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the

Brand



LIFX is a line of energy-efficient, multi-color, Wi-Fi enabled, digital 
addressable LED light bulbs that can be controlled via a Wi-Fi equipped 
device such as a smartphone or smartwatch (Amazon Alexa, Samsung & 
Google Home).

·   In September 2012, manufactured by LiFi Labs, Phil Bosua founded in 
Cremorne, Victoria, Australia.
·   LiFi labs introduced ideas on Kickstarter, managed to raise $1.3 million in 
public funding.
·   In mid-2014, followed by a $12 million series A investment round.
·   On February 3, 2015, LIFX 2.0 was launched and included IFTTT 
integration, remote access and an Android Wear app.
·   In April 2015, LIFX was renamed LIFX Original and launched White 800 
and Color 650.
·   In May 2015, the LIFX iOS app gained support for the Apple Watch.
·   In October 2016, the third generation LIFX bulbs shipped which included 
the original A19 and BR30 bulbs along with the GU10 track light and LIFX 
Downlight plus the LIFX+ bulbs and the LIFX Z light strips.
·   In September 2017, support was added for Apple Home Kit and released 
the LIFX Mini bulbs, LIFX Beam color bar, and the LIFX Tile colored tiles.
·   In early 2019, LIFX was acquired by ASX listed Buddy Technologies (BUD).

About the Brand



Communication 
Problem/Opportunity
Problem

1. Lifx is relatively new to the public as a 
new brand founded in 2012;

2. Higher price point scares customers off 
at the first glance;

3. Traditional light bulb dominant the 
market;

4. Well-known competitor brands such as 
Phillips and GE have similar products.

Opportunity

1. Lifx focuses more on experience and high 
performance, a longer life span;

2. The smart home idea has become popular to the 
new generation, smart lights appeal to the 
fundamentals of people's lifestyles.

3. Clever and work with smart home assistant, great
customization function tailored to different needs.



• Gain more brand awareness towards the 

younger generation

• Introducing the new home improvement of 

having smart lighting for better life quality

• Generate traffic in purchasing smart lightings 

incorporation with human’s need

• Change target audience’s perception about

smart light bulbs

Life Cycle



Target 
Audience



Target 
Audience

• Lifx’s current target audience is Millennials and Generation Z.
• According to Mosaic USA Handbook, our target audience is the group of 

Singles and Starters(O), younge people who’s starting out, and some starter 
families, in diverse urban communities. 

• Their age is ranging from 19-30, live in rental housing, with an household 
income of $1500-$40000.

• They are aspirational consumers, motived to up-lifting lifestyle, socially active 
and digitally savvy.



James is a student at Maryland College of Art and Design in 
Baltimore, MD. He’s studying game design, working part time as a 
student assistant in the library. 
He rent an apartment with 2 friends near campus and rides his 
bike to school everyday. 
His hobbies includes trying new video games and technologies. 
He always look for immersive experience with the latest technology 
products. 
He loves staying at home and playing video games with his friends 
all over the world. 
He also gets the new products from the Apple when they have a 
new launch and loves to share his experience with them online.

James, 21

Technology Adaption
Social Active
Household Income $15000



Rebecca is an account manager working in a home 
improvement company, she lives by herself with her cat Tiffany 
in a condo in San Diego, CA. 
She is also working as a video content creator and make videos 
on TikTok.
Rebecca loves to host party at home and have friends over to 
have a drink, watch Netflix, just chilling at her place. 
She enjoys her new Google Home and enjoys controlling her 
home applicants in her mobile devices. 
While she’s looking for some new lights for her living room, to 
improve the home styles and lighting for her videos. 

Rebecca, 26

Technology Adaption
Social Active
Household Income $45000



Current Brand Image

#1: Unparallel Product Quality
Longer life span

Easy to set up and use
High quality products and varieties

#2: Smart Features
Wireless control

Voice control
Automation scheduling

#3: Higher Price
One of the highest price ranges

Does it worth that much for a lightbulb?



Market Research

KEY
INSIGHTS

Lighting affect temperature
Researchers showed that feelings of warmth 

increased in response to bright light, even when 
the temperature of the room was kept the same. 

Colors and lights decide emotion
Emotions are affected by light. 
Bright light intensifies emotions, 
making them 'hot', whether they 
are positive or negative. Low light 
does not remove emotion but it 
does keep it steady. 

Set the mood for the room
A bedroom is usually 
multifunctional, serving as a 
place to study, entertain (pod) 
friends, relax, and sleep. Smart 
lighting makes it easier for 
them to set the right mood.

Save time and energy
Returning to a well-lit home can be a comfort—

and having lights shut off automatically when you 
leave saves you time and energy. 



Strategy

Humans are creatures of habit; we tend to 
build an atmosphere with our emotions. 
Light truly creates and conveys emotion, we 
can add a punchline with Lifx.  
Let Lifx talk to your mood. 



Tagline

Current Tagline: 
“Light that's safe for you, but not for bacteria.”

“The lightbulb reinvented – Set the mood”
“Your home will love you.”

New Tagline:
Just Brilliant.



Creative 
Execution


















































































Thank You!

We wish your life is just brilliant with 


