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FC: How is Gilt Groupe differ-
ent from other Web retailers?
Maost online shopping mirrors
brick-and-mortar stores.
They're not taking advantage

of what's uniquely possible
online, the heightened sense of
inment and competition,
ilt brand

: You come
new every day.

every day and it

You've grown remarkably in
a recession, especinlly for
retall. How has the economy
fueled and challenged GIl?
In the depths of the recession,
we beeame a safety net for
designers, and we bought a lot
Jjust so some of our brands could
. Wi are stil
fety net,

trying to cr
but now i

x items
oing to be
agree to take x
minimum but we'll
I
e at
can't, we're going to buy them.

And that lets them bet on
their instinets,

How have you gotten brands
to think of Gilt ns more than
just a place to off-load excess
inventory?
You have the permission to
experiment on Gilt i
develops brand loyalty, We can
deliver an ineredible amount of
information about the product,
and we have a direct line to our
; ay.

new favorite designeris .. .°
because they were able to try a
new one at a price that felt com-
going to drop

et, I'm probably

going to do it on one of my old
favorites, a smaller universe of
brands that [ know and I'm eom-

Trovata and Yigal Azrougl.

i)
E Gilt Groupe

Want to find a fashionista at lunchtime? Try Gilt Groupe.

The two-year-old company’s daily sample sales have made
e-commerce fun and exciting in a whole new way. Gilt grew
almost sixfold last year and is on track to hit $500 million in
revenues in 2010. CEO Susan Lyne explains why Gilt is golden.

Last fall, you launched a
number of subsections such
as Gilt Man, and Jetsetter
for travel deals. How's the
expansion golng?

Gilt Man has totally taken off.
Our revenue for menswear has
tripled since we launched the
Part of that is offering
more sales a day, but there's also
a lot of enthus 1 AMONE our
male members that they have
their own store. On Jetsetter,
one of the surprising things has
been how quickly the hotels and
ave recognized the
ting opportunity, We

had to explain it more to
our apparel brands,

Are you worried about all
the sample-sale copycnts?
Ome thing that's become clearcr
to me over the course of the last
16 months i this is a pretty
ot to enter. But it

becanse the operation
of it are ineredibly con

ely complex.
‘m more concerned about
g sure we're thinking
about what the Internet makes

possible. How can we do some-
thing again that drives the
next wave of excitement in
e-commerce? As we offer more
and more sale
need to get better personali-
zation, We need to be able to
offer you different sales than
we might offer somebaody in
Minneapaolis or your mother.

ery diy, we

There's n Costume National
jacket that [ bought that 1 must
have worn a dozen times now. [
bought two black fleece Thom
Browne conts that I adore.

And the one that got away?

1 felt that way about the Jil
Sander sale earlier this week. 1
had marked it, I re wanted
to shop it, and 1 was in meetings
until 4 o'clock and the three
dresses [ would have bought in
i heartheal were gone.,

Employees don't get a scoop?
Absolutely not. That would be
adisaster,
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