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A New Muse

",

Georgia May Jagger, the youngest daughter of Mick
Jagger and Jerry Hall, is making her debut as the face of
Hudson Jeans, which is plotting its next stage following
a $30 million investment. Here, Jagger in Hudson
pieces, all in cotton and spandex. For more, See page 4.

The Ad Page Recession: |
September Issues Down |
And Worse Seen Ahead

By Stephanie D. Smith
SEPTEMBER FASHION MAGAZINES
will drop with a whisper instead of a thud
this year.

But while the traditionally ad-rich
September issues will be thinner than in the
past — with some titles losing more than half
their ad pages — they’ll still remain healthier
than those in the final three months of 2009.

| Media insiders predict business this fall will be

| brutal, with luxury and fashion advertisers still
skittish about an economic turnaround and not
much of a recovery foreseen until mid-2010.

“Ads will decrease only because most
marketers are panicked right now;” said David
Lipman, chief of the agency bearing his name.

Though numbers for the September issues
trickled in over the last week, results from
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Hudson's Fresh Look

HUDSON JEANS IS FASHIONING ITS NEXT CHAPTER.

The Los Angeles-based denim brand, which got a
$30 million investment from Fireman Capital Partners
and Webster Capital this year, is expanding its mix and
will kick off a fall ad campaign featuring rock progeny
Georgia May Jagger. Hudson Jeans also is considering
the launch of a retail concept.

“One of the key things the investment allows us to
do is further the creative process,” chief executive
officer Peter Kim said. “When Hudson was founded,
the vision was to be the next great iconic brand. The
investment brought us resources to take this business
from where we are today to where we expect to be
when we grow up.”

Advertising executive David Lipman, who is one
of Hudson’s investors and an operating partner at
Fireman Capital, has taken on the creative direction of
the campaign. He also is chairman of Lipman, the agen-
cy handling the account, and tapped 17-year-old Jagger
for the campaign, which was shot last month in London
by Mario Sorrenti and styled by Camilla Nickerson.

“It’s all about her genes — literally and figuratively,”
Lipman said at the shoot in an East London studio. “It’s
all about the heritage of having Mick Jagger as a dad
and Jerry Hall as a mum. But more than anything, it’s
her spirit that captivates me.”

Lipman noted that Jagger’s English and American
lineage mirrors Hudson’s brand, which has a Union
Jack logo. Among the campaign images are ones of
Jagger wearing denim cutoffs and lounging on a Union
Jack pillow or posing in ripped, bleached jeans against
the background of an elegantly disheveled apartment,
complete with beat-up leather armchairs and worn af-
ghan rugs.

“It’s the biggest campaign we’ve ever done, and it
will take the brand to that next level,” Kim said.

Dan Fireman, chairman of Hudson and managing
partner at Fireman Capital, said he sees the fresh di-
rection as “a game changer” for the company: “It’s
going to help sell-throughs in an environment where,
frankly, things are tighter.”

Kim said the company’s sales could grow 10 to 25
percent during the current fiscal year.

“Hudson without Fireman Capital got to $50 mil-
lion in sales last year, so it’s almost like they had one
weapon before, and now they have a whole arsenal,”
Fireman said.

Kim added that Hudson’s product offerings will
gradually evolve. “We will always be focused on the
core product. It’s still a very relevant and important
piece of the market,” he said, noting that the brand’s
signature is “a fashion basic jean” known for its fit and
flattering cut.

Kim acknowledged plans to start “layering in piec-
es that are a little bit more fashionable with some of
the groups.” To that end, some of the customized jeans
Jagger wears in the campaign will be available at select-
ed retailers and have inspired future Hudson designs.
Kim said the brand is starting to look toward expanding
its offerings — such as the ripped denim jeans and lace-
back jeans Jagger wears in the campaign — and putting
more emphasis on its men’s wear.

Despite the gloomy economic environment, premi-
um denim is showing resilience. “In 2008, the premium
denim category grew, which is a pretty amazing thing —
most industries probably went backward,” Kim said.

Sales of premium jeans rose 16 percent last year
compared with 2007, according to research firm The
NPD Group.

As for the company’s interest in breaking into retail,
“We have our eyes on it, but it will be nothing like the
retail you see today,” Kim said. “If we’re going to do re-
tail, it’s got to be special, different, and offer something
that other people are not.”

Hudson is sold at stores such as Bloomingdale’s,
Nordstrom, Saks Fifth Avenue, Harrods and
Selfridges.

To underscore the brand’s authenticity, Jagger’s boy-
friend, musician Django James, the son of musicians
Dave Stewart and Siobhan Fahey, also appears in one
of the campaign shots.

“We thought, how magical would it be to bring in a
real relationship, and put that into something that we
could communicate with the rest of the world?” Kim
said.

Lipman added, while Hudson Jeans has a three-
year contract with Jagger, it’s structured in such a way
that both parties have first refusal after a year. “We
don’t want to put someone in a contract and they look
at it after a year and go, ‘I'm just hawking this thing,”
Lipman said. “We made it a unique contract because we
want this to be pure and real.”

— Nina Jones

Jagger’s Edge

“I'M ALWAYS INSPIRED BY MY FAMILY — THEY'RE VERY
creative people,” says Georgia May Jagger, 17, who inherited
her mother’s tumbling blonde locks and her father’s pout.
“But | have my own take on stuff. | think I'll go down my
own road.”

For the youngest daughter of Mick Jagger and Jerry Hall,
that means juggling interests in fashion design and sculp-
ture with her emerging modeling career while attending the
British equivalent of high school in London. It also means
customizing her clothes — “I’ll turn an old Primark T-shirt
into a dress” — standing in as a backup singer for her boy-
friend Django James’ band and taking pictures of “women in
funny outfits” for her photography classes.

Nor is Jagger averse to the perks of having a rock-star
dad and model mom. “My mum had a big clear-out, and

Georgia May Jagger in
a campaign photo shot
by Mario Sorrenti.

she gave me all her slinky dresses from the Seventies,” she
says, adding that elder sister Lizzie had already nabbed their
father’s velvet jumpsuits from the era. Jagger says with a
laugh that they're all the same size: “| can wear them when-
ever | want.” No fashion novice, Jagger has worn Vivienne
Westwood since childhood, when, as a self-professed “loud-
mouthed little kid,” she demanded the designer make her a
version of one of her mother’s custom dresses. “| was upset
that my mum and sister had got one and | hadn’t,” she says.

Hall also has offered plenty of pointers. “She always says,
‘Be nice to everyone, even if you don't like it. Just be nice
and gracious,’” says Jagger. “And ‘Don’t show your bum.

Jagger has no plans to follow in her father’s footsteps, her
on-stage appearances with James notwithstanding. “I wanted
to go to Django’s first gig. The only way | could get in was to
say | was in the band,” she admits, recounting how she got
around the Los Angeles club’s over-21 policy. Otherwise, she
says, her musical aspirations amount to nothing more than
“singing in the shower.” — N.J.
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