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MGallery selects unique properties with passion to gather

them into a unique collection of hotels where captivating

stories are lived and shared. With more than 100 hotels

around the world, each MGallery tells a unique story

inspired by the location. From bespoke design and

sensorial mixology to well-being dedicated to everyday

self-care, MGallery hotels are places where guests can

enjoy a lavish travel experience.

MGALLERY. STORIES THAT STAYé

H¹tel Le Louis Versailles Ch©teau Å MGallery

F r a n c e

A COLLECTION OF 

STORIED BOUTIQUE HOTELS

W ITH A TRUE SOUL



Created in 2008, MGallery was the first boutique

collection brand, created for curious travelers who

yearn to live something out of the ordinary on every

tripé

This premium brand of boutique hotels is distinctive for its

human-sized hotels (100 rooms on average), bringing to

life authentic stories through a strong design identity.

The brand, that originally started in Geneva and then

France, is now truly international with more than 100

hotels spread across all continents.

THE MGALLERY BRAND STORY

Hotel Rotary Geneva Å MGallery

S wi t z e r l a n d



THE MGALLERY 

HOTEL COLLECTION LOGO

The symmetrical construction of the logo is inspired by the seals

from the designers of the Viennese Secession and by the

interlaced initials found in luxury brands.

M

is for Memorable hotels 

GALLERY

translate the idea of curated hotels, like works of art in a gallery

HOTEL COLLECTION 

reinforce the positioning of MGallery as a "Collection brand" 
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INSERT THE MGALLERY MOOD VIDEO IF NEEDED
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B R A N D  U S P s

Hotel Century Old Town Prague Å MGallery

C z e c h  R e p u b l i c



A C O L L E C T I O N  O F  U N I Q U E  H O T E L S

W I T H  S T R O N G  I D E N T I T I E S  

INK Hotel Amsterdam Å MGallery

N e t h e r l a n d s

Å Each property has its unique story : dedicated process for a storytelling approach (STORM)

Å Hotel story based on the ownerôsasset, vision and experiences

Å The story of the hotel is at the center of everything : positioning, design, value proposition,

communication

Å ñUnbeatenpathòlocations : when implanted in ñunbeatenpathòlocations (like Tarcin Sarajevo),

MGallery hotels are often the only premium brand present in the competitive set



A F L E X I B L E  A N D  A D A P TA B L E  B R A N D

Å Flexible design fitting each unique market, hotel story and location

Å Strong adaptable brand programs focused on guest experience: 

π Bespoke design 

π Self care well-being 

π Sensorial mixology

Å The hotelsô needs and specific characteristics are the brandôs priority, which is why in-hotel 

brand standards are flexible and focused on what makes each property unique.
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A S T R O N G  B R A N D  P O W E R

Hotel Royal Hoi An Å MGallery

V i e t n a m

Å The brand benefits from the groupôsinternational awareness and experience, while maintaining the hotelôsown identity

Å Strong distribution powered by Accor, global average of >70% of total hotel revenue, which is the highest in the market

Å Strong brand programs to generate additional revenue, such as ñMemorablemomentò

Å Strong community spirit: repeat guests drive incremental revenue

Å A qualitative, fast-growing network: + 15 hotels/year



B R A N D  

N E T W O R K  

&  P I P E L I N E

Hotel Paris Bastille Boutet Å MGallery

F r a n c e



The Mitchelton Hotel Nagambie Å MGallery

A u s t r a l i a

106 HOTELS

11,140 ROOMS

33 COUNTRIES

57 NEW HOTELS BY 2024

6,600 MORE ROOMS BY 2024



A GLOBAL FOOTPRINT OF 165 HOTELS OPEN AND IN THE PIPELINE.

1%
network + pipeline

North, Central 

America & Caribbean 

1 80

10%
network + pipeline

Pacific 

12 1,397
4 458

All figures as of end December 2020
Breakdown network + pipeline by region is calculated by number of rooms 

ROOM  
NETW ORK  
PIPELINE

HOTEL  
NETW ORK  
PIPELINE

NETWORK 

PIPELINE

106 hotels 11,140 rooms

57 hotels 6,600 rooms

F R A N C H I S E

47%

M A N A G E M E N T

53%

O P E R A T I N G  
M O D E

16%
network + pipeline

Northern  Europe 

17 1,858
8 935

3%
network + pipeline

South America 

3 221
3 249

25%

39 3,262
15 1,094

network + pipeline

Southern Europe 

11%
network + pipeline

India, Middle 

East & Africa 

8 1,177
7 1,011

28%
network + pipeline

South East Asia 

25 3,046
13 18996%

network + pipeline

Greater China 

2 179
6 874



F L A G S H I P  

H O T E L S
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The birthplace of the bikini 

became one of the trendiest spots 

to swim and sleep in Paris. 



This typewriter witnessed the 

transformation of a pressroom 

into a boutique hotel.



This commemorative plate marks the 

storied history of the Queens Hotel 

Cheltenham, named in honor of 

Queen Victoria.



This straw hat is worn by gondoliers who 

take guests of Hotel Papadopoli Venezia 

on unforgettable journeys along the canal.



The Hotel Santa Teresa honors its 

heritage as a former coffee plantation 

with this coffee beans bag.


