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Giving hirth to a successful
home husiness

WE'VE ALL HEARD ABOUT CLEVER IDEAS THAT DEVELOP INTO
THRIVING BUSINESSES BUT WHEN DID YOU LAST HEAR ABOUT
ONE THAT MAKES A HEALTHY PROFIT EVEN THOUGH IT DOESN'T

ACTUALLY SELL ANYTHING?

That's exactly what Brisbane’s Brad and Hilary
Lauder have achieved, and all because of their
frustration at not being able to find information
online to help them cope with the birth of their
first child.

Hilary did what most other new mathers did;
ghe joined her local mothers group. But what
she discoverad there was to sow the seeds for
a very successful new business — and one that
had not praviously been tackled,

“The frustrations she was experiencing were
the same of the othar mothers,” explained Brad.

“When she came home, we discussed how it
went and the germ of an idea was laid.”

That was back in March 2001, and by April,
The Bub Hub (www bubhub.com.au) was born.
The idea was to provide a fes, localised and
fully searchable, up-to-date onling directory of
pregnancy and paranting resources. Brad says
Hilary knew the idea would work as she was a
web designer and had made and updated sites
for companies befora.

"Than, a few months later, | was made
redundant and so we decided we really didn’t
have any other options but to go for it full time
and see if we could tum our business idea
into reality. We were so excited with what we
had come up with that we bit the bullet and
sunk time and money into it 50 we could begin
rezearching and planning the official launch
of the website, which eventually took place in
March 2002 — exactly a year after the birth of
our son,” Brad continued.

One of thair basic decisions was not to give
advice but just to direct net surfers o where
they could find the advice they wers after, This
was to pay big dividends later on.

“We approached Queensland Health to
get them to approve the information we were
putting up on our web pages. And as we just
provide a link to various sources of information,
we had ne trouble getiing their appraval.”

The website rapidly grew in popularity as
word spread. They had identified a previously
undar-serviced niche — parents and parents-to-
be. Its usefulness lay in the fact that it helped
parents cut through the conflicting information
that abounds in the parenting arena.

“What we in essence do is to gather together
relevant information on a wide varlety of topics
and iszues and encourage parents to make
their own informed choices,” said Brad.

Mathers then approached the Lauders and
suggestad they introduce a forum on their site
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“We found that most
businesses that placed
ads with us hadn’t done
anything online before,
so we were also helping
them as we grew. We were
learning as they were.”

Feedback they received from friends, users,
matarnity workers and businesses encouraged
them to begin plans to take the site national
and this they did by Australia Day 2003.

“We discovered that mothers in regional
areas needed parenting information even more
than mothers in the larger cities did.”

Brad and Hilary had taken a siratagic
decision to voluntarily abide by the World
Health Organisation’s code of conduct with
regard to breastfeeding information and
advertisers who appear on the site, and this has
stood them in good stead

“Our directory is human-venfied, with all

entries being checked before being added to
the live site,” Brad explainad.

“We are proud to be endorsad by the
Australian Collage of Midwifes (AGMI), the
Australian Lactation Consultants Association
(ALCA) and the Playgroup Association.”®

The Lauders realised that they had grown
thair fledgling business faster and bigger than
they had ever dreamed possible, yet their
instincts told them it could grow bigger still. But
for this they needed expert help.

“Wea decided to enlist the aid of an agency
becausa it became apparent to me that | just
dicn't have advertising products available that
would appeal to the large companies,” Brad
explained.

“Our pricing placed us fairy and sguarely in
the small league. All that has changed now that
we have professional representation.”

The Bub Hub really is in the serious league
now, boasting no less than 150,000 unique
vigitors, 420,000 visits and 50 million page hits
each month. It"s no wonder that the Laudsrs
recently recelved a seven figure offer for their
company from one of Australia’s heavy weight
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