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LILI SIDONIO, creator and 
muse of  her own brand.
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  With over 7,600 points of sale worldwide, and coverage in Europe, the United 
States, Canada, Oceania, Latin America and Asia, the Gabrielle, Molly Bracken, Lili 
Sidonio and Molly Bracken Girl brands represent a complete fashion pool and a 
complete offering.

 Molly Bracken’s history stretches beyond borders and time, to the Irish 
countryside of the 1920s, where sepia photographs of a young woman discovered 
by Catherine and Julian Sidonio became a real source of stylistic inspiration for these 
two fashion enthusiasts. A unique heritage and history that the brand’s two designers 
wanted to pass on through collections mixing bohemian and retro chic.
 Drawing on their fashion expertise, in 2008 they created Molly Bracken, a 
brand dedicated to today’s women, with beautiful pieces featuring exclusive prints 
and color. 

The company

 In 2023, Lili Sidonio enriches 
its summer collection with a range of 
swimwear featuring the brand’s fun, 
colorful codes, while Gabrielle presents 
a revisited style for the same season, 
dedicated to chic-bohemianism and 
assertive glamour..
 
 

 In 2011, they created Mini 
Molly, a collection for little girls. Then, 
in 2016, a first Lili Sidonio capsule 
collection. The muse and designer of 
this collection, with its arty pop and 
graphic accents, is none other than 
their youngest daughter Lili, then aged 
14 when she created the eponymous 
brand.

 2020 and 2021 will see the 
launch of La Maison Loungewear by 
Molly Bracken.

 2022 will be a landmark year 
with a major launch: Le Bain by Molly 
Bracken. A new way of expressing 
the strengths of our brands: colors, 
exclusive prints, details, light and 
subtle materials.
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KEY FIGURES

4 brands

34 countries

7,600 points of sale

5 continents

250 employees

4,600,000 € marketing budget
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OUR BRANDS
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WOMEN’S COLLECTION
25 - 40 YEARS OLD
DNA STYLE : RETRO BOHEME

WOMEN’S COLLECTION
30 - 40 YEARS OLD
DNA STYLE : BOHEMIAN CHIC 
ECO-RESPONSIBLE AND RECYCLED MATERIALS

WOMEN’S COLLECTION
25 - 45 YEARS OLD
DNA STYLE : FORMAL WEAR FOR A CHIC AND 
URBAN WOMAN

WOMEN’S SWIMWEAR COLLECTION
20 À 45 YEARS OLD
DNA STYLE : SWIMWEAR

WOMEN’S HOMEWEAR COLLECTION
25 - 45 YEARS OLD 
DNA STYLE : LOUNGEWEAR BOHEME VINTAGE

WOMEN’S COLLECTION
25 - 35 YEARS OLD
DNA STYLE : POP, ARTY, GRAPHIC

GIRLS COLLECTION
8 - 16 YEARS OLD
DNA STYLE : BOHEMIAN, GIRLY ROCK

CA
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N
S

WOMAN’S SPORTSWEAR COLLECTION
20 À 40 YEARS OLD
DNA STYLE : SPORTSWEAR
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CREATION 
OF THE 
BRAND 
MOLLY BRACKEN

CREATION 
OF THE BRAND
MINI MOLLY

SUMMER 2016 : 
MOLLY BRACKEN 
AND THE FRENCH 
BRAND 
« ARMOR LUX » 
CREATE A 
CAPSULE 
COLLECTION

SUMMER 2017 : 
MOLLY BRACKEN 
CREATES THE 
GABRIELLE BRAND

MOLLY BRACKEN 
CELEBRATES ITS 
10 YEARS
ANNIVERSARY. 
REDESIGN OF THE 
LOGOS.

MOLLY BRACKEN 
LAUNCHES ITS 
NEW 
B TO B 
PLATFORM

MOLLY BRACKEN 
LAUNCHES 3 
NEW
RANGES
LE SOIR
LE BAIN
LE SPORT

CREATION 
OF THE POMPOM 
SWEATER, THE 
BRAND’S 
FLAGSHIP 
PRODUCT

LOGO 
REDESIGNED

MOLLY BRACKEN 
LAUNCHES ITS 
ONLINE STORE

DEVELOPMENT 
OF A CSR PROGRAM, 
DEDICATED TO SOCIAL 
AND 
ENVIRONMENTAL 
ISSUES

LAUNCH OF THE 
COLLECTION 
LA MAISON
BY MOLLY BRACKEN  

LILI SIDONIO 
LAUNCHES ITS 
SWIMWEAR RANGE 
 
GABRIELLE  
PRESENTS HER  
STYLE  
SPRING-SUMMER  
2023

WINTER 2017 : 
MOLLY BRACKEN 
CREATES 
THE PREMIUM BRAND  

WINTER 2016 :
MOLLY BRACKEN CREATES 
CAPSULE COLLECTION
LILI SIDONIO

THE BRAND’S 
COMMITMENT TO 
ZERO ANIMAL 
MATERIAL

Lunch on the grass, Molly Bracken - archive Creation Mini Molly Lili Sidonio, Designer and muse of her brandMolly Bracken Spring/Summer ‘24 collection 
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INTERNATIONAL PRESENCE

CANADA 
USA
MEXICO 
ÉQUATEUR 
CHILI

COSTA RICA
PORT RICO 
ROYAUME-UNI
UNITED ARAB EMIRATES
JAPAN

HONG KONG
CHINA
SOUTH KOREA
AUSTRALIA
NEW ZEALAND

SPAIN
ENGLAND
ITALY
AUSTRIA
GREECE

LUXEMBOURG
LATVIA
GERMANY 
POLAND
NETHERLANDS

LITHUANIA
ESTONIA
IRLAND

FRANCE 
ANDORRA
PORTUGAL
SWITZERLAND
BELGIUM

Implantation

Our Office                     4 ( France, Spain, England and USA  )
Points of sale                 19  out  of  7,600 + points

EUROPE INTERNATIONAL
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OUR 
COMMITMENTS

 Catherine Sidonio, the Artistic Director for all our 
brands and Co-Director, officially declared in 2016 that 
she would no longer use animal fur. A commitment from 
the beginning, in line with her personal convictions and 
values.
 All pieces and accessories in the collections 
are made without fur, feathers, leather, or exotic skins. 
Catherine’s passion for vegan fashion has weaved itself 
into the core company values, upheld by directors and 
their teams alike.

NO FUR / NO FEATHER / NO LEATHER 

 Since the end of 2019, the company has 
embarked on a major philanthropy program. Each 
month, our managers give the floor to a charity of their 
choosing and dedicate 10% of their online revenue to it. 
Current charitable actions are dedicated to supporting 
children, women in precarious situations, health care 
workers, animals and environmental causes, just to 
name a few. 

CSR PROGRAM
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Galeries Lafayette, Von Maur, El Corte Inglés, Anthropologie, Dillard’s, Nordstrom, 
Simons Canada, Hudson Bay, SAKS Fifth Avenue ... 

Our brands are located in the 
center of department stores, 
via corners that highlight 
brand graphics, carrying our 
positioning and placing us at 
the heart of a universe that 

counts.

Large multi-brand retail 
chains such as Blue Box, 
Point Carré, Black Store, The 
Fashion Store, Kaki Crazy, 

CCV Mode ...

As well as several E-Comm 
market places : Zalando, 

Place des tendances, 
Veepee, La Redoute, 

The Bay, About You ...

6,500 
multi-brand physical stores
 located in city centers and 
key countries proudly display 

and carry the our brands.  

a global DISTRIBUTION
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A 360° IMPLEMENTATION
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A STRATEGIC BUSINESS COMBINATIONDistribution

We have showrooms 
in all of the major 
fashion capitals.

Our brands are
present at major 

ready-to-wear shows 
all over the world.   

But also in many chain 
of stores.

Our brands are carried 
in some of the largest 

department stores. 

And on our website, 
a international show-
case of our brands.

As well as in the most 
popular 

e-comm marketplaces.

SHOWROOMS

SHOWS

MULTI-BRAND 
STORES AND 

OWNED-STORES

DEPARTMENT 
STORES

WEBSITE

MARKETPLACES
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New York 

Tokyo Berlin 

Copenhague 

our international  Shows
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Las Vegas

Atlanta 

Amsterdam 

Milan

Paris

Madrid
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our international  Shows
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OUR DEPARTEMENT STORES
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Focus

USA SPAINFRANCE CANADAGERMANY
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OUR MULTI-BRANDS STORES Focus
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ADISTINTA
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By the end of 2023, the brands will be investing in new sales outlets in 
Spain. With this new network of boutiques, the collections will find their 
settings and express their DNA.  

NEW STORES
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NOUVELLES BOUTIQUES
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COMMUNICATION ON A GLOBAL SCALE
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PRESS OFFICES
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EPHEMERAL POP-UP
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 Our brands invest in unique spaces to showcase the collections, invite the press 
and host VIPs.
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 Molly Bracken communicates and has global visibility on 
an international scale.

 Press, billboards, TV, influencers, co-branding, social 
networks, partnerships, our brands are present across all media 
and communication outlets and remain at the forefront of 
innovation. 

WOMEN’S PRESS
Marketing
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PORTRAITS AND SUCCESS STORIESMédia
 The press loves our brands... 
 Catherine, Lili, Julian, our designers and managers 
share brand related insights, stories and inspirations in the 
media. Their inspirations, desires and ambitions are 
regularly the subject of dedicated portrait pieces. 
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MODA, NOSTALGIA E
IRREVERÊNCIA: JULIAN

SIDONIO É O HOMEM POR
TRÁS DA MARCA FEMININA DO

MOMENTO
O nome desta marca francesa é dedicado à avó de Julian, uma mulher elegante, feminina e forte.

03 DE ABRIL DE 2023

Máxima

undada em 2008 e atualmente com mais de sete mil pontos de venda em todo o
mundo, a Molly Bracken é, segundo Julian, dedicada às mulheres de hoje, com peças
intempestivas revisitadas.

MODA, NOSTALGIA E
IRREVERÊNCIA: JULIAN

SIDONIO É O HOMEM POR
TRÁS DA MARCA FEMININA DO

MOMENTO
O nome desta marca francesa é dedicado à avó de Julian, uma mulher elegante, feminina e forte.

03 DE ABRIL DE 2023

Máxima

undada em 2008 e atualmente com mais de sete mil pontos de venda em todo o
mundo, a Molly Bracken é, segundo Julian, dedicada às mulheres de hoje, com peças
intempestivas revisitadas.

F "É um estilo essencialmente feminino, definido por padrões e cores exclusivas.
Este espírito boémio dos anos 70 marca as nossas coleções e é isso que os
nossos clientes adoram", conta Julian Sidonio, codiretor da prestigiada marca
francesa Molly Bracken, que já se tornou um verdadeiro sucesso no universo

da moda internacional.

A história de Molly Bracken vai além das fronteiras e do tempo. A marca é francesa,
mas a sua criação foi inspirada nas fotografias de uma jovem mulher tirada na Irlanda,
nos longínquos anos 20. Molly, a mulher irlandesa da fotografia, elegante, feminina e
forte, é nada mais nada menos do que a avó de Julian Sidonio.

"A Molly Bracken era a minha avó irlandesa. Uma figura feminina que simboliza a sua era
pós-vitoriana. Depois da guerra, as mulheres, enquanto mulheres acima de tudo, tinham o

seu destino nas suas próprias mãos com coragem e resiliência… este destino e esta era
inspiraram-nos e são o ponto de partida da aventura da Molly Bracken"

Para os criadores da marca, Julian e a sua mulher Catherine – que também assume o
papel de diretora artística –, o objetivo e visão das diferentes coleções é transmitir esta
herança, história distinta e detentora de uma nostalgia quase mística.

"Com a Molly Bracken, queria criar uma marca que estivesse em sintonia com os
tempos, oferecendo a todas as mulheres um estilo distinto a um preço controlado. É
por isso que as nossas marcas incluem muitos modelos, com uma vasta gama de
cores e tamanhos. As coleções destinam-se a todos os estilos femininos. Esta é a base
do nosso modelo de negócio", reflete o codiretor, em entrevista exclusiva à Cofina,
sobre as mensagens e valores que pretende transmitir às mulheres através da Molly
Bracken, como homem por detrás de uma marca feminina mas também como pai.

Feminilidade única e poderosa

A Molly Bracken retém na sua essência uma feminilidade única e elegante,
combinando harmoniosamente o estilo boémio e retro chic com uma feminilidade
poderosa, através da elaboração de peças em renda, lantejoulas e outros tecidos mais
delicados.

São os cortes e os detalhes aprimorados que elevam o vestuário e os acessórios,
tornando cada coleção uma ode ao estilo francês, tipicamente sofisticado, e à
originalidade do estilo anglo-saxónico, refletindo a ascendência irlandesa da marca.

Julian Sidonio, com quem estivemos à conversa, não só é um homem num mundo de
mulheres como é o ponto de partida e a força impulsionadora do papel disruptivo da
Molly Bracken além-fronteiras.

Como nasceu a Molly Bracken?

A Molly Bracken era a minha avó irlandesa. Uma figura feminina que simboliza a sua
era pós-vitoriana. Depois da guerra, as mulheres, enquanto mulheres acima de tudo,
tinham o seu destino nas suas próprias mãos com coragem e resiliência… este destino
e esta era inspiraram-nos e são o ponto de partida da aventura da Molly Bracken.

Como define o estilo da "Mulher Molly Bracken"?

É um estilo essencialmente feminino, definido por padrões e cores exclusivas. As
referências vintage são os nossos marcadores, um inteligente twist para obter uma
combinação que mistura vários géneros. Este espírito boémio dos anos 70 marca as
nossas coleções e é isso que os nossos clientes adoram.

De quem foi a ideia de ter a Lili a desenhar e a dirigir essa

linha?

Foi uma ideia conjunta e partilhada. Temos um espírito empreendedor e adoramos
moda. Está nos nossos genes. A minha filha Lili Sidonio tinha uma visão de moda
muito pessoal... os modelos que queria, os estilos que queria encarnar como jovem e
hoje como mulher jovem. Códigos urbanos e artísticos com referências aos anos 80 e
90. Tal como a mãe, a Lili ama arte e dela extrai muitas referências, mas mais
contemporâneas: pop art, abstrata ou arte cinética. Estudou na Central Saint Martins
School e está agora no King's College, ambas em Londres, para alargar os seus
conhecimentos e a sua visão do mundo. É definitivamente uma designer e uma
mulher que decide o seu próprio destino.

A pandemia teve impacto no negócio? O comércio retalhista

ainda está "vivo e bem"?

A pandemia mudou a situação. Os consumidores mudaram para o mercado online,
mas agora estão novamente a virar-se para o retalho. Hoje, é necessário multiplicar os
canais de venda, reorganizar a distribuição e adaptar o marketing para atingir
múltiplos alvos. Deste lado, somos distribuídos através dos nossos parceiros
multimarcas e grandes superfícies, o que nos permite estar amplamente
representados sem passar necessariamente para as lojas em nome próprio.

O espaço físico de vendas continua a ser importante na experiência do cliente. O
conceito, o contacto com o produto, os cortes, os materiais e o merchandising são
fundamentais para perceber as coleções. É importante saber como adicionar,
alavancar e multiplicar as oportunidades internacionais de modo a chegarmos
eficazmente ao cliente final.

"As nossas coleções – femininas e coloridas, com materiais fluidos e suaves – são
espontaneamente apreciadas nestas regiões onde o sol é omnipresente"

Atualmente, no mundo da moda, está a ser dada muita

atenção à sustentabilidade no processo de produção. Como

marca plenamente ecorresponsável, que passos deu a Molly

Bracken no sentido de criar uma forma mais sustentável para

as novas coleções?

M
ED

IA

PORTRAITS AND SUCCESS STORIESMédia
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    CCoorreess::  Cor

    ÁÁrreeaa::  19,00 x 27,70 cm²

    CCoorrttee::  1 de 1IIDD::  104226550 01-04-2023

    MMeeiioo::  Imprensa

    PPaaííss::  Portugal

    PPeerriioodd..::  Mensal

    ÂÂmmbbiittoo::  Femininas e Moda

    PPáágg::  45

    CCoorreess::  Cor

    ÁÁrreeaa::  19,00 x 27,70 cm²

    CCoorrttee::  1 de 1IIDD::  103866071 01-03-2023
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    MMeeiioo::  Imprensa

    PPaaííss::  Portugal

    PPeerriioodd..::  Mensal

    ÂÂmmbbiittoo::  Femininas e Moda

    PPáágg::  27

    CCoorreess::  Cor

    ÁÁrreeaa::  17,50 x 25,50 cm²

    CCoorrttee::  1 de 1IIDD::  103841046 01-03-2023
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COMPRAS

Hija de los fundadores de la firma de moda francesa Molly Bracken,  
Lili Sidonio diseña para su marca homónima. Y en ella refleja un estilo 
apasionado por el arte, los clásicos fashion y la estética Bristish y el color.

PAREJA 
INESPERADA 

¿Vestido o 
pantalón? No 

dudes: opta por  
los dos juntos en  

el mismo look. 
Agradéceselo a la 

microtendencia 
más top y efectista 

de esta  nueva  
temporada. 

La ‘wishlist’ de…

1  Corrector Touche Éclat High Cover,  
de Yves Saint Laurent, 23 €; (ysl.com).  

2 Vestido En algodón 100 % y con 
detalle de argollas plateadas, de  
Lili Sidonio, 62 €; (lilisidonio.com). 

3 Perfume Bon Bon, de Viktor & Rolf,  
100 €; (viktor-rolf.com). 

4 Gafas de sol Con cristales rosas,  
de Gucci, 360 €; (gucci.com). 

5 Camiseta En algodón 100%, con  
letras de tul, de Lili Sidonio, 40 €;  
(lilisidonio.com). 

6 Pendientes De botón, con diamantes, 
de Tiffany & Co., 1.350 €; (tiffany.es).

7 Cazadora En algodón 100% y bajo 
deshilachado, de Lili Sidonio, 90 €; 
(lilisidonio.com).  

8 Stilettos Modelo Kate, en charol,  
de Christian Loboutin, 575 €;   
(christianlouboutin.com).  

9 Mercadillo “Me encanta ir al  
mercadillo de Brick Lane en Londres  
para comprar piezas y chollos vintage, 
y desayunar bagels con mis amigos.”

10 Exposición “Treasures from the 
 Wreck of the Unbelievable, de Damian 
Hirst. Un falso documental sobre un 
tesoro naufragado lleno de obras de arte 
que, en realidad, eran del propio Hirst.  
El artista  escenificó el descubrimiento 
con buzos e investigadores falsos.” 

LILI SIDONIO 
Fundadora y directora creativa 
de la firma de moda Lili Sidonio.

2
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4

10
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7
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O espírito neo-retro de Palm Springs 
inspirou a coleção Primavera-Verão 
de LILI SIDONIO para um resultado 

glossy & pop ao estilo das  
baby dolls dos anos 60. 

“As variações entre o rosa e o verde 
são o foco desta coleção num 

guarda-roupa lúdico que são únicos 
para a minha marca”.

LILI SIDONIO 
Designer e musa da sua própria marca

ONDA 
VINTAGE

P
U

B
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R
R

E
P

O
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T
A

G
E

M

Vestido 
rodado 
turquesa  
69,95€

Busão de 
ganga  

119,95€

Saia de 
ganga  

54,95€

Macacão 
verde  

99,95€

À venda nas redes de lojas multimarca e www.lilisidonio.com

Top coral com atilho   
34,95€
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„ F ü n f  D i n g e, 
d i e  i c h  ü b e r 

S t i l  w e i ß “
An dieser Stelle verraten uns Frauen, die es wissen müssen, wie guter Stil geht. Dieses 
Mal: Gründerin und Unternehmerin Catherine Sidonio. Als Kostümbildnerin am Royal 

National Theatre in London fing alles an. Stationen im Merchandising bei Armani und im 
Vertrieb amerikanischer Streetwear-Marken folgten, bis die Französin 2008 zusammen 

mit ihrem Mann Julian das Label Molly Bracken gründete

1 „Was ich jeden Tag trage, ist abhängig 
von den beruflichen Terminen die ich 

habe, ob ich reise, wie das Wetter ist … 
Manchmal ist mir nach einem langen 
Kleid mit Boho-Spirit, ein anderes Mal 
nach einem cleanen Look mit Jeans und 
navyblauem Blazer. Ich bin Frau, Mutter 
und Co-Geschäftsführerin und weiß 

also, was für Herausforderungen auf die 
moderne Frau warten. Meine Kollektio-
nen sind genau für diesen vielseitigen 
Lifestyle gemacht.“

2 „Meine Leidenschaften sind In-
spiration für meinen Stil und meine 

Kreationen: moderne und zeitgenös-

sische Kunst, Vintage, antike Objekte, 
Fotografie, Musik und Reisen. Die 60er- 
bis 80er-Jahre haben es mir besonders 
angetan und das findet sich auch in 
meinen Styles wieder.“

3 „Ich komme aus einer Familie, in der 
Frauen eine wichtige Rolle spielen. 

Freiheit und Unabhängigkeit sind Werte, 
die mir von den Frauen in meiner Familie 
weitergegeben wurden. Dabei haben sie 
sich immer ihre Weiblichkeit bewahrt. 
Kleidung sollte feminin, praktisch und 
bequem zugleich sein.“

4 „Mode entwickelt sich mit der Ge-
sellschaft, aber sie sollte auch zeitlos 

sein. In meinen Kollektionen versuche 
ich neu und vintage zu kombinieren, 
setze etwa auf wunderschöne Drucke 
und mutiges Layering.“

5 „Haltung ist ein wichtiger Teil des 
eigenen Stils. Egal, für welches Outfit 

man sich entschieden hat – zum Look ge-
hört auch die Körpersprache, die Art, wie 
man sich bewegt und spricht.“ 

Molly Bracken hat heute 
viele Tochterlabels – Mini 

Molly, Lili Sidonio, und 
Gabrielle . Die Molly 

Bracken-Kollektionen sind 
in ausgesuchten Stores 

und auf mollybracken.com 
erhätlich

T E X T  K I M  S Ö R N S E N

   32   
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SHOOTING DE
LA CAMPAGNE

ÉTÉ 2023,
de la marque
Molly Bracken

une tranche d’âge chez la femme et des envies
différentes pour celle-ci. Au total, « on compte
un millier de références ». La marque est
vendue dans de grands magasins tels que les
Galeries Layette ou E1Corte Inglés.

En quelqueschiffres,Molly
Bracken ce sont 7 600 points
de vente à l’international,
une soixantaine d’employés
en France, une centaine en
Espagne et une vingtaine
aux Etats-Unis. Sans oublier
des bureaux et un siège basé

à Six-Fours-les-Plages.
Avant ce succès quantitatif, la marque de
vêtements fondée en 2008 est avant tout une

histoire de famille puisqu'elle a été fondée
par un couple, Catherine et Julian Sidonio.

Mais aussi parce que c'est ainsi que
s'appelait la grand-mère de ce
dernier. « Catherine a toujours aimé
son nom », se souvient-il. Cette
volonté de rendre hommage à cette
aïeule originaire d’Irlande du Nord,
« c’est ce que nous avons voulu
transmettre à travers des collections
mixant bohème et rétro chic,

féminité et douceur, sequins et
dentelles », poursuit-il.

Au fil des années, Molly Bracken a
développé d’autres marques tout en gardant

son ADN. Parmi elles : Gabrielle, Lili Sidonio
ou encore Mini Molly chacune représentant

Au fil des années, Molly Bracken a développé
d'autres marques. Parmi elles : Gabrielle, Lili
Sidonio ou encore Mini Molly chacune
représentant une tranche d'âge chez la femme
et des envies différentes pour celle-ci. Au total,
« on compte un millier de références ».
La marque est vendue dans de grands
magasins tels que les Galeries Layette
ou El Corte Inglés.

Molly Bracken : trouver son ADN

Les débuts sont compliqués. Dès le lancement,
les dirigeants se déplacent de salons en salons
pour gagner en notoriété. Mais le succès n’est
pas immédiat : « On n’avait pas encore trouvé
l’ADN de la marque, on n’avait pas le bon
produit », reconnaît Julian Sidonio.
A cette époque, Molly Bracken ne proposait
que des t-shirts.
11aura fallu trois saisons pour trouver son
produit phare grâce au « génie artistique » de
Catherine Sidonio, comme le souligne son
mari. « Catherine achetait des robes pour
notre fille qui à l’époque avait 15 ans. Mais les
produits étaient trop chers. » A chaque
problème, sa solution : autant créer leurs
propres modèles de robes. Elles ont été
immédiatement appréciées lors de la qua
trième participation de la marque au salon
parisien de mode Who’s Next en 2010.
C’est à ce moment précis que l’héritage de la

grand-mère irlandaise
- de Julian Sidonio prend

tout son sens. Catherine
Sidonio tombe sur des
photos d’elle lorsqu’elle
était plus jeune, habillée
d’une tenue dominicale
en dentelle, avec un
panier en paille sur le
côté. Même pour une
famille de travailleurs,
comme la sienne, le
dimanche était une
date importante :
“her sunday best” ■■■

FOCUS I SIX-FOURS-LES-PLAGES

En 2008, Julian Sidonio fonde avec sa femme,
Catherine, la marque de vêtements Molly Bracken.
Basée à Six-Fours-les-Plages, elle rencontre un
succès international.

FAMILLE
L
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Molly Bracken mise sur
une ambiance romantique
pour répondre aux envies
de ses clientes.

utilisé pour les colis d’expédition, « inutile »
selon lui. Les dirigeants n’hésitent pas à
montrer leur amour pour les animaux. C’est
pourquoi ils ont arrêté d’utiliser du cuir, des
plumes ou de la fourrure. « On a vu comment
ils étaient traités, c’était insoutenable. On ne
veut plus faire partie de ce type d’industrie. »
Molly Bracken a toujours une liste de projets.
Sans nous les dévoiler, le dirigeant esquisse
quelques possibilités. « Si je dois ouvrir un
magasin, ce sera en Espagne car le retail est
différent par rapport à la France ». Mais il
n’oublie pas son marché américain : « On est la
seule marque de vêtements d’Europe à fournir
la Marine et l’Armée de Terre américaine. Nous
sommes présents dans 72 casinos des Etats
Unis donc on a une marge potentielle à réaliser
là-bas », conclut-il.

- Samuel Azemard

Les débuts sont compliqués. Dès le
lancement, les dirigeants se déplacent
de salons en salons pour gagner en
notoriété. Mais le succès n'est pas
immédiat : « On n'avait pas encore trouvé
l'ADN de la marque, on n'avait pas le bon
produit », reconnaît Julian Sidonio.

« Les collections mixent bohème et rétro chic, féminité et douceur, sequins et
dentelles », explique Julian Sidonio.
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■■■ (être sur son trente et
un, en anglais).
L’ADN avait été trouvé.
« Le succès était là et on l’a
saisi, on a été inondé de
commandes ! ».Atelpoint
que leur premier entrepôt
dans la zone de Camp
Laurent à La Seyne-sur-Mer
est vite trop petit, d’où une
installation à Six-Fours,
avec des nouveaux locaux de
2 000 m2 à la Millonne sur

4 ooo m2 de terrain.
Depuis, l’objectif premier de
Molly Bracken est de « refé
miniser la femme » en
misant sur des atmosphères
romantiques.

« Quand on veut,
on peut »

Pour lui, la raison de son
succès est simple : « Quand
on veut on peut »... mais il
faut se donner les moyens.
« La France, quoi qu’on en
dise, est le meilleur pays
pour se lancer et se dévelop
per économiquement »,
estime Julian Sidonio.
L’ascension s’est réalisée
étape par étape selon le
dirigeant. « Pendant six ans,
j’étais dans tous les salons
internationaux allant en
Colombie, Paris, Japon, Tokyo, Amsterdam,
New York, Dallas... Pendant cinq ans je n’étais
pas chez moi. ». Son objectif : se faire connaître
au maximum. Lors de ces salons, il prend avec
lui « deux grandes valises, des portants pour y
placer les nouveautés ». Julian Sidonio est fier

JulianSidonio,fondateurde lamarqueMollyBracken,

du chemin parcouru : « On n’a pas créé et
développé notre entreprise avec des subven
tions, des prêts à la banque etc. On s’est
débrouillés seuls du début à la fin. On n’avait
rien à perdre car on n’avait rien. »

Les engagements de Molly Bracken

UN HYMNE À L'AMOUR
POUR SIX-FOURS-LES-PLAGES

Le havre de paix de la marque Molly Bracken, malgré son expan
sion à l'international, reste Six-Fours.
II y a 33 ans Julian Sidonio rencontre une Toulonnaise, Catherine.
Ils avaient le choix : soit vivre à Londres soit dans le sud de la
France. Ce sera le Sud et le Var en particulier. « On a une qualité de
vie ici qu'on aura nulle part ailleurs », souligne-t-il. « On a la mer, la
gastronomie, il fait beau 360 jours par an... Quoi de mieux que cet
endroit pour recevoir nos clients. On organise des présentations
commerciales ici ou on s'octroie trois jours pour les faire sur 111e
des Embiez. Forcément tout le monde est bluffé. »

Julian Sidonio est catégorique : si une création
plait tant mieux, si elle ne plait pas c’est
dommage mais rien ne changera, car Molly
Bracken ne veut pas se plier aux tendances et
aux dictats de la mode. Tout est pensé et
dessiné par Catherine Sidonio. Ses inspirations
proviennent de ses nombreux voyages. Les
matières principales : le coton, la viscose, chez
Molly Bracken on aime le mélange de matières.
Molly Bracken insiste sur ses engagements
environnementaux et RSE (Responsabilité
sociétale des entreprises). « On l’a fait avant
que ce ne soit tendance », tient à souligner son
fondateur. Notamment en enlevant le plastique

Tous droits de reproduction et de représentation réservés au titulaire de droits de propriété intellectuelle 
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Paris Metro display for the Molly Bracken collection
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 Our brands adorn the 
walls of the Parisian Metro, 
elegantly promoting upcoming 
fashion shows and industry 
corners. 

Metro
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Paris Metro display for the Lili Sidonio collection
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Paris fashion shows and who’s nextWild poster campaign
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PARISIAN  Busses provide immense brand 
visibility by being easily spotted amongst 
the fashion capital’s daily crowds and 
tourists. 

Buses
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LARGE OUTDOOR FORMATS
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 Whether it’s a marketplace banner or a billboard in a 
capital city, Molly Bracken thinks big. 

Média
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Our brands can be found in the largest malls around the world, conquering corners and leading in sales.

MALLSMédia
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Our website is 
dedicated to showcasing 

our brands, our 
c o l l e c t i o n s  a n d  o u r 

commitments.

Web
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NOUVELLE 
COLLECTION

DECOUVRIR

LILI’S WORLD
Sequo torrunt volor sitiuntio 

torum venem ipid et lius. Sequo torrunt 
volor sitiuntio torum venpid et libus. Sequo 

torrunt volor sitiuntio t
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RESTOCK

B TO B SITE

W
EBB TO B PLATFORM

 Molly Bracken brands are now available on a professional replenishment 
platform, allowing seasonally active customers to manage their replenishment in 
a proactive and organized way.
 This new logistical resource provides the opportunity to view the entire 
collection, discover new styles, complete initial orders, better manage  market 
demands and optimize performance.

RESTOCK

Web
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NEWSLETTERS

W
EB

 Our weekly newsletters are dedicated to our customers, showcasing the best of our collections, 
upcoming promotions, product launches and giveaways, keeping our subscribers up-to-date on all 
things Molly Bracken. 

Web
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LIVES SHOPPING
Web

 A weekly live event, during which our team presents never-before-seen pieces from 
the new collection linked to a theme (season, trends, holidays...).  
A moment of sharing and exchange, attended by over a hundred loyal customers.
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Molly Bracken
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INSTAGRAM, FACEBOOK AND X 
COMMUNITY 

@mollybracken_official

142k followers

Molly Bracken Officiel

114 k  followers
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INSTAGRAM, FACEBOOK ET X 
COMMUNITY 

gabrielle_collection

2051 followers

Gabrielle 
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Lili Sidonio
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lilisidonio_official

25,5k followers

Lili Sidonio

1,6 K followers

INSTAGRAM, FACEBOOK AND X 
COMMUNITY 
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INSTAGRAM AND FACEBOOK 
COMMUNITY 

mollybrackengirl

4 342 followers

Molly Bracken Girl
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INFLUENCER MARKETING

 Influencer Marketing has been fundamental in making our brands known on an in-
ternational scale. We regularly collaborate with micro and macro-influencers from all over the 
world, including FRANCE, SPAIN, ITALY, PORTUGAL, GERMANY, BELGIUM, UK, USA, CANADA, 
GREECE, IRLAND... 

INSTAGRAM REELS
MOLLY BRACKEN
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Social média
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INSTAGRAM REELS
LILI SIDONIO

INFLUENCER MARKETINGSocial média
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CONCOURS

X

PARTNERSHIPS 
PRESS

Published in the most prestigious women’s magazines, our brands use 
fun contests to create interaction with the reader and maximize visibility.
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PARTNERSHIPS 
INSTAGRAM

Each month, Molly Bracken and another brand join 
forces for a mega Instagram giveaway to increase 
social engagement, shared visibility and following.
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BRAND POSITIONINGFocus

 Dedicated to active women in search of an upgraded wardrobe, Gabrielle 
offers a stylistic positioning of bohemian chic and assertive glamour.

 With an eco-responsible approach, Gabrielle offers iconic pieces with a 
cruise spirit and subtle, refined materials.
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 Molly Bracken ventures back in time to create a collection inspired by 
retro-bohemian and vintage styles, all while never losing its iconic French 
Anglo-Saxon style. 
 The Spring Summer 2022 collection is dedicated to the active, yet resolutely 
feminine, women that values responsible fashion at affordable prices. Molly Bracken 
offers timeless collections, each true to their own theme.
 This collection offers exclusive prints, shapes, materials and colors that 
keep the woman on-the-go stylish yet comfortable, allowing her to accomplish her 
wildest dreams.

BRAND POSITIONINGFocus
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 Spring-summer 2024 invites you to a vacation by the sea...

 In this beautiful home where summer memories resonate, new desires awaken the senses, 
inviting you to surrender to the joy of newfound freedom’s first days. Dance on the immense bed that 
cradles languid naps and lazy mornings, and dream in the shade of a garden rich with musky scents, its 
fragrance echoing the vegetal motifs in the prints, a captivating call to reconnect with the natural world.

 In this haven where time stands still, a bohemian chic spirit reigns over both the people and 
the place. It is embodied in the finely printed cotton veils with Indian accents, as if in response to the rich 
textured hangings.
 
 Here, friendship is replenished through daydreaming and sharing, like a freedom-loving 
tandem, in a ballet of graceful, colorful silhouettes.

 Ikat motifs harmonize in a raspberry-pink range, while cashmeres play with delicate 
transparencies on beautiful blouses.
 Knits take on shimmering brilliance in the sun and play with light.
 Dresses stretch out in flowing maxi volumes, a hymn to femininity. 

 The beach is a permanent invitation, calling for a Cyclades-like wardrobe of ultramarine and 
cobalt blue.
 Vaporous shirts are layered over swimsuits, like an assumed nonchalance.
 Light denim and tencel are fluid companions to loose jumpsuits and lace-back dresses.

 Summer summons the depth of color and the creativity of beautiful prints, to celebrate all 
those light, sunny moments that praise freedom.

TREND OF THE SEASON
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BRAND POSITIONINGFocus

 By creating «La Maison par Molly Bracken», our designer Catherine Sidonio 
was inspired by our new lifestyles, which combine  teleworking with the desire to 
look good at home. 
 A chic and comfortable wardrobe, declining the prints of the main line in 
beautiful kimono-style ensembles. Fine knits, delicate satins and flowing fabrics 
make up this feminine, colorful loungewear collection.
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BRAND POSITIONINGFocus

  «Le Soir by Molly Bracken» effortlessly combines elegance and romance, 
using dreamy pastels and elegant lengths. 

 Maxi dresses, flowing wide-leg jumpsuits and formal dresses complete 
this subtle, timelessly chic collection.
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BRAND POSITIONINGFocus
 Catherine Sidonio imagined a collection dedicated to beachwear.
 Subtly matching Molly Bracken’s well known codes and style, Catherine 
designed 80 romantic, bohemian beachwear pieces, creating a complete 
collection. The collection invites you to enjoy the sun and embrace your 
femininity...
 Ibiza-style crochet pieces coordinate with long openwork skirts and 
little halter dresses, beautiful colorblock plains match with coordinating 
prints, glitter materials with a clubbing spirit play up the shine and coordinate 
with chic and glamorous swimwear, subtly animal prints win over one shoulder 
swimsuits, fluid pants, light pareos when pieces with a plant theme, palm trees 
and colorful patterns, echo the luxuriance of summer.
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 Fabricated from body-hugging and unrestrictive yet supportive material, this 
collection combines comfort and style to optimize sensation and performance. Le 
Sport is perfect for a wide array of activities, such as yoga, pilates, HITT, hiking and 
dancing, just to name a few.
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BRAND POSITIONINGFocus

 Lili Sidonio excels in her pop and urban style with an artsy touch.  

She revisits iconic shapes and silhouettes from the 80s’ and early 2000s, enjoys 

reinventing preppy and rock fashion codes. She reinvents Must-Haves by playing 

wih volumes and fabrics. Edgy and oversize silhouettes, flashy styles: the LILI 

SIDONIO brand takes us to her stylish universe with pop or preppy accents, like a 

return to her heritage…for a mulifaceted wardrobe as today’s young ladies wish to 

dress...
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Seasonal messageSPRING - SUMMER 
2024

Lili Sidonio embarks on a season marked by an assertive femininity, which fulfills itself in 
all the stylistic exercises of summer.

In a Palm Spring setting that echoes her favorite graphic codes, the Lili Sidonio Spring-
Summer 2024 collection is embodied in a wardrobe that is glittering, feminine and 
liberated.

A nonchalant allure, a rock attitude, a slightly casual mood... Lili Sidonio lives the most 
beautiful season of the year to the rhythm of her spontaneous desires. A sculptural pool 
with a modern purity will be the playground for multiple and varied outfits.

Surf-girl prints in a sixty-something spirit, worn over coordinated beachwear, play up the 
summer fun. Swimsuit tops match maxi floral pants. A feminine and colorful Hawaiian 
inspiration, found on ruffled dresses with coconut prints.

The brand’s signature blazer-trouser total looks, plain or printed, upgrade the wardrobe 
for a charismatic silhouette.

A tropical ambience, between cacti and palm trees, invites khakis, which, in a military 
register, play on the GI Jane spirit.

Greens energize this highly summery collection, taking us in a Brazilian spirit to the 
beaches of Rio for an exotic voyage and a beach wardrobe that dresses the silhouette 
day and night.swimsuits are worn without hesitation over long knitted dresses, for an 
assertive over-under effect. Openwork and fringed knits mix with pastel, tie-and-dye or 
faded denim.

The festival spirit is summoned, dear to our designer and muse Lili Sidonio, to dance the 
summer away again and again...
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BRAND POSITIONINGFocus

 Catering to girls from 8 to 16 year olds, the Mini Molly collection highlights  
bohemian rock accents while prioritizing fabrication, colors and details. 
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Molly Bracken Girl
Printemps - Été 2024

Le Printemps - Été 2024 invite à toutes les envies et les 
destinations...
Les jours se rallongent, créant des impulsions nouvelles. 
À l’appel de l’océan, le vestiaire se pare de bleu dans un 
camaïeu allant du ciel azur jusqu’aux flots marins... Sur les 
robes, les t-shirts et les douces mailles, les rayures rappellent 
les parasols et les belles éponges sur le sable. Mixées avec 
du denim en petite jupe ou en short ceinturé, pour un parfait 
vestiaire d’entrée de saison, que l’on porte en ville et jusqu’au 
cœur des vacances.
Les fleurs proposent une nouvelle partition, toutes en noir 
et blanc. Dans un esprit urbain, les rayures black and white 
signent des robes à l’esprit collège, les petits tops col polo 
s’associent à de jolis mocassins et des socquettes blanches.
Dans un thème plus bohème, les maxi fleurs pastels mauves 
et roses investissent des robes romantiques, rappelant les 
grands hortensias.
L’été s’affirme à travers des imprimés fruités-sorbets. Les 
crèmes se mêlent à l’intensité des orangés pour créer des 
silhouettes aux accents rétro.
La campagne fleurie invite aux pauses champêtres, où les 
verts tendres se jouent sur d’amples robes à volants.
Au zénith de l’été, un esprit plage où le vestiaire devient léger, 
dans des formes cools et amples. Une ambiance «van life» 
salée, conjugue tongs, skate et cocotiers sur des combi-
pantalons et des tenues short débardeur de plein d’été.

Molly Bracken Girl
Spring - Summer 2024

Spring-summer 2024 invites all kinds of desires and 
destinations...
The days are getting longer, creating new impulses. At the 
call of the ocean, the wardrobe is decked out in blue, in 
a cameo ranging from azure skies to ocean waves... On 
dresses, T-shirts and soft knits, stripes recall parasols and 
beautiful towels on the sand.  Mixed with denim in a little 
skirt or belted shorts, for a perfect entry-level wardrobe 
that can be worn in town right through to the heart of the 
vacation season.
Flowers offer a new score, all in black and white. In an 
urban spirit, black-and-white stripes sign college-style 
dresses, while polo-neck tops are paired with pretty 
moccasins and white socks. In a more bohemian theme, 
pastel mauve and pink maxi flowers take over romantic 
dresses, reminiscent of large hydrangeas.
Summer asserts itself in fruity-sorbet prints. Creams 
mingle with intense oranges to create silhouettes with 
retro accents.
The flowery countryside invites you to take a break in the 
countryside, where soft greens are played out on loose, 
ruffled dresses. At summer’s zenith, a beach spirit where 
the wardrobe becomes light, in cool, loose shapes.
A salty, «van life» ambiance combines flip-flops, 
skateboarding and coconut palms on combi-pants and 
short tank-top outfits for the height of summer.
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