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Australian Economy

·Resource exporter ðgrowing strongly after narrowly avoiding 

recession

·Consumer confidence ðtwo-year high

·Fall in unemployment rate

·1% GDP growth 2009

2.8% GDP growth forecast 2010

Australian Market

·Aggressive price points

·Retail/landlord dominance

·Product nuances



Entry Strategies

·Wholesale distribution

·Partnership

·Local infrastructure

·Direct distribution



Examples of Successful Entry into the 

Australian Market



EziBuy ïKey Statistics

·Excess $100m turnover (via 

Internet and catalogue)

·400,000 active customers

·4500 parcels sent daily to 

Australia

·Deliver to 80% of Australia 

within two days

·No Australian-based 

infrastructure



EziBuy ïThe Success Factors

·Purchase of Myer Direct 

business

·Credibility/transition

·Critical mass

·Endorsement

·Catalogue execution

·Ecommerce capability (and 

timing)

·Infrastructure investment



EziBuy ïEcommerce

·Globally competitive

·Growth rates

·Customer database ð

heartbeat

·Functionality

·Personalisation



Ecommerce ïThe Opportunity

·Per capita consumption

·Online market share for apparel in Australasia less than 5%

·Electronic shopping growth 50% faster than traditional retail

·Gen Y Internet and mobile savvy: 26% of adult population ðhold 

largest share of consumer market by 2015

·Advancement in functionality

·Personalisation

·Social media





www.maxshop.com

·Launched April 2009

·Low risk entry into the Australian market

·Sophisticated ecommerce site ðmerging best practice ecommerce 

and online marketing




