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MILLENNIUM HOTELS AND RESORTS

Our Growing Family Of Brands

Millennium Hotels and Resorts (MHR) is a dynamic, global hospitality group with luxury properties spanning four continents
and 80 destinations. With a reputation for excellence, MHR owns, manages, and operates over 145 properties worldwide.
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Our diverse portfolio is organized into six distinct and easily navigable collections: Luxury, Premium, Unique, Lifestyle, Comfortable
and Long-stay, offering the perfect address for business and leisure travellers who are looking for hospitality experiences that go
above and beyond. Our commitment unites all these collections to deliver exceptional hospitality experiences worldwide.









Lurc.Loyalty

Programme
MyMILLENNIUM

CLASSIC

v’ Instant Membership Benefits

A global loyalty programme that allows guests
to earn and redeem MyPoints across:

* Hotel stays

SILVER + Dining experiences

+ Curated gifts

+ Exdusive lifestyle rewards

ManlLLENNlUM PRESTIGE

v Exclusive Member Privileges

meMILLENNIUM

+ Access to member-only rates

+ Complimentary stay benefits
MYMILLENNIUM + Seamless rewards across participating
hotel brands worldwide

Copyright © 2026 Millennium Hotels & Resorts. All Rights Reserved.



MILLENNIUM HOTELS AND RESORTS

Our Business Loyalty
Mb/MlLLENNIUM B17Z

Copyright © 2026 Millennium Hotels & Resorts. All Rights Reserved.

Programme

MyMillennium BIZ rewards
individuals who make bookings as
a corporate booker

+ Rewards tailored for corporate bookers worldwide
+ Earn MyPoints for accommodations, meetings and events
+ Designed to maximise value from business travel
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The Loyalty Arms Race

The Big Brands
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MARRIOTT AND HILTON

OWE THEIR MEMBERS

S7BILLION

IN POINTS.

LOYALTY LIABILITY

$7,000,000,000

$4,000,000,000+

Source: Pedro Colacot 2026
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50%+”0of loyalty programme members are inactive

Consumers belong to an average of 18
loyalty programmes, but actively use only 7

Source: Bond Brand Loyalty Report 2025
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Are we Measuring
Loyalty... or Buying It?




Loyalty is Built in Moments, Not in Tiers
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Recognition Is 20,

Expanding Beyond
Room Nights R

Total Guest Value

Total Experience Spend To
Recognition Across the Journey '?E
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The biggest loyalty

opportunity isn’t
acquisition. With or without
Programmes.
It’s

Activation.
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