the guest 

room for safety, security, and maintenance. W H E R E 
C O M M I T M E N T
M E E T S 
C O N V E R S AT I O N

B E D  L I N E N S
Conserve resources. 
Our practice is to refresh 
bed linens every third day,
 but we will change them 
as often as you wish.

T O W E L S
Save water. We are happy 
to replace your towels daily, 
but should you wish to help 
us conserve resources, 
please hang your towels.

S M O K E- F R E E
We are committed to a 
smoke-free room policy.*

P R E S E R V AT I O N
Visit Marriott.com/spirittopreserve 
to learn more about Marriott 
International’s preservation 
eff orts in and beyond our hotels.

*A $250 room recovery fee will be charged for smoking in your guest room.

C O R E  L I G H T 
C O L L AT E R A L
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M A R R I O T T  I R V I N E  S P E C T R U M

G U E S T 
S E R V I C E S 
D I R EC TO R Y

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

G U E S T 
S E R V I C E S 
D I R EC TO R Y

G U E S T  S E R V I C E S  D I R EC TO R Y

I N - R O O M 
D I N I N G

D I N I N G  G U I D E

D O M E S T I C

Budweiser  6

Bud Light  5

Miller Lite  6

Coors Light  6 

C R A F T/ I M P O R T

Modelo Especial  6 

Corona Extra  6 

Amstel Light  7

Heineken  7

Sierra Nevada Pale Ale  7 

Samuel Adams Boston Lager  7

Dog Fish IPA  8

Duvel, Belgium  9

B E E R  &  C O C K TA I L S  11:0 0 AM – 11:0 0 PM

C O C K T A I L S

Classic Manhattan  11

Paloma Fresca
Libélula joven, grapefruit , lime, 
peychaud’s bitters, grapefruit bitters, 
sparkling water  11

Lychee Martini
Kai infused vodka, lychee fruit  10 

Golden Spike
Charbay pomegranate vodka, Hangar 1 
vodka and fresh orange juice  11 

Honey Bee
Hangar 1 Kaffi  r lime vodka, fresh lime juice 
and fresh honey  10

Ginsane
Midori, cranberry juice, No. 209 gin  12 

House Infused Bloody Mary
Square One vodka infused with black 
pepper, basil and lemon  12

PRESS IN-ROOM DINING SPEED DIAL BUT TON ON PHONE TO ORDER. 

All food and beverage orders are subject to a $3.00 delivery charge and a 15% service charge. 
A 9.5% California State sales tax applies to all charges.

B R E A K FA S T  D O O R  H A N G E R

C O R E  -  D A R K

GOOD 
MORN ING

C O M P L E T E  B R E A K FA S T S  6 : 0 0  A M  T O  11 : 0 0  A M

To pre-order breakfast for tomorrow morning, please make your 

selections and hang this menu outside your door before 12:00 

midnight. Thank you and have a delightful day.

C O N T I N E N TA L  B R E A K FA S T  $ X X

 T O TA L  O R D E R S

Basket of Assorted Breakfast Pastries served with:

J U I C E :  

 Fresh Orange   Grapefruit  Tomato

C H O I C E  O F :

 Coff ee  Decaf Coff ee  Tea 

 Hot Chocolate  lemon  milk

A L L  A M E R I C A N  $ 0 0

 T O TA L  O R D E R S

Two Eggs, any style served with Hash Browns, 

and your choice of the following: 

J U I C E :  

 Fresh Orange   Grapefruit  Tomato

C H O I C E  O F :

 Coff ee  Decaf Coff ee  Tea 

 Hot Chocolate  lemon  milk

E G G  S T Y L E :

 Boiled  Over Easy  Poached

 Scrambled 

B R E A K FA S T  M E AT:  

 Bacon  Sausage  Grilled Ham

B R E A D :  

 White Toast  Wheat Toast  Fruit Muffi  n

G O O D  S TA R T  $ X X

 T O TA L  O R D E R S

Choice of Cereal with Banana or Fresh Fruit, Toast 

or Fruit Muffi  n and your choice of the following: 

J U I C E :  

 Fresh Orange   Grapefruit  Tomato

C H O I C E  O F :

 Coff ee  Decaf Coff ee  Tea 

 Hot Chocolate  lemon  milk

B R E A D :  

 White Toast  Wheat Toast  Fruit Muffi  n

C E R E A L :  

 Corn Flakes®  Raisin Bran®  Rice Krispies® 

 Special K®  2% milk  non-fat milk

C H O I C E  O F  F R U I T:  

 banana  fresh fruit

A XX% service charge plus current sales taxes will be added to your check.

Before placing your order, please inform your server if a person in your party has a food allergy.

Consuming raw eggs or undercooked beef may increase your risk of foodborne illnesses.

If your breakfast is not delivered in the time frame requested, it is complimentary.

I N - R O O M  O R D E R

Number of Guests  _____   Room Number  _____ 

Date  ____ /____ /____ 

 To-Go (take your breakfast with you)

T O  B E  S E R V E D  B E T W E E N

 6:00-6:15   7:15-7:30  8:30-8:45  9:45-10:00

 6:15-6:30  7:30-7:45  8:45-9:00  10:00-10:15

 6:30-6:45  7:45-8:00  9:00-9:15  10:15-10:30

 6:45-7:00  8:00-8:15  9:15-9:30  10:30-10:45

 7:00-7:15  8:15-8:30  9:30-9:45  10:45-11:00

B R E A K FA S T  À  L A  C A R T E  6 : 0 0  A M  T O  11 : 0 0  A M

M O D E R N  C L A S S I C S

  Eggs Benedict, 2 poached eggs, toasted English muffi  n, 

Canadian bacon, hollandaise sauce   $14.95

  Egg white frittata, turkey sausage, avocado, tomato, 

side of fruit [350 cal]   $14.95

  Crunchy French toast, corn fl ake crusted, strawberries, 

banana, lite syrup [495 cal]   $13.95

  Fast fare, scrambled eggs, diced ham, hash browns    $13.95

A  L A  C A R T E

  Housemade almond granola   $6.95

  Yogurt and granola parfait, choice of berries [500 cals]   $6.95

  Bacon   $4.95

  Ham steak   $4.95

  Turkey sausage   $4.95

   Oatmeal, brown sugar, raisins, milk [440 cal]   $8.95

  Cereal, choice of   fresh fruit or   banana, milk   $5.95

  Toasted bagel, cream cheese   $3.95

  Side of toast, whipped butter   $3.95

  Side of fruit   $3.95

H O T  B E V E R A G E S

 Coff ee  small $3  large $5

 Decaf Coff ee  small $3  large $5

 Tea   small $3  large $5

ADDITIONS:  milk  lemon  

C O L D  B E V E R A G E S

 Milk  $5  Soda  $5

C H I L L E D  J U I C E

 Fresh Orange  $5  Grapefruit  $5  Apple  $5  V8  $5

 Pineapple  $5  Cranberry  $5  Tomato  $5 

S P E C I A L  R E Q U E S T S

7K8-713

D O  N OT  D I S T U R B K E Y  C A R D S

01 WELCOME SCREEN

02 GUEST INFO

03 HOTEL INFO

04 ABC

05 CBS

06 NBC

07 FOX

08 PBS

09 CW

10 TELEMUNDO

11 GOLF

12 NFL

13 ESPN

14 ESPN2

15 ESPN CLASSIC

16 ESPN NEWS

17 ESPNU

21 CBS COLLEGE

22 CNN

23 HLN

24 FOX NEWS

25 MSNBC

26 CNBC

27 TWC WEATHER

28 A&E

29 CARTOON NETWORK

30 DISNEY

31 NICKTOONS

32 NICK

33 VH1

34 MTV

35 HISTORY

37  NAT GO

38 TLC

39 COMEDY CENTRAL

40 USA

41 TBS

42 HGTV

43 TRUTV

44 SYFY

45 NASA

46 DISCOVERY

47 DISCOVERY HEALTH

48 C-SPAN

49 TNT

51 HD NET

54 HBO

55 HBO FAMILY

T V  C H A N N E L  G U I D E

1. LOREM IPSUM DOLOR SET AMET SI  DOLOR

2. IPSUM DOLOR SET AMET SI DOLOT OLOR SET AMET

3. DOLOR SET AMET SI  DOLOR LOREM ET

W I - F I

T V  C H A N N E L  G U I D EN OT E  C A R D

The automated Refreshment Center will electronically charge 
all items to your room upon removal.

Should you need items refreshed, please call extension 2994.
No personal items should be placed in the bar. 

This bar contains beverages intended for persons ovr the legal drinking age 
of 21. If necessary, we can arrange to have the bar locked during your stay.

M I N I - B A R 
M E N U
S N A C K S

A L L  S N A C K  I T E M S  4

B E V E R A G E S

M I N I  S P I R I T S  9

W I N E  11

D O M E S T I C  B E E R  7  

I M P O R T E D  B E E R  8  

B O T T L E D  W AT E R  3

S O D A  3

J U I C E  3

B A R  M E N U
Help us help the environment 
by hanging your towels for future 
use. We’ll replace towels left 
on the fl oor.

M A K E  A N
I M PA C T

T E R R Y  R E- U S E

Generally, we will honor your request for privacy, 
however, we reserve the right to enter the guest 

room for safety, security, and maintenance.

I N S P I R I N G  N E W  P E R S P E C T I V E S

P R I V A C Y
P L E A S E

I ’ M  W AT C H I N G  T E D  TA L K S

P R I V A C Y
P L E A S E

Generally, we will honor your request for privacy, 
however, we reserve the right to enter the guest 

room for safety, security, and maintenance.

S U S TA I N A B I L I T Y  C A R DC O A S T E R L A U N D R Y  B A G

W H E R E 
C O M M I T M E N T
M E E T S 
C O N V E R S AT I O N

B E D  L I N E N S
Conserve resources. 
Our practice is to refresh 
bed linens every third day,
 but we will change them 
as often as you wish.

T O W E L S
Save water. We are happy 
to replace your towels daily, 
but should you wish to help 
us conserve resources, 
please hang your towels.

S M O K E- F R E E
We are committed to a 
smoke-free room policy.*

P R E S E R V AT I O N
Visit Marriott.com/spirittopreserve 
to learn more about Marriott 
International’s preservation 
eff orts in and beyond our hotels.

*A $250 room recovery fee will be charged for smoking in your guest room.

C O R E  D A R K 
C O L L AT E R A L
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R E S O R T  -  B L U E

Generally, we will honor your request for privacy, 
however, we reserve the right to enter the guest 

room for safety, security, and maintenance.

P R I V A C Y
P L E A S E

D O  N OT  D I S T U R B K E Y  C A R D S

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

G U E S T 
S E R V I C E S 
D I R EC TO R Y

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

G U E S T 
S E R V I C E S 
D I R EC TO R Y

I N - R O O M 
D I N I N G

GOOD 
MORN ING

C O M P L E T E  B R E A K FA S T S  6 : 0 0  A M  T O  11 : 0 0  A M

To pre-order breakfast for tomorrow morning, please make your 

selections and hang this menu outside your door before 12:00 

midnight. Thank you and have a delightful day.

C O N T I N E N TA L  B R E A K FA S T  $ X X

 T O TA L  O R D E R S

Basket of Assorted Breakfast Pastries served with:

J U I C E :  

 Fresh Orange   Grapefruit  Tomato

C H O I C E  O F :

 Coff ee  Decaf Coff ee  Tea 

 Hot Chocolate  lemon  milk

A L L  A M E R I C A N  $ 0 0

 T O TA L  O R D E R S

Two Eggs, any style served with Hash Browns, 

and your choice of the following: 

J U I C E :  

 Fresh Orange   Grapefruit  Tomato

C H O I C E  O F :

 Coff ee  Decaf Coff ee  Tea 

 Hot Chocolate  lemon  milk

E G G  S T Y L E :

 Boiled  Over Easy  Poached

 Scrambled 

B R E A K FA S T  M E AT:  

 Bacon  Sausage  Grilled Ham

B R E A D :  

 White Toast  Wheat Toast  Fruit Muffi  n

G O O D  S TA R T  $ X X

 T O TA L  O R D E R S

Choice of Cereal with Banana or Fresh Fruit, Toast 

or Fruit Muffi  n and your choice of the following: 

J U I C E :  

 Fresh Orange   Grapefruit  Tomato

C H O I C E  O F :

 Coff ee  Decaf Coff ee  Tea 

 Hot Chocolate  lemon  milk

B R E A D :  

 White Toast  Wheat Toast  Fruit Muffi  n

C E R E A L :  

 Corn Flakes®  Raisin Bran®  Rice Krispies® 

 Special K®  2% milk  non-fat milk

C H O I C E  O F  F R U I T:  

 banana  fresh fruit

A XX% service charge plus current sales taxes will be added to your check.

Before placing your order, please inform your server if a person in your party has a food allergy.

Consuming raw eggs or undercooked beef may increase your risk of foodborne illnesses.

If your breakfast is not delivered in the time frame requested, it is complimentary.

I N - R O O M  O R D E R

Number of Guests  _____   Room Number  _____ 

Date  ____ /____ /____ 

 To-Go (take your breakfast with you)

T O  B E  S E R V E D  B E T W E E N

 6:00-6:15   7:15-7:30  8:30-8:45  9:45-10:00

 6:15-6:30  7:30-7:45  8:45-9:00  10:00-10:15

 6:30-6:45  7:45-8:00  9:00-9:15  10:15-10:30

 6:45-7:00  8:00-8:15  9:15-9:30  10:30-10:45

 7:00-7:15  8:15-8:30  9:30-9:45  10:45-11:00

B R E A K FA S T  À  L A  C A R T E  6 : 0 0  A M  T O  11 : 0 0  A M

M O D E R N  C L A S S I C S

  Eggs Benedict, 2 poached eggs, toasted English muffi  n, 

Canadian bacon, hollandaise sauce   $14.95

  Egg white frittata, turkey sausage, avocado, tomato, 

side of fruit [350 cal]   $14.95

  Crunchy French toast, corn fl ake crusted, strawberries, 

banana, lite syrup [495 cal]   $13.95

  Fast fare, scrambled eggs, diced ham, hash browns    $13.95

A  L A  C A R T E

  Housemade almond granola   $6.95

  Yogurt and granola parfait, choice of berries [500 cals]   $6.95

  Bacon   $4.95

  Ham steak   $4.95

  Turkey sausage   $4.95

   Oatmeal, brown sugar, raisins, milk [440 cal]   $8.95

  Cereal, choice of   fresh fruit or   banana, milk   $5.95

  Toasted bagel, cream cheese   $3.95

  Side of toast, whipped butter   $3.95

  Side of fruit   $3.95

H O T  B E V E R A G E S

 Coff ee  small $3  large $5

 Decaf Coff ee  small $3  large $5

 Tea   small $3  large $5

ADDITIONS:  milk  lemon  

C O L D  B E V E R A G E S

 Milk  $5  Soda  $5

C H I L L E D  J U I C E

 Fresh Orange  $5  Grapefruit  $5  Apple  $5  V8  $5

 Pineapple  $5  Cranberry  $5  Tomato  $5 

S P E C I A L  R E Q U E S T S

7K8-713

01 WELCOME SCREEN

02 GUEST INFO

03 HOTEL INFO

04 ABC

05 CBS

06 NBC

07 FOX

08 PBS

09 CW

10 TELEMUNDO

11 GOLF

12 NFL

13 ESPN

14 ESPN2

15 ESPN CLASSIC

16 ESPN NEWS

17 ESPNU

21 CBS COLLEGE

22 CNN

23 HLN

24 FOX NEWS

25 MSNBC

26 CNBC

27 TWC WEATHER

28 A&E

29 CARTOON NETWORK

30 DISNEY

31 NICKTOONS

32 NICK

33 VH1

34 MTV

35 HISTORY

37  NAT GO

38 TLC

39 COMEDY CENTRAL

40 USA

41 TBS

42 HGTV

43 TRUTV

44 SYFY

45 NASA

46 DISCOVERY

47 DISCOVERY HEALTH

48 C-SPAN

49 TNT

51 HD NET

54 HBO

55 HBO FAMILY

T V  C H A N N E L  G U I D E

1. LOREM IPSUM DOLOR SET AMET SI  DOLOR

2. IPSUM DOLOR SET AMET SI DOLOT OLOR SET AMET

3. DOLOR SET AMET SI  DOLOR LOREM ET

W I - F I

T V  C H A N N E L  G U I D E

D I N I N G  G U I D E

G U E S T  S E R V I C E S  D I R EC TO R Y B R E A K FA S T  D O O R  H A N G E R

D O M E S T I C

Budweiser  6

Bud Light  5

Miller Lite  6

Coors Light  6 

C R A F T/ I M P O R T

Modelo Especial  6 

Corona Extra  6 

Amstel Light  7

Heineken  7

Sierra Nevada Pale Ale  7 

Samuel Adams Boston Lager  7

Dog Fish IPA  8

Duvel, Belgium  9

B E E R  &  C O C K TA I L S  11:0 0 AM – 11:0 0 PM

C O C K T A I L S

Classic Manhattan  11

Paloma Fresca
Libélula joven, grapefruit , lime, 
peychaud’s bitters, grapefruit bitters, 
sparkling water  11

Lychee Martini
Kai infused vodka, lychee fruit  10 

Golden Spike
Charbay pomegranate vodka, Hangar 1 
vodka and fresh orange juice  11 

Honey Bee
Hangar 1 Kaffi  r lime vodka, fresh lime juice 
and fresh honey  10

Ginsane
Midori, cranberry juice, No. 209 gin  12 

House Infused Bloody Mary
Square One vodka infused with black 
pepper, basil and lemon  12

PRESS IN-ROOM DINING SPEED DIAL BUT TON ON PHONE TO ORDER. 

All food and beverage orders are subject to a $3.00 delivery charge and a 15% service charge. 
A 9.5% California State sales tax applies to all charges.

The automated Refreshment Center will electronically charge 
all items to your room upon removal.

Should you need items refreshed, please call extension 2994.
No personal items should be placed in the bar. 

This bar contains beverages intended for persons ovr the legal drinking age 

of 21. If necessary, we can arrange to have the bar locked during your stay.

M I N I - B A R 
M E N U
S N A C K S

A L L  S N A C K  I T E M S  4

B E V E R A G E S

M I N I  S P I R I T S  9

W I N E  11

D O M E S T I C  B E E R  7  

I M P O R T E D  B E E R  8  

B O T T L E D  W AT E R  3

S O D A  3

J U I C E  3

B A R  M E N U
Help us help the environment 
by hanging your towels for future 
use. We’ll replace towels left 
on the fl oor.

M A K E  A N
I M PA C T

T E R R Y  R E- U S E

N OT E  C A R D

S U S TA I N A B I L I T Y  C A R DC O A S T E R L A U N D R Y  B A G

Generally, we will honor your request for privacy, 
however, we reserve the right to enter the guest 

room for safety, security, and maintenance.

I N S P I R I N G  N E W  P E R S P E C T I V E S

P R I V A C Y
P L E A S E

I ’ M  W AT C H I N G  T E D  TA L K S

W H E R E 
C O M M I T M E N T
M E E T S 
C O N V E R S AT I O N

B E D  L I N E N S
Conserve resources. 
Our practice is to refresh 
bed linens every third day,
 but we will change them 
as often as you wish.

T O W E L S
Save water. We are happy 
to replace your towels daily, 
but should you wish to help 
us conserve resources, 
please hang your towels.

S M O K E- F R E E
We are committed to a 
smoke-free room policy.*

P R E S E R V AT I O N
Visit Marriott.com/spirittopreserve 
to learn more about Marriott 
International’s preservation 
eff orts in and beyond our hotels.

*A $250 room recovery fee will be charged for smoking in your guest room.

R E S O R T  B L U E 
C O L L AT E R A L
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R E S O R T  -  G R E E N

Generally, we will honor your request for privacy, 
however, we reserve the right to enter the guest 

room for safety, security, and maintenance.

P R I V A C Y
P L E A S E

D O  N OT  D I S T U R B K E Y  C A R D S

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

G U E S T 
S E R V I C E S 
D I R EC TO R Y

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

G U E S T 
S E R V I C E S 
D I R EC TO R Y

GOOD 
MORN ING

C O M P L E T E  B R E A K FA S T S  6 : 0 0  A M  T O  11 : 0 0  A M

To pre-order breakfast for tomorrow morning, please make your 

selections and hang this menu outside your door before 12:00 

midnight. Thank you and have a delightful day.

C O N T I N E N TA L  B R E A K FA S T  $ X X

 T O TA L  O R D E R S

Basket of Assorted Breakfast Pastries served with:

J U I C E :  

 Fresh Orange   Grapefruit  Tomato

C H O I C E  O F :

 Coff ee  Decaf Coff ee  Tea 

 Hot Chocolate  lemon  milk

A L L  A M E R I C A N  $ 0 0

 T O TA L  O R D E R S

Two Eggs, any style served with Hash Browns, 

and your choice of the following: 

J U I C E :  

 Fresh Orange   Grapefruit  Tomato

C H O I C E  O F :

 Coff ee  Decaf Coff ee  Tea 

 Hot Chocolate  lemon  milk

E G G  S T Y L E :

 Boiled  Over Easy  Poached

 Scrambled 

B R E A K FA S T  M E AT:  

 Bacon  Sausage  Grilled Ham

B R E A D :  

 White Toast  Wheat Toast  Fruit Muffi  n

G O O D  S TA R T  $ X X

 T O TA L  O R D E R S

Choice of Cereal with Banana or Fresh Fruit, Toast 

or Fruit Muffi  n and your choice of the following: 

J U I C E :  

 Fresh Orange   Grapefruit  Tomato

C H O I C E  O F :

 Coff ee  Decaf Coff ee  Tea 

 Hot Chocolate  lemon  milk

B R E A D :  

 White Toast  Wheat Toast  Fruit Muffi  n

C E R E A L :  

 Corn Flakes®  Raisin Bran®  Rice Krispies® 

 Special K®  2% milk  non-fat milk

C H O I C E  O F  F R U I T:  

 banana  fresh fruit

A XX% service charge plus current sales taxes will be added to your check.

Before placing your order, please inform your server if a person in your party has a food allergy.

Consuming raw eggs or undercooked beef may increase your risk of foodborne illnesses.

If your breakfast is not delivered in the time frame requested, it is complimentary.

I N - R O O M  O R D E R

Number of Guests  _____   Room Number  _____ 

Date  ____ /____ /____ 

 To-Go (take your breakfast with you)

T O  B E  S E R V E D  B E T W E E N

 6:00-6:15   7:15-7:30  8:30-8:45  9:45-10:00

 6:15-6:30  7:30-7:45  8:45-9:00  10:00-10:15

 6:30-6:45  7:45-8:00  9:00-9:15  10:15-10:30

 6:45-7:00  8:00-8:15  9:15-9:30  10:30-10:45

 7:00-7:15  8:15-8:30  9:30-9:45  10:45-11:00

B R E A K FA S T  À  L A  C A R T E  6 : 0 0  A M  T O  11 : 0 0  A M

M O D E R N  C L A S S I C S

  Eggs Benedict, 2 poached eggs, toasted English muffi  n, 

Canadian bacon, hollandaise sauce   $14.95

  Egg white frittata, turkey sausage, avocado, tomato, 

side of fruit [350 cal]   $14.95

  Crunchy French toast, corn fl ake crusted, strawberries, 

banana, lite syrup [495 cal]   $13.95

  Fast fare, scrambled eggs, diced ham, hash browns    $13.95

A  L A  C A R T E

  Housemade almond granola   $6.95

  Yogurt and granola parfait, choice of berries [500 cals]   $6.95

  Bacon   $4.95

  Ham steak   $4.95

  Turkey sausage   $4.95

   Oatmeal, brown sugar, raisins, milk [440 cal]   $8.95

  Cereal, choice of   fresh fruit or   banana, milk   $5.95

  Toasted bagel, cream cheese   $3.95

  Side of toast, whipped butter   $3.95

  Side of fruit   $3.95

H O T  B E V E R A G E S

 Coff ee  small $3  large $5

 Decaf Coff ee  small $3  large $5

 Tea   small $3  large $5

ADDITIONS:  milk  lemon  

C O L D  B E V E R A G E S

 Milk  $5  Soda  $5

C H I L L E D  J U I C E

 Fresh Orange  $5  Grapefruit  $5  Apple  $5  V8  $5

 Pineapple  $5  Cranberry  $5  Tomato  $5 

S P E C I A L  R E Q U E S T S

7K8-713

D I N I N G  G U I D E

G U E S T  S E R V I C E S  D I R EC TO R Y B R E A K FA S T  D O O R  H A N G E R

Generally, we will honor your request for privacy, 
however, we reserve the right to enter the guest 

room for safety, security, and maintenance.

I N S P I R I N G  N E W  P E R S P E C T I V E S

P R I V A C Y
P L E A S E

I ’ M  W AT C H I N G  T E D  TA L K S

I N - R O O M 
D I N I N G

D O M E S T I C

Budweiser  6

Bud Light  5

Miller Lite  6

Coors Light  6 

C R A F T/ I M P O R T

Modelo Especial  6 

Corona Extra  6 

Amstel Light  7

Heineken  7

Sierra Nevada Pale Ale  7 

Samuel Adams Boston Lager  7

Dog Fish IPA  8

Duvel, Belgium  9

B E E R  &  C O C K TA I L S  11:0 0 AM – 11:0 0 PM

C O C K T A I L S

Classic Manhattan  11

Paloma Fresca
Libélula joven, grapefruit , lime, 
peychaud’s bitters, grapefruit bitters, 
sparkling water  11

Lychee Martini
Kai infused vodka, lychee fruit  10 

Golden Spike
Charbay pomegranate vodka, Hangar 1 
vodka and fresh orange juice  11 

Honey Bee
Hangar 1 Kaffi  r lime vodka, fresh lime juice 
and fresh honey  10

Ginsane
Midori, cranberry juice, No. 209 gin  12 

House Infused Bloody Mary
Square One vodka infused with black 
pepper, basil and lemon  12

PRESS IN-ROOM DINING SPEED DIAL BUT TON ON PHONE TO ORDER. 

All food and beverage orders are subject to a $3.00 delivery charge and a 15% service charge. 
A 9.5% California State sales tax applies to all charges.

01 WELCOME SCREEN

02 GUEST INFO

03 HOTEL INFO

04 ABC

05 CBS

06 NBC

07 FOX

08 PBS

09 CW

10 TELEMUNDO

11 GOLF

12 NFL

13 ESPN

14 ESPN2

15 ESPN CLASSIC

16 ESPN NEWS

17 ESPNU

21 CBS COLLEGE

22 CNN

23 HLN

24 FOX NEWS

25 MSNBC

26 CNBC

27 TWC WEATHER

28 A&E

29 CARTOON NETWORK

30 DISNEY

31 NICKTOONS

32 NICK

33 VH1

34 MTV

35 HISTORY

37  NAT GO

38 TLC

39 COMEDY CENTRAL

40 USA

41 TBS

42 HGTV

43 TRUTV

44 SYFY

45 NASA

46 DISCOVERY

47 DISCOVERY HEALTH

48 C-SPAN

49 TNT

51 HD NET

54 HBO

55 HBO FAMILY

T V  C H A N N E L  G U I D E

1. LOREM IPSUM DOLOR SET AMET SI  DOLOR

2. IPSUM DOLOR SET AMET SI DOLOT OLOR SET AMET

3. DOLOR SET AMET SI  DOLOR LOREM ET

W I - F I

T V  C H A N N E L  G U I D E

The automated Refreshment Center will electronically charge 
all items to your room upon removal.

Should you need items refreshed, please call extension 2994.
No personal items should be placed in the bar. 

This bar contains beverages intended for persons ovr the legal drinking age 
of 21. If necessary, we can arrange to have the bar locked during your stay.

M I N I - B A R 
M E N U
S N A C K S

A L L  S N A C K  I T E M S  4

B E V E R A G E S

M I N I  S P I R I T S  9

W I N E  11

D O M E S T I C  B E E R  7  

I M P O R T E D  B E E R  8  

B O T T L E D  W AT E R  3

S O D A  3

J U I C E  3

B A R  M E N U

W H E R E 
C O M M I T M E N T
M E E T S 
C O N V E R S AT I O N

B E D  L I N E N S
Conserve resources. 
Our practice is to refresh 
bed linens every third day,
 but we will change them 
as often as you wish.

T O W E L S
Save water. We are happy 
to replace your towels daily, 
but should you wish to help 
us conserve resources, 
please hang your towels.

S M O K E- F R E E
We are committed to a 
smoke-free room policy.*

P R E S E R V AT I O N
Visit Marriott.com/spirittopreserve 
to learn more about Marriott 
International’s preservation 
eff orts in and beyond our hotels.

*A $250 room recovery fee will be charged for smoking in your guest room.

S U S TA I N A B I L I T Y  C A R DC O A S T E R L A U N D R Y  B A G
Help us help the environment 
by hanging your towels for future 
use. We’ll replace towels left 
on the fl oor.

M A K E  A N
I M PA C T

T E R R Y  R E- U S E

N OT E  C A R D

R E S O R T  G R E E N 
C O L L AT E R A L
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T H A N K  YO U


