THE MALL AT MILLENIA

ORLANDO’S only luxury shopping destination, boasts a wide selection of upscale stores that
cater to tourist and local shoppers alike. Much more than a typical mall in Central Florida, The
Mall at Millenia presents a best in class shopping experience within its 1.2 million square feet
of retail with 150 global brands, seven restaurants and 12 eateries, complemented by exceptional architecture and services.
THE RETAIL
The Mall at Millenia is home to internationally-recognized luxury retailers and the most
in-demand brand concepts. This luxury retail destination offers a renowned collection of stores
from all over the world, more than 40 percent of which can only be found at The Mall at
Millenia. This stunning shopping destination serves as the only location in the Orlando market
for Bloomingdale’s, Bulgari, Breitling, Burberry, Cartier, Chanel, Emporio Armani, Gucci,
Jimmy Choo, Louis Vuitton, Neiman Marcus, Prada, Rolex, Saint Laurent Paris, Salvatore
Ferragamo, Ted Baker London and Tiffany & Co. The Mall at Millenia is also home to U.S.
favorites Apple, Coach, Michael Kors, Macy’s, Sephora, Tory Burch, Kate Spade New York,
Hollister & Co., Henri Bendel, Abercrombie & Fitch, M•A•C, Banana Republic, Victoria’s
Secret, Anthropologie and Urban Outfitters.
THE RESTAURANTS
Seven restaurants and 12 casual eateries are offered. Surrounding the soaring 65-foot glass
Water Garden entrance are five prestigious restaurants: The Capital Grille, The Cheesecake
Factory, P.F. Chang’s, Brio Tuscan Grille and Earls Kitchen + Bar. Other restaurants featured are
California Pizza Kitchen, and Johnny Rockets, plus 12 eclectic eateries in the Orangerie Cafés.
THE ARCHITECTURE
Surrounding the Center’s dramatic, eight-story high Grand Court and circular terrazzo floor
are 12, 35-foot high masts, each topped with high-resolution LED screens with 12-channel
surround sound capability. Featured on the screens is cutting-edge fashion footage from the
runways of New York, London, Paris and Milan.
The award-winning “S” shaped design is reminiscent of a conservatory, featuring 60-foot
vaulted, end-to-end skylights, and an abundance of natural light and innovative glass and
water features. The use of familiar, classical geometric forms is evident in an architectural theme
r o time.
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Millenia’s design includes a sophisticated mix of materials from around the world.

THE MALL AT MILLENIA
CO-OWNERSHIP/SPOKESPEOPLE
THE FORBES COMPANY OF SOUTHFIELD, MI
IS A MANAGING PARTNER OF THE MALL AT MILLENIA.

STEVEN JAMIESON, CSM, GENERAL MANAGER
Jamieson’s successful career spans over 30 years and includes diverse experience in property
management and retail, as well as training and development. He combines superb leadership
skills with a customer-focused approach. Prior to joining The Forbes Company in 2002,
Jamieson served as general manager at Orlando Fashion Square, a 1.1 million square-foot,
super-regional mall, a position he was appointed to in 1998. He held the same position at
Colonial Mall Myrtle Beach in South Carolina from 1996 to 1998, where he was named
Property Manager of the Year by parent company Colonial Properties Trust. He gained
additional experience through mall management positions in Texas and Kansas.
BRENDA LOUNSBERRY, SCMD, MARKETING DIRECTOR
Brenda Lounsberry has been marketing shopping centers for more than twenty-five years. She
began her career in Fashion Merchandising combined with a background in retail, advertising,
and special events. In 2004, Lounsberry relocated to Orlando, Florida to take the position of
Marketing Director of The Mall at Millenia. Lounsberry directs the marketing department and is
responsible for advertising, marketing, tourism, guest services, as well as merchant, community,
and public relations for the center.
SALLY MARCH-BAGSHAW | GLOBAL BRAND MANAGER
The Forbes Company formally announces the return of Sally March-Bagshaw as the Global
Brand Manager for The Mall at Millenia. Sally was part of the original management team
that contributed to the Grand Opening in October 2002. During her tenure with The Forbes
Company, Sally focused on positioning the Center as the premier shopping destination for
the visitor market by creating strategic partnerships with key industry partners. Sally worked
extensively to establish The Mall at Millenia as a “must-visit” destination, rapidly increasing
awareness within domestic and international visitor markets.
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THE MALL AT MILLENIA
INFORMATION

Media Room			

mallatmillenia.com/media-press				

Website			

mallatmillenia.com (English, Español, Português)

Blog			

Fashionable News

Social Media			
			
			
			
			

www.facebook.com/themallatmillenia
www.instagram.com/themallatmillenia
www.twitter.com/milleniatweets
www.youtube.com/user/themallatmillenia
www.tripadvisor.com

Location			
			
			
			
			
			
			

4200 Conroy Road | Orlando, FL 32746 (Exit 78 off Interstate-4)
Minutes from the Florida Turnpike, the Orange County Convention Center,
Universal Orlando Resort and SeaWorld
10 minutes from downtown Orlando
12 minutes from Orlando International Airport
15 minutes from Walt Disney World Resort
Within 20 minutes of more than 140,000 hotel rooms

Phone			
407.363.3555
								
Hours			
Monday–Saturday: 10 a.m. to 9 p.m.
			
Sunday: 11 a.m. to 7 p.m.
			
Holiday, department store, restaurant and
			
some specialty store hours may vary.
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