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Py

pering
to the market

Late last year, Tara Castle and Llew Jury successfully launched their online
business, Pampered.com.au. The two accepted an invitation to share their
business strategies with Business Acumen.

Pam peggg

By Samantha Kume

ew start-up businesses can
Fboast 200 percent growth

month on month. Such a
result is all the more remarkable
when you consider that the directors
of the business are only committing
part-time hours to the business.

“When it comes to considering set-
ting up an online business, I think
the major thing you need to do is
make sure you research your market
very, very well,” Llew Jury said. “You
can spend a lot of money building
websites and discover too late that
there’s already something very close
to your business out there.”

Mr Jury knows more than a thing
or two about online businesses. In
February 2006 he sold an online web
and marketing business to a
Melbourne company.

Pampered.com.au is also his brain-
child, but for this business the web spe-
cialist needed other areas of expertise.

“I'd registered the name, but I really
needed someone like Tara ,who was
savvy in the PR and marketing areas,
and someone who also understood the
beauty and pampering game,” he said.

Tara Castle and Mr Jury are equal
partners in the business, but when it

comes to the day to day operations,
there is a very clear delineation of
responsibilities.

“Llew and I have very clearly
defined roles within the business, and
so without even having to check on
each other we know that if a particu-

"| lar issue comes up, the person whose

responsibility it is will follow
through,” Ms Castle said.

Mr Jury’s responsibilities lie in the
areas of operations and technology,
the website, accounting and business
administration, while Ms Castle’s
focus is on sales and building the
brand. Both largely work indepen-
dent of each other.

PART TIME APPROACH

Mr Jury is currently operating anoth-
er online business and Ms Castle
works part-time for a large corpora-
tion. They also both have young fam-
ilies, which means the hours they
commit to the business are scheduled
around their other commitments.

“Because it’s an internet business, if
the only hours I have to work on
pampered is late at night then I'm
able to do it, and for Llew his best
hours may be early in the morning,”
Ms Castle said.

“I would highly recommend that if
you're setting up an online business
that you grow it organically,” Mr Jury
added. “Don’t go and leave your job
and throw all your money into trying
to set up your business. You need to
work on a ratio of one to three, so if
you have $100 to set up your business
you need to spend $33 setting up
your website, and then spend two
thirds marketing it over the next 12
to 18 months.

“Unless you have the money to go
out and market it, you will end up
becoming another statistic,” he warned.

Pampered.com.au is an indulgence
gift voucher website, with vouchers able
to be redeemed through a large number
of suppliers across Australia. Initially the
business was targeting the individual
consumer, but there has been an unex-
pected early pickup by businesses want-
ing to reward their staff.

“With the corporate market it’s
really a human resources initiative,”
Ms Castle said. “It’s around that
work/life wellness, the product is
proving particularly popular with
businesses wanting to reward their
staff, and companies who have staff
in multiple locations.”

PAMPERING PARTNERS
Central to the success of
pampered.com.au is the number of
established pampering businesses
willing to partner with Pampered.

“We did a pre-marketing campaign
to all the businesses before we went
live, so when we kicked off we had
about 30 partners onboard,” Ms Castle
said. “It's growing daily, we're now
well above the 80 partnership mark.”

The strategy also involved a
mailout to ‘tier A’ operators within
each of the wellness segments, e-mail
marketing, telephone marketing, face
to face meetings and mail drops
under the doors of selected service
providers in cities right across
Australia.

“We choose our pampering part-
ners through word of mouth and rec-
ommendations from our networks
and then we check their brand tc
make sure it aligns with our brand,”
Ms Jury said.

“We want partners who represent
the quality service and products that
Pampered represents. We research out
partners through a checking process
which includes reviewing their web-
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