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create synergies and cost savings involv-
ing consolidating staff, back-office functions 
and Internet operations. The Toronto-based 
Hudson’s Bay Co. operates 90 Hudson’s Bay 
stores and 69 Home Outfitters stores across 
Canada, and 48 Lord & Taylor stores and 
three L&T outlets in the U.S.

Some private equity firms, such as Thomas 
Lee and Leonard Green, have been kicking 
the tires of Saks and it is believed Middle 
Eastern sovereign wealth funds are interest-
ed, as well, and could outbid Hudson’s Bay, 
though one industry source said there is not 
widespread interest in buying the depart-
ment store chain.

Last week, Baker reorganized his 
top management at Hudson’s Bay, nam-
ing Bonnie Brooks vice chairman and Liz 
Rodbell president, succeeding Brooks, rais-
ing speculation that Hudson’s Bay was pur-
suing Saks. “He’s close to a Saks deal so he 
couldn’t risk losing Brooks and had to pro-
mote Liz to stabilize the management,” said 
one source. Brooks and Rodbell are veteran 
merchants and would be indispensable if 
Hudson’s Bay bought Saks. 

Also last week, at Hudson’s Bay’s annual 
meeting, Baker said the retailer can offer 
the same brands carried at Saks, Macy’s 
and Kohl’s, and that on the merchandising 
front, “the future opportunities at Hudson’s 
Bay are huge.”

Goldman Sachs is working on strategic 
alternatives for Saks, to maximize share-
holder value, including a possible sale of 
the company. Though Saks stock has gener-
ally languished for years, only perking up 
when Goldman Sachs came into the picture 
for a possible sale, the company has lately 
been performing better and weeding out 
weak stores.

Hudson’s Bay officials declined comment.

By DAVID LIPKE

RACHEL ZOE has teamed with 
social gaming company Crowdstar 
to launch a mobile fashion game, 
called Covet Fashion, that the star 
stylist thinks is pretty major — 
and bananas.

Going live in early July, the 
app allows users to dress up vir-

tual avatars in current-season 
product from real-world brands. 
Players enter styling contests 
with their avatars, winning 
both online currency and actual 
prizes. For participating com-
panies, the real reward is that 
every digitized fashion item on 

the site links back to the brand’s 
e-commerce site — so when a 
player fancies a virtual look, she 
can buy it in real life.

“Everyone knows that I’m com-
pletely obsessed with fashion, 
style and anything glamorous and 
beautiful. I think everyone can 
and should have style, and what 
better way than to experiment 
and play with it online?” said Zoe 

of the paper-dolls-for-adults con-
cept, which will only be available 
on Apple’s iOS platform.

Crowdstar has already signed 
more than 60 designer and con-
temporary brands for the game’s 
introduction, including Rebecca 
Minkoff, Cynthia Rowley, 

Hudson Jeans, Yigal Azrouël, 
Joie, Nanette Lepore, Erin 
Fetherston, Dannijo, Fenton 
Fallon, Halston Heritage, 
Sigerson Morrison, Mara 
Hoffman, Botkier, Three Dots, 
Miguelina and Minnie Mortimer 
— signaling the fashion-savvy 
audience the app is targeting.

Digitally rendered illustra-
tions of each brand’s in-sea-
son collections are presented 
on Covet Fashion for users to 

buy with virtual cur-
rency. The results are 
remarkably realistic. 
“One of the things that 
impressed me was 

the aesthetic of the game and 
how real the products look. It’s 
a very intelligent game — it 
doesn’t dumb down fashion,” 
explained Zoe, who is also 
marketing her own Rachel Zoe 
Collection label on the app.

Fashion-themed games have 
proliferated online, from Me 
Girl, which allows players to 
pretend they are Teen Vogue 
interns, to Fashion Week Live, 
a Facebook game that launched 
last year with participation from 
IMG Worldwide and DKNY. 
Covet Fashion is unique in mar-
rying real-world product with a 
highly sophisticated interface 
that incorporates social media 
sharing and mobile commerce.

“We know that women love 
fashion and increasingly love 
gaming, and the idea of hav-
ing consumers playing with 
digitized versions of our actual 
product and then being able to 
buy it seemed like the perfect 

storm,” said Uri Minkoff, chief 
executive officer of Rebecca 
Minkoff. “Crowdstar has had a 
lot of success with their other 
games and they really seem to 
be best of breed in this space.”

Crowdstar’s previous games 
like Top Girl and Top Stylist — 
which are less sophisticated 
than Covet Fashion and don’t 
integrate actual brands — have 
attracted 30 million mobile 
users and 25 million Facebook 
fans. Founded in 2008, the 
Burlingame, Calif.-based com-
pany has garnered $43 million 
in funding to date, with key in-
vestors including Time Warner 
Investments and Intel Capital.

The Covet Fashion app is 
centered on daily styling events, 
or challenges, which are based 
on different themes, such as 
Hamptons’ white party, Newport 
yachting regatta, black and white 

ball or beachside stroll. Winners 
are chosen via peer voting in most 
challenges, while others will be 
judged by experts, such as Zoe.

“You can learn about fashion, 
interact with fashion and use it 
as a stepping stone to purchase 
fashion,” said Jeffrey Tseng, ceo 
of Crowdstar. “We’re bridging 
different worlds here. You’re 
styling, you’re sharing and 
you’re shopping.”

At launch, Crowdstar is not 
charging affiliate fees to par-
ticipating brands, but that may 
change down the road. The app’s 
initial revenue will come from 
users who purchase additional vir-
tual currency for use in the game.

A functional benefit to brands 
is the analytics users generate 
from their mixing and matching 
of looks — data that is shared by 
Crowdstar. “We can see if cer-
tain brands or styles or colors 
are being used a lot in New York 
versus Los Angeles,” explained 
Tseng. “We can see if certain 
types of shoes are being paired 
with a top from Joie, for example, 
and what kind of bag was most 
often used to complete a look.”

Covet Fashion offers brands 
an effective marketing tool on 
mobile, said Blair Ethington, 
vice president of studios 
and marketing at Crowdstar. 
“Consumers tend to be blind to 
banners and interstitials on their 
phones and tablets. This is a way 
for a brand to advertise but not 
obstruct the user experience,” 
she noted. By turning shopping 
into a game, on Covet Fashion 
the brand is the experience.
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Zoe App Merges Gaming and Fashion

By MILES SOCHA

PARIS — Extending its ties to the in-
teriors domain, Fendi has tapped vet-
eran furniture designer Maria Pergay 
to craft three pieces for its forthcom-
ing Avenue Montaigne flagship here, 
and will re-introduce five of her icon-
ic designs for its Fendi Casa home 
furnishings line.

The limited-edition items will kick 
off a series of Fendi Casa Icons cap-
sule collections, and signals closer 
links between the Roman fashion 
house and one of its largest licensed 
categories.

Pietro Beccari, Fendi’s chairman 
and chief executive officer, described 
Fendi Casa, licensed since 1989 to 

Forlì, Italy-based Club House Italia, as 
its “long arm into the world of design.”

He hinted that future Fendi flag-
ships would also incorporate one-of-a-
kind furnishings and objects by talents 
from the design realm. The Paris flag-
ship is to open July 3 during couture 
week in Paris.

Pergay’s reeditions are to be un-
veiled later this year, and sold in Club 
House Italia’s retail stores, Beccari 
noted.

Fendi Casa accounts for about 80 
percent of Club House’s sales, which 
totaled 72 million euros, or $94 mil-
lion, in 2012.

Silvia Venturini Fendi, the 
brand’s creative director of acces-
sories and men’s wear, said Pergay 
echoes Fendi’s approach to design, in its combination of ancient and fu-

turistic techniques and references.
“I like her aesthetic. She experi-

ments a lot,” Fendi said. “She works 
with steel, which is a very masculine 
material, but she makes it feminine 
and sensual. So she is the perfect per-
son to represent our aesthetic.”

Pergay rose to fame in the 
Seventies with designs such as her 
steel ring chairs.

Fendi and Pergay will also collabo-
rate on two rooms at the 2013 edition 
of Intérieurs, an annual design exhibi-
tion mounted by the French edition of 
Architectural Digest.

Condé Nast France chief Xavier 
Romatet hosted a press conference 
here Thursday to give a preview of 
the event, slated for Sept. 7 to 22 and 
themed “Metamorphisis,” with Fendi 
as an official partner. Other partici-
pating designers in the showcase at 
the L’Enclos des Bernardins include 
Christian Biecher, Vincent Darré and 
Pierre Yovanovitch.

Rachel Zoe

EXCLUSIVE

Looks at the game interface.

A rendering of a room imagined by Pergay and Fendi for Intérieurs.

{Continued from page one}

Hudson’s Bay Co. 
Zeroes In on Saks

Pergay to Design Pieces for Fendi
A rendering of an exploding 
cabinet by Maria Pergay for 
Fendi’s Paris flagship.
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