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Introduction 
 
The Style Bundle, an Australian online homewares organisation launched in March 2016, 
requires tailored communications guidance to respond to their current communications problem. 
 
The Style Bundle targets women predominantly, who also share their passion for unique 
Australian homewares, interior design and decor. They are currently experiencing difficulty in 
receiving traction from new consumers and thus require a personalised communication 
campaign that addresses this issue, while also ensuring ongoing consumer engagement and 
brand awareness. 
 
The following communications campaign includes a series of suggested creative strategies 
recommended to best solve the Style Bundle’s current communications problem. The bespoke 
strategies include engaging online influencers, adopting a celebrity endorser, developing a 
brand partnership, purchasing online advertising and pitching for editorial placements.  
 
The communications plan is finalised with evaluation methods designed to measure the success 
of each strategy, as well as further recommendations to improve the Style Bundle service. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



 

 
 
 
 
Situational Analysis  
 
About the Style Bundle 

The Style Bundle is an online start-up business that was launched in March 2016, retailing a 
selection of Australian-sourced homeware products that are sold to consumers in already-made 
bundles. 
  
The Style Bundle is run by two women, who launched the business as an answer to the 
problems they experience in their own lives, in particularly being time-poor, as well as their love 
for beautiful interiors and décor. 
  
As the Style Bundle is new on the market, they are currently experiencing difficulty in receiving 
traction from consumers. This difficulty is due to the competitive nature of online businesses, the 
homeware retailers the Style Bundle is competing with, and the attempt to rely on social media 
to gain large followings. 
 
 
SWOT Analysis 
 
The Style Bundle, as a brand and an organisation, has numerous positive features and potential 
opportunities. However, there are also a selection of weaknesses and potential threats that 
could arise. 
  
The table below references the current strengths, weaknesses, opportunities and threats the 
Style Bundle is experiencing or could experience, potentially. 
  

Strengths 
  

● Clear point-of-difference between their 
product offering and other homewares 
companies 

● Easily accessible through their website 
and social media 

● Choices are made simple with the 
bundles already styled 

● Locally sourced products appealing to the 
Australian market 

Weaknesses 
  

● Small variety of bundles 
● The bundles don’t allow for alteration 
● Niche audience mainly targeting mothers 
● No current market presence 
● Unknown vulnerabilities that have not yet 

been seeded through 
● Lack of social media expertise 
● Consumers don’t have the opportunity to 

touch and feel products as they are sold 

 



 

● A selection of on-trend products 
● Mother’s speaking to mother’s 
● Attractive branding 
● A supporting blog allowing for further 

engagement 

online 
 

Opportunities 
  

● Homewares are trending from shows like 
The Block 

● Minimal physical costs as the business is 
online 

● Potential for growth in the Australian 
market 

● Opportunities for business and product 
development 

● Opportunities for partnerships and agency 
involvement 

 

Threats 
  

● Numerous competitive businesses, from 
large companies to small start-ups 

○ Competitors in the online market 
○ Competitors in the physical 

market 
● Social media – also a competitive space 

and requires expertise 
● Currently discovering start up costs 
● Sustainable financial backing 

 

 
 

Target Audience Analysis 

Women, particularly mother’s. 
 
As a female-lead organisation, the Style Bundle naturally speaks to women most clearly. 
  
The Style Bundle didn’t defiantly choose the target market, but rather they were guided towards 
women when deciding to develop a service that helps people in their situation. 
  
This decision has created a distinct alignment between Suzy and Susan’s life stage, interests, 
and values, directly relating to that of the Style Bundles target audience. The alignment between 
the Style Bundle curators and the target audience allows for a natural relationship to be 
developed as well as an authentic aura established around the brand and what they’re 
providing. 
  
The Style Bundle currently addresses women in multiple ways, particularly through their 
branding, messaging and product offering, including: 
  
 Branding 

·      The name, Style Bundle; uses feminine adjectives and references motherly instincts 
·      The colour palette, of pink and navy blue hues; attracting the attention of a female audience 

  
Messaging 

 



 

·      References, including ‘inspiration’ and ‘gorgeously curated’; allow for women to naturally emote 
with the descriptive language 

  
Product offering 

·      Luxury homewares, predominantly in soft textures and soft metals; resonating with women who 
want a warm and welcoming home for their family 
 
 
The Style Bundle - from a brand’s perspective. 

 
 
 
 
 
 
 
 
 
 
 
 

 



 

 
 
 
 
 
 
 
 
Client Needs  
 
What does the style bundle need from us? 

 
After assessing the Style Bundle and analysing their marketing mix (pricing, promotion, position) 
to evaluate their potential opportunities and threats, the main points we will be best equipped to 
act on are as follows. 
 

● Communicating with women as the evident target audience 
 
The Style Bundle target market is very small, requiring a highly targeted media and creative 
strategy to reach and engage with them. 
 

● The Style Bundle’s price point, being attainable only by middle or high-class consumers 
 
As a brand, the Style Bundle have opted for quality and exclusivity, with ethically-sourced and 
handmade products that are unattainable from anywhere else. These choices are then indicated 
in the high prices, unfortunately making the products slightly more unattainable for consumers 
with a lower income. 
 

● The demand for the Style Bundle products more likely in inner-city suburbs 
 
The socioeconomic status of those readily available to purchase the Style Bundle products are 
typical of those living in inner city suburbs, and less typical of those in country and outer 
suburban towns, due to monthly income patterns. The outer suburban dwellers also live in 
closer proximity to large and discount department stores, thus are less likely to purchase the 
Style Bundle products.  
 

● The Style Bundles preferred use of social media to communicate with the target 
audience 

 
Compared with direct competitors, the Style Bundle has a lower social media following. 
Considering social media is a preferred medium for communication, it is important that a strong 
base of followers are engaged.  

 



 

 
 
 
 
 
 
 
 
Communication Objectives 
 
Objective One: Acquisition  
 

● To increase Facebook fans of the Style Bundle page to 500 by the end of December 
2016 

● To increase Instagram followers to 800 by the end of December 
● To increase blog subscribers to 200 by the end of December 2016 

 
Objective Two: Engagement and Retention 
 

● To have 20% of followers on social media commit to a purchase by December 2016 
● To have 40% of previous customers return for second purchase by December 2016 

  
 
 
Social media followers help contribute to cementing a brand’s solid foundation. Consumers 
access a brand’s social media platforms to receive greater insight into who they are, what 
they’re about and what they can offer them. Thus, brand’s with greater followings receive a 
higher level of credibility, authority and trustworthiness amongst potential consumers. 
 
It is important to note, however, that social media followers do not necessarily equate to sales. 
Rather, majority of followers follow out of a general interest in the brand and their offering, as 
well as seeking inspiration from their content, with the intention of applying the inspiration 
themselves. Of the followers intending to purchase, it is likely that these people are also 
followers of similar brands who are offering a similar concept, therefore there is difficulty in 
transitioning ‘digital window shoppers’, to Style Bundle customers. 
 
The creative strategies below will determine how the Style Bundle will gain Facebook and 
Instagram followers, firstly, blog subscribers, secondly, and how these followers will transition to 
customers. 
 
 
 

 



 

 
 
 
 
 
 
 
 
Agency Response 
 
Outlined below are the recommended communication strategies designed to respond directly to 
the communications objectives outlined above. The communication strategies have been tiered 
into Tier One and Tier Two rankings, with Tier One strategies the ‘hard-hitting’ outputs, while the 
Tier Two strategies have been suggested to support these. Each communication strategy has 
been specifically tailored to ensure the Style Bundle receives the greatest response from 
consumers and the greatest cut-through in the market. 
 
It is recommended that two Tier One strategies are implemented with the support of two Tier 
Two strategies. 
 
Tier One Communications Strategies  

Online Influencer Engagement (Guest Blogger) 

Directly intended to gain blog subscribers, it is recommended the Style Bundle engage a guest               
blogger. The guest blogger will create a series of content, over the suggested timeframe of two                
months, that covers a selection of topics including general homewares, their inspiration and             
suggestions and the Style Bundle particularly. As well as writing blog content, the online              
influencer will share their relationship with the Style Bundle across their social media platforms,              
to ensure the Style Bundle is receiving the greatest cut-through. 

The female blogger, suggestively Rebecca Judd, will be an Australian homewares ambassador            
that has paved a career from their love of interior design, decor, homewares inspiration and               
Australian-made products, ensuring correct alignment with the Style Bundle brand.  

The guest blogger will have a large social media following of their own, across Facebook,               
Instagram, and their own blog, and their followers will mirror the target audience of the Style                
Bundle, to ensure the Style Bundle is reaching the right consumers. 

 



 

This strategy addresses a novelty factor, and consumers enjoy novelty as they have the              
opportunity to experience something they haven’t before and that is worth engaging with.  

To evaluate whether the influencer engagement was a sales success, the influencer can be              
partnered with a promotional code, that offers consumers a purchase discount, and the number              
of times the promotional code is used will determine whether the influencer converted followers              
to purchasers.  

 

Celebrity Endorsement  
Also encouraging the increase in social media followers, it is recommended the Style Bundle              
adopt a celebrity endorser. Similarly with the engagement of an online influencer, the celebrity              
endorsed will be an Australian homewares ambassador that has paved a career from their love               
of interior design, decor, homewares inspiration and Australian-made products, ensuring correct           
alignment with the Style Bundle brand. 

With such a trusted (in the public eye) source endorsing the Style Bundle brand and product,                
consumers instantly gain trust and the brand instantly earns significant recognition.  

Suggested celebrity endorsers include Real Housewife of Melbourne, Chyka Keebaugh, or           
Australian interior design guru, Shayna Blaze. Each of these women have a significantly notable              
name in Australia, while also being closely linked to interior design and homewares. 

Also similar to the online influencer engagement, to evaluate whether the celebrity endorsement             
was a sales success, the celebrity can be partnered with a promotional code, that offers               
consumers a purchase discount, and the number of times the promotional code is used will               
determine whether the influencer converted followers to purchasers.  

 

 

 

 

 

 

 



 

 

 

 

The Style Bundle x Cotton On Kids Partnership 
A partnership between the Style Bundle and iconic children’s clothing store, Cotton On Kids.              
With both brand audiences largely comprised of mothers, this would be a great opportunity to               
continue targeting them. The partnership could undertake the following activity: 

Speciality Bundle 

The Style Bundle would create two bespoke bundles to be sold only at Cotton On Kids retailers.                 
These bundles can be for children’s rooms, one girls and one boys, and will include the Style                 
Bundles speciality homewares selections. 

Purchase and Discount 

This suggestion will work in two ways. When consumers make a purchase from the Style               
Bundle, they will receive a discount to be used at Cotton On Kids. And, when consumers                
purchase items from Cotton On Kids, they will receive a discount towards their next bundle. 

 

Social Media Competition #StyleBundleFavourite 

The Style Bundle can conduct their own social media competition, involving user engagement to              
win a selective prize. The social media competition will involve the use of Facebook and               
Instagram and can take one of two paths: 

Hashtag and win 

As simple as consumers purchasing their very own Style Bundle, posting an image of their               
purchase, hashtagging #StyleBundleFavourite, and then going into the draw to win their choice             
of bundle. 

Style and win 

 



 

Or, consumers will purchase their very own Style Bundle, style the product within their own               
home, upload an image to social media, hashtag #StyleBundleFavourite, and go in the draw to               
win their choice bundle. 

 

Tier Two (supportive) Communications Strategies  

To support the Tier One communication strategies above, it is recommended that two of the 
below strategies are also implemented to further extend the reach of the campaign.  

Online Advertising 

Online advertising, including website banners, allow for simple audience targeting and 
evaluation. Purchasing advertising space on Australian homewares websites, such as The 
Interiors Addict, My Domaine Home and Homes To Love, as well as children specific websites, 
such as Mother & Baby, is recommended to continue the support of the Tier One strategies 
while continuing to address the appropriate target audience. 

Online advertising placements can be evaluated through the quantity of click-throughs (to the 
Style Bundle website) achieved. To lessen the overall cost of each website banner, there is an 
opportunity to pay-per-click, thus the Style Bundle only purchase when a consumer has actively 
viewed their page. 

 

Promotional Codes 

Implementing promotional codes will allow the Style Bundle to simply track the number of              
consumers that are receiving and responding to the communication efforts. Promotional codes            
can be attached to every strategy implemented and altered for each, to assess what strategies               
were most accessible to consumers and which were most convincing. 

 

Editorial Placement (Print and Online)  
 
A PR initiative, including product pitching to media contacts, to gain product placement across 
print media including magazines and newspaper supplements, as well as online platforms 
including high-traffic blogs and websites.  
 

 



 

 
 
 
 
Further Recommendations 
 
While it is recommended to implement the above communication strategies, it also 
recommended to consider the following to improve the Style Bundle brand and service. 
  
Allow consumers to customise bundles  
 
Although it is important for the Style Bundle to continue selling already-made bundles, it would 
also be beneficial to allow consumers to swap their products for others on the website. Thus, 
the consumer has been provided a guideline on what the Style Bundle suggests, but they are 
then able to add their own personal touch. 
 
This change allows for an increased level of involvement and could translate into sales. 
 
 
Subscription Services 
 
Similarly to services like BellaBox, consumers can sign up to the Style Bundle subscription 
service, where they pay a set monthly price to be involved, and thus, each month they are sent 
one new product. The product can be a product that the Style Bundle is phasing out, or the 
newest product to the collection. 
 
The subscription service guarantees high customer retention and it also allows the Style Bundle 
to prove their service. 
 
 

 
 
 
 
 
 
 
 

 



 

 
 
 
 

Appendix 1 

Proposed campaign timeline. 

 June July August Septembe
r 

October Novemb
er 

December 

Plan with 
Style 
Bundle and 
choice of 
strategy 
 

       

Finalize the 
plan and 
cost 
estimate 

       

Buying likes 
and 
followers 

       

New Blog 
content 

Consta
nt 

      

Boost 
Facebook 
Reach 

       

Use of 
Promo-code
s 

       

Promo-code
s Special 
Occasions 

Winter 
Special  

  Spring 
Special 

  Summer 
special 

Reach kids 
clothing 
stores 

 Back to 
School 

     

Reach 
Kindergarte
ns and 
schools 

 Back to 
School 

 Holiday 
Break 

 End of 
School 

 

 



 

Partner with 
Spa Leisure 
center 

To be 
decided 

      

Plan 
Celebrity 
Endorser 

       

 
Appendix 2 

Promotional Code examples. 

 

 

 


