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Pierre Marcolini, « The Artist driving the story » 

1987/ 94 FAUCHON / WITTAMER / DEBALLEUIL 

1988 AWARD « NATIONAL ARTISTIC PROUD » 

1991 AWARD «  INTERNATIONAL MANDARINE 

NAPOLEON AWARD» 

1991 AWARD « ICE CREAM & PASTRY NATIONAL 

AWARD » 

1992 VICE WORLD CHAMPION / PASTRY / TOKYO 

1993 VICE WORLD CHAMPION / PASTRY/ LYON 

1995 WORLD CHAMPION / PASTRY/ LYON 

2000 EUROPEAN CHAMPION / PASTRY/ ROME 
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1994 Incorporation of  « CHOCOLATS de L’IRIS »,  

First Workshop (30M2) and 1st Boutique in Brussels 

1995 New  « Factory »  (500M²) 

1996 Second Boutique in Brussels 

1997 Boutique in the Historical Center of  Brussels  « SABLON » 

1998 New Factory in Haren, North of  Brussels (1500M²) 

1999 3 new Boutiques / Brussels & Antwerpen 

2001 Distribution Partnerships: Belgium (Liege, Namur), Uk & Japan 

2003 Expansion in Tokyo (SECOND BOUTIQUE) 

Opening in Paris, Rue de Seine, Rive Gauche 

2004 Third POS in Tokyo, Flagship store in Brussels SABLON 

2005 

2006 

POS in New York 

Production of  own Chocolate (Couverture) & POS in Kuwaït 

2007 

 

2009 

2010 

2011 

Partnersip with NESTLE and NESPRESSO 

New POS in Japan    

Paris rue de Scribe POS, EUROSTAR and New Antwerpen 

E-Boutique, Woluwe (Pop up). 

Pop-up Parly II and Louise, Taiwan openning 

In-Sourcing of  Co-Packing 

Pierre Marcolini, Company Milestones 
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Pierre Marcolini, from bean to bar 



The cocoa bean farms, our partners 

Brazil, Fazenda Sao Pedro Venezuela, Hacienda Chuao 

Ecuador, Hacienda Puerto Romero 

Mexico, Finca de la Joya 

Cuba, Baracoa 
Madagascar, Domaine Ambanja 

Java, Kendem Lembu 

Peru,  Plantacion Las Pampas 



Size of  Praline 

Flower base tastes 

Pulp fruit base taste 

Bitter chocolate, Origin “cru” of  chocolate 

Packaging, reinventing the “ballotin” 

Tablet, palets fins..  

Serigraphy 

Pastry many, many new creations 

Jams (20% sugar),  

Collections and season 

From Beans to finish product 

... 

And Much More to Come 

Pierre Marcolini, Innovation and Creation 
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Collections – Christmas 2011 
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Collections - Valentine’s Day 2012 
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Collections – Easter 2012 
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Collections – Summer 2012 
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Products – Bean to Bar approach 
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PR & Communication 
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PR & Communication 
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Products  lines Buying   

Type 

Pralines Prepack 34 tastes + Gift 

« sur mesure » / 

bespoke 
Same, various 

sizes… 

For-me 

Gourmandises  Prepack 10 sorts  For-me 

Tablets Packs About 20 sorts, LE  Both 

Saveurs du Monde 

& Palets fins 
Prepack 10 M Both 

Pastry LM and some shops 12+ different sorts Both 

Biscuits  Cakes, macarons… Both 

Miscellanous Jam, caramels… Both 

Seasonal & 

Collections 
4 to 6 

collections/year 

Both 

Pierre Marcolini – Products Offering 
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COUNTRY # of  POS 

BELGIUM 9 + X 

FRANCE 2 + X 

JAPAN 7+ X 

TAIWAN 1  

UK 1 

KUWAIT 1 

E-Boutique NA 

TOTAL 23+ 

Pierre Marcolini, Distribution Network 



Pierre Marcolini Boutiques – Belgium, Sablon (Brussels) 

Chocolate  Flagship Store 
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Pastry & Chocolate Boutique 

Pierre Marcolini Boutiques – Belgium, Antwerp 
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Pierre Marcolini Boutiques – Belgium, Temporary Boutique 
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Chocolate 
Boutique 



Pierre Marcolini Boutiques – France, Paris (6ème, 9ème) 

Chocolate Boutiques 
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Chocolate, Pastry and Ice Cream Boutiques 

Pierre Marcolini Boutiques – Japan 
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Chocolate Boutique & Salon de Thé 

Pierre Marcolini Boutiques – Taïwan, Taïpei Xinji 
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Pierre Marcolini Boutiques – Coming Soon 
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Pierre Marcolini Boutiques – Coming Soon 
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Pierre Marcolini Boutiques – Coming Soon 
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The Premium chocolate market becomes  competitive, 

nevertheless Pierre Marcolini has a unique brand mix and a 

product offering that will allow him to position the brand 

everywhere ahead/above most competitors 
 

• VISIONARY CREATOR  

  (art director: Pierre Marcolini) 

 

• IDENTIFYING TASTE  

  (own chocolate production line, creation) 

 

• EXCLUSIVE CHARACTER & GLOBAL UNIVERSE OF 

LUXURY 

 

Premium Chocolate in a Growing Market 
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• Healthy Food, Lower Sugar level and better fat contents 

• Premium & Gourmet Products 

• New & Innovative Flavours & Perfumes 

• Seasonal & Limited Edition Products  

• Everyday sharing products 

• Experience and Discovery Consumption 

• Snacking, Tasting, Eating on the go 

• Ethical Products 

• Matching Taste & Emotion 

 

… And so much in preparation 

A project in line with New Market Aspirations 



Wrap Up & Conclusions 
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