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FUELLING PAST INTO FUTURE
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COMPANY OVERVIEW
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OUR STORY IS MADE OF

HERITAGE

UNIQUENESS

QUALITY

CONSISTENCY

ENERGY
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MONCLER WALKS INTO THE FUTURE…
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…TO MAKE IT HAPPEN
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A NEW PHASE STARTS IN 2018…

DISTRIBUTION

CLIENT

COMMUNICATION

PRODUCT

2003–2007
5 years of re-engineering

2008–2017
10 years of expansion

2018 and beyond:
The era of digitalisation
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…WITH A STRONGER MONCLER

CLIENT

WE ARE READY TO FACE THE NEW CHALLENGES

DISTRIBUTIONPRODUCT CLIENT
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MONCLER STRATEGY

UNIQUE

POSITIONING

GLOBAL

BRAND

SELECTIVE 

PRODUCT EXPANSION

DIRECT RELATIONSHIP 

WITH CLIENTS

DIGITAL CHANNEL

SUSTAINABLE GROWTH
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MONCLER GENIUS BUILDING

ONE HOUSE, DIFFERENT VOICES

Eight different projects defining

the unity of Moncler Genius

1 Moncler Pierpaolo Piccioli   

2 Moncler 1952   

3 Moncler Grenoble   

4 Moncler Simone Rocha

5 Moncler Craig Green   

6 Moncler Noir Kei Ninomiya   

7 Moncler Fragment Hiroshi Fujiwara   

8 Moncler Palm Angels
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A VIRTUOUS CIRCLE
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PRODUCT EVOLUTION: OUR MAIN GOALS 

OUTERWEAR MAIN COLLECTION

GRENOBLE ENFANT

KNITWEAR

SOFT ACCESSORIES

FOOTWEAR & LEATHER GOODS
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FROM DIFFERENT CHANNELS TO A FULLY CONNECTED AND INTEGRATED NETWORK

FOUR PILLARS:

Our goals:

• strengthen organic growth

• boost digital 

• integrate channels

1

IN-STORE EXPERIENCE

2

MOUNTAIN DNA

3

TRAVEL RETAIL

4

DIGITAL
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RETAIL: STILL UNEXPLOITED POTENTIAL FROM ORGANIC AND EXPANSION

Our goals:

• enter c.2 new countries per year

• at least 10 new openings per annum

• on-going relocations
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WHOLESALE: STRONG FOCUS ON SIS AND E-TAILERS

One goal: to increase wholesale revenues high single-digit

BOGOTÀ
LAGOS

LAHORE

BALI

SAIPAN

MUMBAI

MANILA

KUALA LUMPUR
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RETAIL EXCELLENCE 2.0

2008-2014

SELLING

EXPERIENCE

CLIENT

COMMUNICATION

INITIAL RETAIL DEVELOPMENT:

FOCUS ON NEW STORES
AND NEW CUSTOMERS

2015-2017

RETAIL EXCELLENCE 1.0:

FOCUS ON EXISTING CLIENTS.
INITIAL INTEGRATION

AMONG CHANNELS

2018-2020

RETAIL EXCELLENCE 2.0:

FOCUS ON OMNICHANNEL
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Obsessed with quality,

focused on time to market
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SUPPLY CHAIN: QUALITY IS OUR MISSION, TIME TO MARKET OUR FOCUS

continue to deliver the best–in–class products

highest quality standards

most innovative design at the planned time

OUR MISSION

KEY FOCUS AREAS

1
MONCLER GENIUS

2
PROCESSES OPTIMISATION

3
KNITWEAR, SHOES AND LEATHER GOODS

4
MONCLER CLINIQUE

Moncler wants to remain at the leading–edge of quality and innovation
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SUSTAINABILITY

•

•

•

•

•

•

•

•

•

RESPONSIBLE SOURCING

COMMUNITY SUPPORT

#PROUDTOBEMONCLER

OUR MISSION:


