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A COLLECTION OF
STORIED BOUTIQUE HOTELS
WITH A TRUE SOUL

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 STAYeé
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THE MGALLERY BRAND STORY

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.

Hot el Rotary Geneva A MGallery

Switzerland



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 1 l
GALLERY

GALLERY

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

COLLECTION
HOTEL COLLECTION
reinforce the positioning of MGallery as a "Collection brand"

POSITIONING
VIDEO



INSERT THE MGALLERY MOOD VIDEO IF NEEDED

POSITIONING
VIDEO
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(DUl oINS

1. BRAND USPs

2. BRAND FOUNDATIONS

3. BRAND PLATFORM

4. BRAND EXPERIENCE

5. BRAND COMMUNICATION

6. BRAND PERFORMANCE
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A COLLECTION OF UNIQUE HOTELS |

WITH STRONG IDENTITIES

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

Hotel story based on the o w n e as<ets vision and experiences

The story of the hotel is at the center of everything : positioning, design,
communication

i Un b e @t ¢lbcations : when implanted in i u n b e p & elications (like Tarcin Sarajevo),
MGallery hotels are often the only premium brand present in the competitive set

I NK Hot el Amsterdam A MGallery

Netherlands
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A STRONG BRAND POWER

A The brand benefits from the g r o uirgednational awareness and experience, while maintaining the h o t @wnadentity
A strong distribution powered by Accor, global average of >70% of total hotel revenue, which is the highest in the market
A strong brand programs to generate additional revenue, suchasfi Me mo rmacbrheen t 0

A Strong community spirit: repeat guests drive incremental revenue

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

Hot el Roy al Ho i An A MGal lery

Vietnam
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Hot el Pari s Bastille Boutet A MGallery

France
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106  HOTELS

The Mitchelton

Australia
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Breakdown network + pipeline by region is calculated by number of rooms

network + pipeline

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

MGALLERY
HOTEL COLLECTION

The birthplace of the bikini
became one of the trendiest spots
to swim and sleep in Paris.
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HOTEL | AMSTERDAM

MGALLERY
HOTEL COLLECTION

This typewriter witnessed the
transformation of a pressroom
into a boutique hotel.
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QUEENS

Cheltenham

MGALLERY
HOTEL COLLECTION

This commemorative plate marks the
storied history of the Queens Hotel
Cheltenham, named in honor of
Queen Victoria.
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HOTEL VENEZIA

MGALLERY
HOTEL COLLECTION

This straw hat is worn by gondoliers who
take guests of Hotel Papadopoli Venezia
on unforgettable journeys along the canal.
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HOTEL SANTA TERESA

*RIO "

MGALLERY
HOTEL COLLECTION

The Hotel Santa Teresa honors its
heritage as a former coffee plantation
with this coffee beans bag.




