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OVERVIEW

 As we prepared to develop our three-year strategic plan, general 
managers, corporate associates, investors and brand partners were 
interviewed to understand their perceptions of HV, what we do well, 
where we can improve and how we compare to our competition

 One of the key findings was…those that know us well really 
appreciate and like doing business with us, but our name and “brand” 
is relatively unknown outside of our key stakeholders   

 Subsequently, To Establish and Grow the Hospitality Ventures Brand 
became one of the five Strategic Objectives and we embarked on the 
journey to more clearly define and consistently communicate the HV 
brand 

 What you are about to see reflects the of input many individuals; the 
undertaking was extensive and comprehensive across more than a 
four-month time span





THE APPROACH

Understand our current state and

aspirations for the future 

Identify current perceptions of our

company and brand

Develop a brand architecture based

on this knowledge 
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Arrive at a contemporary and relevant brand identity 



THE PROCESS 
5

Stakeholder 
Interviews

• Interviewed Executives, GMs, Brand Representatives, and Investors

Brand 
Architecture

• Updated the brand vision, mission and values to reflect insights gained through 
stakeholder interviews and executive sessions

Naming 
Exploration

• Explored naming options in order to ensure that the company name aligned with 
the brand identity and both current and future objectives

Brand 
Visualization

• Developed a visual representation , including a new logo, to reflect the newly 
established brand identity



Stakeholder Interviews

What we heard
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Motivated

“We’re different from other companies 
because we’re performance based and 
reward for delivering.” – GM



Brand Architecture

Turning Insights into Strategy



9BRAND STRATEGY PROCESS STARTS WITH 

RE-EVALUATING THE VISION AND MISSION



10THE RESULT – OUR NEW BRAND STRATEGY

As the preeminent provider of solutions for 

underperforming hotel properties, HVMG sets 

the industry standard of excellence as an 

employer, operator and trusted partner.

Our commitment to value means delivering 

results with uncompromised integrity.
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Qualities of Hospitality Ventures that describe how we deliver 

against our brand promise; as… 

Partners

Entrepreneurs

Maximizers

Leaders

PARTNERS

• Build strong relationships

• Provide GM’s authority to make decisions

• Provide Associates the resources to deliver excellence

• Deliver against Brand and Franchisor expectations

• Generate exceptional returns for Investors 

ENTREPRENEURS

• Identify opportunities for growth

• Be “Hands On”

• Solve complex challenges

• Create a sense of urgency 

MAXIMIZERS

• Consistently deliver results

• Execute against the plan

• Keep it simple

• Do “more with less”

• Run great hotels

LEADERS 

• Build a recognized team of experts

• Lead and inspire by example

• Be decisive

• Motivate and celebrate success

• Act as advisors and thought partners

BRAND TERRITORIES



Naming Exploration

Aligning the Name to the Brand 

Strategy



 Stakeholder interviews indicated that Hospitality Ventures may not 
accurately reflect our capabilities in operations or management to 
those who don’t know us

 Hospitality Ventures may not fully represent the various solutions and 
areas of specialty that we will offer as our company grows

13
WHY CONSIDER EVOLVING THE NAME?



 People who know us may 
continue to say Hospitality Ventures 
or HV, but modifying the name 
gives us the platform to talk about 
other capabilities 

 Maintain brand equity built so far

 Allows for shortened domain 
name to be used in email 
addresses

 Provides multiple options for 
brand mark expression
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Hospitality Ventures

Management Group

hvmg.com

THE RESULT – HOSPITALITY VENTURES 

MANAGEMENT GROUP



 Has real meaning to others

 Describes what we do

 Reinforces the Vision and Mission 

statements

 Aligns with current and future strategy

 Expresses the brand personality

 Easy to reinforce graphically in an 

intuitive way

 Easy to say, spell and remember

 Invokes an emotional connection
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Hospitality Ventures

Management Group

hvmg.com

HOSPITALITY VENTURES MANAGEMENT GROUP

ATTRIBUTES



Brand Visualization

AN UPDATED VISUAL 

REPRESENTATION OF THE 

BRAND



 The HVMG logo is designed to convey the feel of an established 
company that is contemporary, smart and solid in its bearing.  You can 
trust this company with mission critical solutions that will improve your 
business.

 The letter forms are simple, yet bold and foundational.  The “G” 
depicted as       has an altered orientation and color to draw attention 
to a graphic interpretation of company’s focus as a turnaround solution 
provider

17THE LOGO IS THE VISUAL MANIFESTATION 

OF THE BRAND STRATEGY
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– Combination of two contemporary fonts 

convey both the stable, professional nature of 

the brand as well as the company’s 

approachable, forward-thinking spirit

– Blue conveys importance and confidence 

without being somber or overstated. This color is 

often associated with intelligence, stability, unity, 

and conservatism.

– Combining light and dark shades of blue and 

gray  provide a subtle contrast that creates a 

conservative but sophisticated look.

– Incorporating red as the accent color 

achieves an unexpected but balanced palette 

that offers  variety and presentation options.

Font Choice

Color Choice

THE RESULT – NEW NAME AND LOGO ALIGNED WITH 

BRAND STRATEGY



THE FUTURE BRAND MARK OF HVMG?


