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0 be the most visited travel destination in the world.
HEBTC—FBZLDANELITRAT4XR2— a5

The mission of Visit Orlando is to brand, market and sell the area globally as
a premier leisure, convention and business destination to generate positive
economic impact

Visit OrlandoDf#EaR (&, MG Z—RDOL Oor—, AR 3>, EDXRX
DTFATAF—avE LTHEWIZIS Y REEIL SIS, v—HF T4 Y
L. RFE9T B2 ¢ET, BFIZCTSAMBREZEAHET ZETT,

(C) Ms. YAMAMOTO Satomi, Japan Transport and Tourism Research Institute, 2019



Working together, we will be a respected industry and visitor destination,
doubling our economic impact to the state, securing sustainable tourism
marketing funding at $30,000,000 and integrating year-round visitor
experiences with a goal of five million visitors.

L [CH AL TECET., MADEFRA /N FZ2EIZL. ﬁ
%JL_.I-ﬁbf&EE%V "7' 7 'f O NDEE%3,0008 FILEAH L.
MBI E M Z500 b AZHEE LET, T L TEMZTE u"CnﬁF':ﬁ

EORBREABICTIEL LT AHIET, EMEINBDIERETR
TA4r—a3 LT YFET,

(C) Ms. YAMAMOTO Satomi, Japan Transport and Tourism Research Institute, 2019
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DisneyCopyright.com
Marketing Guidelines

Domestic United States

Disneylands Resort * Walt Disney World® Resort * Disney Cruise Line
Adventures by Disney® * Aulani, A Disney Resort & Spa

Contents
Introduction

Disney Cruise Line { Adventures By Disney® [ Aulani

MNomenclature

Disneylandg Resort

Walt Disney World® Resort

Disney Cruise Line

(C) Ms. YAMAMOTO Satomi, Japan Transport and Tourism Research Institute, 2019



Photography

Official photography is available to make the Disney vacation story come to life. Please use only supplied photography
from DisneyCopyright.com for your projects.

USAGE — PRINT OR ELECTRONIC

— —
* Photography is authorized for use during the life of your project. Contractual rights for photographer and fmd) T x T4
models are limited. You may not use outdated photography. *— :/ 3 f/]bﬁlﬁ_l
* No personal photography may be used under any circumstances (e.g. headshots, family vacation photos, etc.) ~— :) '_ & 6 t%
*  Only supplied Disney or Disney-Pixar images can be used and require proper copyright/caption details. =

* Artwork, copy, or other obstructions cannot run across Disney photographs. é’ [i IEJ % i T: i

S EOGEEL

* Disney images must:
o Be reproduced in their original format, without any color retouching or modifications
o Only be used in an environment that is promoting a Disney destination
» o Be of at least equal size to other imagery if another destination’s photography is being used on the same

page (e.g. in a brochure) * T: ‘i%ﬁ l./ T

» o Be positioned away from other destinations’ photography -
: [EELVE S0

Be captioned, when possible

o Be accompanied by the appropriate legal notice — See “Legal Notices” section
-' Disney images must not be (unless specifically briefed):

o Cropped
Cut-out
Altered
Overlapped, montaged or have a vignette applied
Written across (text or headlines)
Re-colored

(o I o R o T o

(C) Ms. YAMAMOTO Satomi, Japan Transport and Tourism Research Institute, 2019



ExamMPLES

Correct usage Incorrect usage
| T &

Do not crop

Do not run text or
headlines over image

(GUESTS AT EpcoT®

L

Bixifict cat i Do not montage/vignette

(C) Ms. YAMAMOTO Satomi, Japan Transport and Tourism Research Institute, 2019
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Logos

To protect all Disney equities it is vitally important to represent the brand through its logotypes and iconography with
complete consistency. Please adhere carefully to the rules laid out in this section.

To cover all your marketing needs, there are a variety of different logo options available at DisneyCopyright.com. From
time to time, special logos are available to promote our marketing messages — these will be highlighted on
DisneyCopyright.com. See your Disney contact if you are unsure which logo is appropriate for your requirements.

UsaGE

*  When referring to Disney destinations, you must use the official logos, or refer to the Nomenclature rules when
using names in body copy.

- .

Please always clearly indicate that your company rather than Disney is providing the vacation/offer. This can be
achieved by making your company name significantly larger than the Disney name, and/or by graphically

separating your company information from the copy. The relevant Disney logo should be at least 25% smaller
than your company logo in size.

*  When mentioning any of the Disney destinations in a prominent position (eg. a copy headline), they should be
set in the same typeface as the entire phrase and offset. Logos cannot be located in the middle of a sentence,
only at the end or separated.

* Disney logos must:

o

o

m °
o
O

Be visible in their entirety. All the details (thin lines, complex blends, illustrations, etc.) should remain
visible and all the text should be readable

Be reproduced in the original CMYK (print) and RGB (online) format unless explicitly stated or agreed
with your Disney contact.

Have an exclusion zone that measures 1/10 of the overall width of the logo.

Stand on a single colored background, which can also be part of a visual, e.g. a blue sky.

Be of an equal size to other destinations featured and must be kept separate from other destinations
and third-party logos.

* Disney logos must not be:

o
»D
o

o

Altered in any way.
Repeated on the same page.
Positioned in a way that associates it with any non-Disney imagery.

Used in stationery (letterhead, business cards, etc.) or email signatures.
(C) Ms. YAMAMOTO Satomi, Japan Transport and Tourism Research Institute, 2019
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Nomenclature

Nomenclature refers to the Park names, ships, attractions, products, Disney Hotels, restaurants, venues and
entertainment areas at any of the Disney destinations.

The role of nomenclature is very important when talking about the Disney destinations. Most of our nomenclature is
inspired by Disney stories and fairy tales — all of which have a strong and intimate meaning for the consumer.
Consistent and accurate application of nomenclature is essential to aveid consumer confusion and disappointment.

From a legal perspective, consistent application of nomenclature is essential to maintain the proprietary rights to the
names that The Walt Disney Company has registered or otherwise owns. Improper use will affect the legal protection
of Disney's equities.

When referring to trademarks, names and properties listed below, please use registration symbols, capitalization, and
offsetting as indicated. The registration marks throughout this document are shown superscripted, however, the
formatting does not matter as long as the marks appear in the proper place. The trademarks, names and properties
need to be treated as adjectives, followed by a noun, and must be offset (set apart) from the main copy. Offsetting can
be accomplished by using either all CAPITAL LETTERS, or Initial Caps with italics, boldface type “quotes” around the
mark, different font size or style, or color. For the purposes of this document, nomenclature has been offset using italics.

The name ‘Disney’, either alone or in conjunction with or as part of another word, mark or name, or any marks of The
Walt Disney Company or any of its related, affiliated or subsidiary companies, may not be used as, or as part of, your
domain name, email address or webpage URL.

(C) Ms. YAMAMOTO Satomi, Japan Transport and Tourism Research Institute, 2019
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www.alaska-japan.com

Beyond Your Dreams. Within Your Reach.

Copy: —EBlIDT7 7 RAHDB—&D ERICE S,

Tagline: {ENT TUBRVKZLXD - Alaska
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20 Largest Convention Hotel Markets, By Number of Rooms

Las Vegas, NV 06,797
. Orlanda, FL 34,763
Orange County Convention Center Total Attendance Chicago, IL
New York, NY
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1530157 Washington, DC-MD-VA
o 1309481 s 13noo 1R0AIe o Do

14153.161 Dallas, TX
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San Diego, CA

Phoenix, AZ

5an Francisco/San Mateo, CA
Anaheim/Santa Ana, CA
Miami/Hialeah, FL
Boston, MA

Mew Orleans, LA
Houston, TX

Oahu Island, HI

Denver, CO

San Antonio, TX
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The mission of the Guam Visitors Bureau is to efficiently
and effectively promote and develop Guam as a safe
and satisfying destination for visitors and to derive
maximum benefits for the people of Guam.
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