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Abstract- The rapid growth of digital commerce has
reshaped consumer buying behavior, compelling
retailers to integrate online and offline operations.
Omni-channel retailing has emerged as a strategic
solution for ensuring a seamless and unified customer
experience. This case study examines how Reliance
Trends, India’s leading fashion retail chain,
implemented an omni-channel retail model to enhance
convenience, personalization, and engagement. The
case highlights the company’s digital integration
initiatives, customer experience challenges, and
operational constraints in delivering a consistent
brand experience across physical stores, mobile apps,
and the JioMart platform. The findings suggest that
while Reliance Trends has achieved significant
progress in digital adoption and customer satisfaction,
further alignment of backend systems and store-level
processes is required for achieving true omni-channel
excellence.
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L. INTRODUCTION

The Indian retail landscape has undergone a
transformative shift in the past decade, driven by
technological advancements, the rise of e-
commerce, and evolving consumer expectations.
Customers today no longer differentiate between
online and offline shopping—they expect brands to
offer a unified and effortless experience across
multiple touch points. This behavioural shift has
made Omni-channel retailing a strategic necessity
rather than a competitive option. Omni-channel
retailing ensures that a customer’s journey—product
discovery, selection, payment, delivery, and after-
sales service—remains interconnected, whether they
shop through a website, mobile app, social media
page, or physical store. Unlike multi-channel
retailing, where channels exist independently, omni-
channel retailing integrates all platforms, sharing
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customer data, inventory information, and service
processes in real time.

Reliance Trends, a subsidiary of Reliance Retail
Ltd., stands at the forefront of this evolution. With a
strong brick-and-mortar presence across India, the
brand recognized early that digital engagement and
cross-channel coordination were essential to remain
competitive against online-first players such as
Amazon Fashion, Myntra, and AJIO.

The COVID-19 period further accelerated the need
for digital transformation as customers increasingly
demanded contactless shopping, home delivery, and
flexible return systems. This prompted Reliance
Trends to redesign its retail model, integrating its
physical stores with digital platforms such as Trends
App, JioMart, and WhatsApp for Business. The goal
was clear: to deliver a personalized, convenient, and
consistent customer experience irrespective of
channel.

This introduction sets the foundation for
understanding how Reliance Trends has adopted an
omni-channel strategy, the benefits it achieved, and
the challenges it continues to face.

II. OMNI-CHANNEL STRATEGY
IMPLEMENTATION

Reliance Trends launched an integrated digital
ecosystem combining its website, mobile app, and
JioMart platform. Key components included:

e Buy Online, Pick Up In Store (BOPIS):
Customers could order online and pick up
products from any nearby Trends outlet.

e End-to-End Return  Flexibility:  Online
purchases could be returned at physical stores,
reducing customer effort.
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e Real-Time Stock Visibility: The system
displayed inventory availability across multiple
store locations.

e Personalized Recommendations: Al-driven
suggestions based on browsing history and past
purchases.

e  WhatsApp Commerce: Order status, offers, and
feedback collection via WhatsApp.

I1I. CUSTOMER EXPERIENCE FOCUS

To improve service consistency, Reliance Trends

launched a “Voice of Customer (VoC)” program,

collecting feedback from in-store and online buyers.

Insights revealed a mix of satisfaction and

challenges:

e Positive feedback on convenience, product
variety, and store pickup options.

e Concerns related to price discrepancies,
delivery delays, and inconsistent return policies
across stores.

These challenges indicated the need for stronger

integration between store staff, warehouse

operations, and digital touch points.

Performance Snapshot

. Customer ||Average
Year 8nhn_e _Sales Retention ||Delivery CSAT
ontribution Rate Time Score
2020][8% |l62% |6 days  [[72% |
2023][28% |[78% |3 days  |[86% |

The data illustrates a significant improvement in
customer satisfaction and online adoption after
implementing the omni-channel model.

Iv. DISCUSSION QUESTIONS

1. Explain the concept of omni-channel retailing.
How does it differ from multi-channel retailing?
Using the case, describe how Reliance Trends has
implemented the omni-channel model.

2. Based on the challenges faced by Reliance
Trends, suggest two strategic actions that can
improve customer experience consistency across its
online and offline channels.
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