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Max Fashion goes omnichannl

Widening reach and
assortment is keytoits
expansion strategy

ith the rapid fise of e-com-

meroe, going omnichan-

el is 1o fonges an eithor

ot choice for regailers.

Instead,  omnokchannel

capability i5 & must-hive to accelerate

growth. lamthnmﬁmm‘smmbmd

Mux Fashion s betting its shirt on an

omnichanned strategy 1o double s revesive

10000 croe by 2020, It has been working

to tild an exclusive online presence for

over i year now. What has made the brand

%o optimistic 1 the fact that within six

months of its app launch, Max wit

nmdmmmwmmm

company his already reac net rev-

enue mark of 25060 crore through the
online route,

“At the moment we are focussed on
buikiing our omnichannel presence. The
entlre organksation needs to undesstand,
learn, and be sold on the kdea of an
onlhn’d!ahlmmummm
to bulid s sustainable business,” satys Shitul
Mehita, chlef executive officer, Max Fashion.

Just lock at the opportunity and it Is
myloundcmmmuammsmmm
aggression, The fashion retail market in
Indin is estimated to grow from abour €52
bilfion i 2017 to €85 billion in 2022, grow-
ing at n compound annual growth fate of
more than 10 per cent dusing this period.

Encouraged by its early success, the
retaller f= Jooking to build & “true”
omnichannel levenging its extenstye retall
foctprint comprising 250 stores actoss 100
clties. At present, the company has 2.7 mil-
lion gius square feet of retall space dedi-
cated 1o value fashion,

Imegrating the bock and mortar model
with It online sales channel will not be
exsy, but Max Fashion plans to put in a¥l it
takes to offer buyers a seamless store and
online buying experience. For example, the
company 15 working on & moded that gives
consumens the option to shop online and
have the goods dedivered at home, They
150 have the option of baying goods anling
and returming them at physical store. The
company Is {n the process of rolling this

rationally.

out

Commenting on  Max Toshion's
omnichanned pash, Rind Dutts, foundes of
Centric Brand Advisors, o fitm specialising
In brand positioning and sales strategy,

Says, “Today the customer i truly king. 1f
she does not find what she s looking for in
A 5tore o a websity, she will quickly move 1o
annther one. As choloss [ngrease, bands of
Toyalty becomme ever more tenuans, and it i
difficult to find repeat consumers.” In this
sieustion, omnpichannel isone of the means
1o keep n customer from o anoth-
or brond; she adds. "Most otlser brands are
dping the ssme. Everything here too bolls

1ive 1 1o cover [he entine Joumey of comgent
10 SOMUMeICe a8 AT OTZANISon to make
Max Fashion avallable anytime and any-
whete — the same way paireplay online
fashion retailérs are dolug,”™ says Meldita,
Even as Max Fashion focuses its enegy
on sealingup itsomnichannel operations, it
5 working 1o expand its brick-and-mortar
neework aggressively, It plans to open mote
than 60 stores this year. The company’s
hias two legs. Fing, the retaller Is
hotimmlrmmhmuunmurmp
20 cities, primarily metros. For exampée. In
Hengaluru it has more than 25 stores
depending on demand on key localities
will open mome stores. Second, It s loaking to
open mare-stores in ter I and tier 1l cities
that show high demind for fashion appare!
but arc under-penetrated. Some such under-
served markoets would be Pune, Ahmedabad,
Cotmbatore, Lucknow and Bliubaneswar.
According to Dutta, Max Fashion Iy
known for affordable Satbon. It offems good
qunlky attractively designed appand and

down to the kind of customer expers
that a beand delivers.” she says,

Over a period of time, Max Fashion s
kean on credting a complete virtual store
where consumerns can access and bay a
wide sssortment of clathing, “The obdec-

wir service, As it expands ity
tmn count, the chulleage would be about
rudneadnioyg the retall experience — ersur-
Ing 2t does not get diluted with seale. This
1efers w-both tanglble benefits (quality,
style, mange) and intangibles (sensorial

experience Al the Stor, custames services),

Importastly, asbeunds expand their geo-
graphical footprings, the merchandiss mix
neads 1o appeal to customens in the catch-
ment area. Eise, the brand might end up
saddlied with unsold merchandise at the

Umashankar Venkatesh, professor,
Great Lakes Institute of Management,
Gurgaon, says, “The recakler iy also test if
i range with slightly Jewer price polnt
AcToss categories can e Introdisced as ane
olits store brwnds, That is because the new
competition for Max Fashion I smaller
towns & going to come from brands lke
Future Group's FBB that wiready comimsands
it bargoe footfail due 10 [ts wide presence in
saanll towres, Plus, it offens hossehold neces-
sitics, Then there are chain stores like V
Mt wellas moem-and -pop stores sedling
white label as well &5 branded products.
mnmnﬁomllydlpwdnmn:rchnm
stores also 1o

Taunched a sharply poenIoned concep(
through = small brand format called
EasyRuy. Currently, It b5 avallable In select
ks in the south. Spread across 4,000
10 6,000 squesre fiset of retadl space, EasyBuy
offers apparels prtcad under 8659,




