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B
R

A
N

D
: M

arriott – Tribune Portfolio

H
O

T
E

L
 T

Y
P

E
: Resort 

R
O

O
M

 C
O

U
N

T
: 80

F
&

B
 O

U
T

L
E

T
S

:
M

orada - 3 m
eals + happy hour

H
untsm

an W
hiskey Bar - sm

all plates, tastings, happenings

P
O

O
L

/S
P

A
 E

X
P

E
R

IE
N

C
E

:  
H

eated saltw
ater pool and jacuzzi; full-service spa

F
IT

N
E

S
S

:  
Fitness room

, golf, tennis court, croquet, yoga classes

L
O

C
A

T
IO

N
:  

Located on 21 acres of land, short w
alk from

 historic Rancho Santa Fe tow
n



C
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S
T

R
E

N
G

T
H

S
:

• 
Sm

all boutique, quaint, traditional setting, although  
the product m

ay be older it fits w
ith the overall branding 

• 
Expansive and flexible law

n spaces outdoor m
eeting  

and event locations

• 
M

arriott branded as a Tribute great for m
eetings

• 
Located in the center of tow

n, ideal location  
and proxim

ity to shops and restaurants

• 
Room

s have pulled through the branding  
w

ell - including the equestrian 

• 
W

ellness and spa am
enities, very calm

ing and quiet

W
E

A
K

N
E

S
S

E
S

:

• 
Location m

ay be difficult for m
eetings, it’s a bit out of the w

ay

• 
Sm

all num
ber of room

s, feels like the room
s  

to space ratio is a bit off

• 
Spread out including tennis club across the street

• 
C

harm
ing but a little w

orn out

• 
Fitness center w

as a decent size but it w
as just off  

the m
eeting law

n, could be aw
kw

ard to use  
if there w

as a m
eeting

• 
Sm

all pool, but due to the sm
all am

ount of guest room
s  

this could be appropriate
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Rustic, tim
elessly elegant property set on 21 landscaped acres, features spacious country-style room

s.

O
U

R
 A

N
A

L
Y

S
IS

Pull through of branding of horse/equestrian and hunting them
e is evident throughout,  

very quiet and calm
 am

biance w
ith country them

e.
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B
R

A
N

D
: Independent

H
O

T
E

L
 T

Y
P

E
: Resort 

R
O

O
M

 C
O

U
N

T
: 53

F
&

B
 O

U
T

L
E

T
S

:
Veladora - full service offering 3 m

eals
Pony Room

 - casual dining lunch and dinner + bar
W

ine C
ave - private dining room

 holding over 250 bottles, and barrels of w
ine

P
O

O
L

/S
P

A
 E

X
P

E
R

IE
N

C
E

:  
Pool w

ith reservable cabanas; full-service spa

F
IT

N
E

S
S

:  
Fitness center, tennis, golf, yoga, Pilates and exercise classes

L
O

C
A

T
IO

N
:  

Six m
iles from

 the D
el M

ar Racetrack and 10 m
iles from

 Torrey Pines State N
atural Reserve
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S
T

R
E

N
G

T
H

S
:

• 
G

orgeous grounds, secluded upscale room
 product

• 
Friendly staff and incredible service

• 
A

ppeal to luxury clientele

• 
G

reat w
edding and m

eeting spaces

• 
O

n-site activation w
ith bocce ball, fire pits, restaurants and 

tennis – clay courts clear differentiator, m
ountain bikes

• 
A

m
azing sense of arrival, very friendly staff

W
E

A
K

N
E

S
S

E
S

:

• 
Extrem

ely exclusive, high price point  
not attainable to all

• 
N

o brand affiliation

• 
Location is very rem

ote and w
ithin residential area

• 
Very large and spread out foot print
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B
R

A
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O
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Lavish resort set on 45 acres of gardens and olive groves featuring a 

“tim
eless M

editerranean am
biance and refreshing residential experience.”

O
U

R
 A

N
A

L
Y

S
IS

Excellent pull through of luxury and lavish setting, and yet w
arm

 and approachable  
to those that can afford the experience. Brand pull through is executed w

ell.
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B
R

A
N

D
: Independent

H
O

T
E

L
 T

Y
P

E
: Resort 

R
O

O
M

 C
O

U
N

T
: 287

F
&

B
 O

U
T

L
E

T
S

:
AVA

N
T - upscale, dinner and drinks

Veranda - casual dining, fireside lounge
The Bar - craft brew

s and gam
es

C
afé G

ranada - coffee, pastries, grab-n-go

P
O

O
L

/S
P

A
 E

X
P

E
R

IE
N

C
E

: 3 sw
im

m
ing pools; full-service spa

F
IT

N
E

S
S

: 18-hole cham
pionship golf course, fitness center

L
O

C
A

T
IO

N
:  

Q
uiet suburb w

ith w
alking trails, located m

inutes from
 San D

iego’s top travel destinations



C
O

M
P

 S
E

T 

R
A

N
C

H
O

 B
E

R
N

A
R

D
O

 IN
N

 

S
T

R
E

N
G

T
H

S
:

• 
G

olf course on-site

• 
N

ice grounds, full and felt lush, allow
ed for som

e privacy

• 
M

eeting and w
edding venues and locations w

ere large

• 
Large spa activation, seem

s know
n in the m

arket  
for a good spa

• 
Tw

o pool experiences, definite resort-like feel  
w

ith separate kid’s pool

W
E

A
K

N
E

S
S

E
S

:

• 
H

otel and room
 product very dated

• 
Branding feels old and tired, feels like it is trying  
to be ‘fairytale’ but doesn’t really deliver

• 
Exterior corridor, feels like a m

otel.  
Interior sm

ells a bit m
usty and old

• 
Felt like all guests w

ere there for golf

• 
N

o brand affiliation

• 
Sense of arrival w

as lacking, needing to drive through  
residential area, street view

 m
onum

ent sign  
w

as lacking of branding or presence

• 
Spread out over lots of acres
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Spanish colonial style buildings, w
ell-m

anicured gardens featuring “unpretentious style and genuine w
arm

th.”

O
U

R
 A

N
A

L
Y

S
IS

Very m
uch feels like an older and m

ore tired version of the Rancho Valencia Resort &
 Spa.  

There is som
e essence of fairytale and/or M

editerranean in the décor, but this falls short in the delivery and guest service.
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B
R

A
N

D
: Independent

H
O

T
E

L
 T

Y
P

E
: H

otel

R
O

O
M

 C
O

U
N

T
: 127

F
&

B
 O

U
T

L
E

T
S

:
C

ork | Fire Kitchen – 3 m
eals, farm

-to-table
C

FK G
rille &

 Tap/The Bar – sm
all plates and drinks

P
O

O
L

/S
P

A
 E

X
P

E
R

IE
N

C
E

:  
O

utdoor heated pool, jacuzzi 

F
IT

N
E

S
S

:  
Fitness center; 27-hole golf course

L
O

C
A

T
IO

N
:  

A
 2.5-m

ile drive from
 O

ld Tow
n Tem

ecula, near m
ultiple w

ineries,  
three m

iles from
 Pechanga Resort and C

asino
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S
T

R
E

N
G

T
H

S
:

• 
N

ice location about 3 m
iles from

 O
ld Tow

n Tem
ecula

• 
Expansive w

edding and m
eeting space –  

built especially for w
eddings, m

eeting space  
has lots of natural light.  

• 
G

olf course on-site

• 
Lush landscape and a feeling of a park throughout

• 
D

ecent restaurant overlooking the golf course

W
E

A
K

N
E

S
S

E
S

:

• 
O

ld tired room
 product, feels dark and dingy

• 
O

ne sm
all pool for the full resort

• 
Lobby and arrival feels like a m

otel w
ith littlie im

pact

• 
C

an see the freew
ay from

 the event law
n and from

  
som

e of the resort
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N
estled in the rolling hills of w

ine country and hom
e of a 27-hole cham

pionship golf course,  
this hotel offers relaxed room

s w
ith neutral tones featuring golf course and w

ood view
s.

O
U

R
 A

N
A

L
Y

S
IS

N
o discernible brand identity or voice. W

oodsy view
s and golf club look and feel is w

hat pulls through in this hotel’s branding.
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B
R

A
N

D
: Independent

H
O

T
E

L
 T

Y
P

E
: Boutique

R
O

O
M

 C
O

U
N

T
: 90

F
&

B
 O

U
T

L
E

T
S

:
Bouquet Restaurant - Breakfast/brunch + dinner
The C

ellar Lounge - Lunch to late night, happy hour, live m
usic

The Restaurant at Ponte - Lunch daily, brunch to dinner Fri – Sun
Poolside Bar &

 C
afé - O

pen Fri - Sun, noon to evening only

P
O

O
L

/S
P

A
 E

X
P

E
R

IE
N

C
E

: Pool &
 hot tub w

ith F&
B offerings

F
IT

N
E

S
S

: Fitness center w
ith treadm

ills, elliptical, recum
bent bikes, free w

eights

L
O

C
A

T
IO

N
:  

Located on 300 acres of vineyards, surrounded by gardens,  
20-m

inute w
alk from

 3 different w
ineries and 9 m

iles from
 Tem

ecula
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S
T

R
E

N
G

T
H

S
:

• 
N

ice brand pull through in building design and public space

• 
W

ell designed and decorated public spaces and courtyards, 
lots of appeal to social catering and w

eddings

• 
A

ctivated restaurant and w
inery space,  

lively and busy even on a Tuesday afternoon

• 
N

ice lobby arrival, autom
atic opening doors  

and w
elcom

ing staff

• 
Very nice resort pool setting overlooking the vineyards

W
E

A
K

N
E

S
S

E
S

:

• 
Average room

s, basic layout and décor –  
feels a little contrived

• 
Proxim

ity to South C
oast W

inery is a bit confusing, hard to 
tell the difference betw

een both if you aren’t aw
are

• 
N

o brand affiliation

• 
O

utside of the city center, not far from
 shops and businesses 

but not near O
ld Tow

n

• 
H

otel did not have a strong vibe or energy

• 
Exterior corridors, m

otel-like feel in som
e areas

• 
N

o valet, just self-park
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Elegant Spanish-style boutique hotel w
ith a nod to C

alifornia m
issions’ architecture, posh am

enities,  
and a relaxing am

biance. Perfect for lovers of w
ine and breathtaking vineyard view

s.

O
U

R
 A

N
A

L
Y

S
IS

H
eavy Spanish M

ission them
e. Relaxing but no vibe. H

otel lacks energy, but w
inery w

as lively. Branding is too on the nose. 
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B
R

A
N

D
: Independent

H
O

T
E

L
 T

Y
P

E
: Resort

R
O

O
M

 C
O

U
N

T
: 132

F
&

B
 O

U
T

L
E

T
S

:
The V

ineyard Rose Restaurant - O
pen for tree m

eals, w
eekend brunch, daily happy hour 

P
O

O
L

/S
P

A
 E

X
P

E
R

IE
N

C
E

:  
O

utdoor heated pool w
ith reservable cabanas + F&

B offerings, G
rapeSeed Spa  

offering full m
enu of services, yoga classes 

F
IT

N
E

S
S

: Fitness center 

L
O

C
A

T
IO

N
:  

Situated on 38 acres of vineyards, 6.3 m
iles from

 the Tem
ecula Valley H

ighw
ay,  

surrounded by other w
ineries
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S
T

R
E

N
G

T
H

S
:

• 
Expansive m

eeting and event space, 
 including a large event law

n

• 
Large tasting room

• 
C

asita-style room
s allow

 for lots of privacy,  
although they are still located close to each other

• 
Large restaurant and bar

W
E

A
K

N
E

S
S

E
S

:

• 
Branding feels like early 90s and basic design

• 
Location next to the freew

ay and can be seen from
 parts  

of the w
inery

• 
N

o sense of arrival, no one greeted our arrival

• 
N

o brand affiliation

• 
Room

 product is very tired and dated 

• 
Exterior corridors, hotel feels disconnect from

 the w
inery  

and tasting room


