Slalom to the
Finish: Carlyles Exit
fro

Moncler

'l

MONCLER

Praduct & Price

P T—

Solution & Analysis

Outfing MONCLER MARKETING STRATEGY

+ L i e srart el market
- Recememenied Marketing Stxiegs
 Parketng m

<P

T gt i
en

+ Promen
+ Dlskies setad aied ieschaind S
- BHire rial ad merchediiog
Carchaien

W e o

IR -
GLIE

—’ MARKETING MIX STRATEGY _’

Conclusion:

' - hscusser st reposkion Monde &5
an a5 pratoral and coniepoary Hestie band wis _’
acthewe s weaable tedhv gy podicts
it ponential costirins sichis

appealng B camen
Terrisdes gt 15 15 20 years £k

ponltnn whan it comes
imba sy and srad e ngage ment

TheCaseSolutions.com




lalom to the

Moncl
oncler inish: Carlyles Exit

Stuckent Narme wd Suname iK;

ina Baandels - 026998

i ipaam 2, MONCLER

Cathwiin Schrrid! - 026802

Titke: Moncler Progect
Lst: Fashien MIT MGT
Elass rumber: 2
(M Fersbion ard Lumusy Braved Mansgerrent)
bbb Marargors (Lordor Carmpurs]
Acardeic Yeur- 301571096 e
Date: OF Becemrber 2015
Qutline MONCLER MARKETING STRATEGY
+ UK artivewear ard smarl ey market
+ Recommendied Market ing Strategy
« Marketing mix stestegy
+ Proclut and grice
- Prormotion
+ Oviinee retal and merchandising "
- Cfflire: retal and merhandising, ‘..?
 Contsion
} MARKETING MIX STRATEGY ’
Conclusion:
} - Th gy discissed aims o mpasition Manderas
an aspirational and contermperary [festyle brand with ﬁ
actrewenr and wearsble techmology producs,
appesing 1o curtent and potentis] custamers swch as
females aped 15 to 20 years old,

= Moncler must take 3 Ieader- position when it comes
bo innauatian, sustainability and brand engagement

TheCaseSolutions.com



Student Name and Surname:
Ana Barandela - 026994

Andrea Meszaros - 023168
Ayala Kunafina - 024859

Catherin Schmidt - 026802

Title: Moncler Project

Unit: Fashion MKT MGT

Class number: 2

(MA Fashion and Luxury Brand Management)

Istituto Marangoni (London Campus)
Academic Year: 2015/2016
Date: O1 December 2015




Outline

- UK activewear and smart jewellery market
- Recommended Marketing Strategy
- Marketing mix strategy:

- Product and price

« Promotion

- Online retail and merchandising
- Offline retail and merchandising

- Conclusion
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ACTIVEWEA LLEF

[Activewear sales revenue in UK { Wearable technology sales revenue in UK ]

£4,96 billion

2015

£5,39 billion
£67.64 million

“06 million

Source: Key Note
“Forecasted
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MONCLER MARKETING STRATEGY

MISSION: TARGET MARKET

To create an aspirational and Female aged between 15-20
contemporary, lifestyle brand that
provides high quality products by

offering smart jewellery and stylish POSITIONING STRATEGY

activewear to cool females aged ‘ Aspiratit;)nal lifestylg
between 15 and 20 (generation Z) who - Innovative personality:

are digitally connected. daring, up-to-date,
spirited. R

OBJECTIVES

To reposition Moncler as an .’ MIE
aspirational lifestyle brand with e T
leading technological and
fashionable activewear products.
To launch Miss Moncler Capsule
Activewear Collection. < withings
To launch Moncler Smart by Miss MONELER N
Moncler jewellery. oysho

MONCLER
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MARKETING MIX STRATEGY




Product & Price

Product

MISS MONCLER
ACTIVEWEAR

MISS MONCLER
SMART JEWELLERY

O

£345-£390

£445-£490

3 €

£545-£590

Price

MISS MONCLER MISS MONCLER
ACTIVEWEAR SMART JEWELLERY

l l

SKIMMING ££ PREMIUM £££

Recycled material « High Quality
Laser cut « Wearable

technique Technology




