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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 Mini Molly 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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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 ‘23 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

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 STRATEGIC BUSINESS COMBINATIONDistribution

01 03

02 04 06

05
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 
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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 / FOCUS
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 Opening in the second half of 2023 of two beautiful Molly 
Bracken stores in ultra-premium locations, exposed to a dynamic 
and fashionable flow.

NEW STORES
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COMMUNICATION ON A GLOBAL SCALE
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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 PRESSMarketing
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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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PORTRAITS AND SUCCESS STORIESMédia
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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?

PORTRAITS AND SUCCESS STORIES
Média

M
ED

IA
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    MMeeiioo::  Imprensa

    PPaaííss::  Portugal

    PPeerriioodd..::  Mensal

    ÂÂmmbbiittoo::  Femininas e Moda

    PPáágg::  15

    CCoorreess::  Cor

    ÁÁrreeaa::  19,00 x 27,70 cm²

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

PORTRAITS AND SUCCESS STORIESMédia
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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

PORTRAITS AND SUCCESS STORIESMédia
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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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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
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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€

PORTRAITS AND SUCCESS STORIES
Média
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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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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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NOUVELLE 
COLLECTION
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NOUVELLE 
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W
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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 
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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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DECOUVRIR

LILI’S WORLD
Sequo torrunt volor sitiuntio 

torum venem ipid et lius. Sequo torrunt 
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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.

Web

RESTOCK



Page 49

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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@mollybracken_official

135k followers

Molly Bracken

#Fashionbrand 
designed in France

www.mollybracken.com

INSTAGRAM 
COMMUNITY 
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INSTAGRAM 
COMMUNITY 

gabrielle_collection

2051 abonnés

www.gabrielle-official.com
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lilisidonio_official

24.3k followers

Lili Sidonio

Urban & Rock collection 
by @lili_sidonio

www.lilisidonio.com

INSTAGRAM 
COMMUNITY 
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mollybrackengirl

4,342 followers

www.mollybracken.com
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INSTAGRAM 
COMMUNITY 
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FACEBOOK 
COMMUNITY SO
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Molly Bracken Official

109,494  followers

Note :   4  stars

www.mollybracken.com
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Gabrielle 

www.gabrielle-official.com

FACEBOOK 
COMMUNITY
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Lili Sidonio

1,2 K  abonnés

www.lilisidonio.com

FACEBOOK 
COMMUNITY
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Molly Bracken Girl

www.mollybracken.com

FACEBOOK 
COMMUNITY
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Molly Bracken

www.mollybracken.com

TWITTER 
COMMUNITY 
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Lili Sidonio

www.mollybracken.com

TWITTER 
COMMUNITY 
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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... 

INSTAGRAM REELS
MOLLY BRACKEN
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Social média
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@ellaarose 

@carolaskidelsky
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INSTAGRAM REELS
LILI SIDONIO

INFLUENCER MARKETING
Social 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.
  

G
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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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 This Fall-Winter 2023 collection sparks adventure and mystery in the heart of an earthy 
colorful and perfectly wild nature. The heroines of this collection seek their inner goddess to discover 
the hidden multiple facets of their personality. This duo, as an asserted sorority, set out to explore their 
desire for style which are expressed in a wardrobe rich in possibilities. 

This natural theater with intense ochres invites you to travel to wide open spaces, the highlands with 
Peruvian accents and offers folk outfits where Siena lands intertwine with winter whites in off white, 
beige and ivory tones. Beautiful cashmere patterns are available on velvet pant suits, blouses and 
ruffled chiffon skirts. Deep terracottas play with chambray pieces and tie-dye knits with a vintage effect 
are adorned with knitted lace... Shirt jackets with Peruvian patterns rub shoulders with beautiful faded 
blue jean sweaters... 

Purple prints are represented on shirt dresses, blouses and wrap skirts layered with alpaca or boiled 
wool inspired items. 

Knits are mixed with authentic denim worked with solid topstitching, sometimes with multiple pockets, 
available in long skirts and thick coats... Maxi-dresses invite to bewitched dances with shamanic 
accents. 

Sequins, lame, glitters adorned on dresses and suits in deep midnight blue reveal a modernized 
silhouette. Indian pink Ikat prints take over major pieces in the collection. Fuchsia embraces thick 
corduroy on jacket-pant sets and color block coats... 

In a range of ochre and raspberry colors, beautiful ultra-bohemian patchworks come together paired 
with faux sheepskin and suedette parkas, bathrobe jackets in ethnic wool cloth, or even quilted jackets, 
contrasted by oversized knits with large cables. 

A retro pink mix, with both ethnic and bohemian accents, plays with dresses with balloon sleeves and 
flowy maxi dresses contrasted by garnet colored pieces. 
A key color this season that we find on beautiful velvets wearable day and night, like a desire to cross 
the mirror like a sublimated metamorphosis...

Trend of  the season
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BRAND POSITIONINGFocus
 La Maison by Molly Bracken was inspired by society new way of life, 
specifically the reignited joy of staying at home. The collection elevates 
loungewear, offering pieces that are just as beautiful and stylish as work-wear, 
yet thoughtfully designed for multiple at-home needs.
 
 The collection features exquisitely tailored pajamas and sundresses 
composed of satins with exclusive prints, soft and cozy feminine sweaters, 
and jogging suits in comfortable and elegant knits that can easily be taken 
from day to night.
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CAMPAIGN IMAGES
Autumn - Winter 2023
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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...
 Flowers, colors, flounces, guipure lace, embroidery, knits and animal prints 
are eye catching and stylish, perfect for your next travel to the beach. From sun 
bathing in Honfleur with elegant multicolored stripes and soaking in the French 
Riviera with colorful maxi-prints or retro Brigitte Bardo 50’s inspired pieces, to  
traveling further south to the Aegean Sea, spicy Ibiza or the lush, green Tulum, our 
collection offers a wardrobe that allows every woman to be beautiful on the sand, 
regardless of the destination.
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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
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BRAND POSITIONINGFocus
 Lili Sidonio excels in her pop and urban style with Arty accents.  
 
 She revisits with inspiration the iconic models of the 80’s and 90’s, has fun 
reinventing preppy and rock codes, and reinterprets the Must-Haves in a new game 
of volumes and materials. 
 
 Edgy and oversized shapes, flashy signatures, offbeat looks : LILI SIDONIO 
takes us into her trendy universe with British accents, like a return to the origins... for 
a multiple wardrobe as desired by today’s young women.  
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Seasonal messageAUTUMN - WINTER 
2023  

Lili Sidonio, muse and designer of her own brand, continues her creative and 
introspective work by delivering a Fall-Winter 2023 collection which offers a staging 
concept.

In a series of playful paintings, Lili Sidonio hijacks feminine stereotypes with humor and 
subtlety.

Proud femme fatale, revisited active woman, ethereal disco queen, grunge pop star, 
bewitching siren, K-pop schoolgirl or even offbeat desperate housewife...

Lili Sidonio has fun with this imaginary style, proposing her own codes here, where her 
fashion offers several readings of the same personality.

Neo-90s style low-waisted trousers are combined with vintage-inspired oversized 
sweaters and multicolored knits. Mesh mixes with checks and vegan leather sets. 

Emerald green and purple bougainvillea, the star colors this winter, contrast with dark 
and black.

Panther effects invest in multiple materials : chiffon, denim, lurex knit, on key pieces such 
as textured leggings.

A kawaii college-inspired Japanese theme can be found on chiffon prints, checkered 
outfits, mixed with sleeveless sweaters or turtlenecks.

Acid yellow tones up the preppy style, like on checkered patterns that revisit the classics 
in new volumes.

A very grunge festival spirit invites itself on unstructured tops, vegan leather bras, 
micro-shorts, cut-out dresses, lurex sweaters and glitter denims.

Rock accents are played out in a black, red and white color scheme. The openwork tops 
coordinate with the striped slims, signature of the season. Zips are a must on pants and 
dresses.

The new bomber jackets twist the silhouette with oversized volumes.

Plains are reinvented in very grunge cuts, in fishnet bodysuits, shirts are cropped without 
hesitation, transparency is dared in white or sequined tops.

Leggings are adorned with mini-rhinestones. Padded jackets, with or without sleeves, 
deliver shiny, quilted reflections, while tight dresses and lurex stripes bring structured 
shine, for a fun and festive winter.

Velvet sublimates evening dresses and precious leggings, like an endless invitation to the 
night, like all the women we play in our lives. 
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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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Keep  in  touch

CORPORATE OVERVIEWThank you
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