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[image: The_Peachy_Way-5     Introduction Marketing and Branding: The Peachy Way  H i, my name is Chardell Smith, founder of Peachy Pure, a million-dollar natural feminine hygiene brand, and I love marketing and branding businesses! Unfortunately, I didn’t always understand what branding and marketing meant, but as I’ve grown over the years, I’ve learned a few things, and I’m here to share them with you. I launched Peachy Pure in 2018, and just three years later, it is a  ]
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[image: The_Peachy_Way-6     2    Marketing and Branding: The Peachy Way    million-dollar brand, but Peachy Pure wasn’t my first business. I attribute the success of Peachy Pure to having an amazing product, understanding my customer, and dominating with branding and marketing.  How does a brand go from making zero dollars to high 5 figure months in just nine months? And a 6 figure brand in a year? By branding a company that my customers love, recognize, and marketing to them in a language they understand. If you want to learn how I did this, continue to read and take notes. Taking your business to the next level doesn’t have to be as difficult as you might think. So get ready because you will learn how to market and brand your business the peachy way!]
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understand.If you want o learnhowI di this,contiue­
to read nd take notes.Taking your businestohenxt­
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[image: The_Peachy_Way-7     What is a Brand?  P eople often confuse a business with a brand. A brand and a business are not interchangeable. Confusing the two can be bad for business. A business is an organi- zation or enterprising entity engaged in commercial, industrial, or professional activities. The business also refers to individuals’ organized efforts and actions to produce and sell goods and services for profit. A brand is an intangible marketing or business concept that helps people identify a company, product, or individual. A business needs a brand to make money, and your brand has little to do with your logo, products, or services. Now that you know the difference between the two, let’s continue.  In simple terms, your business is how you operate  ]
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People often confusea busines withabrand.Abrand­
and a busines are not inerchangeableC. onfusingthe­
two can be ad for busines .Abusinesi anorgani-­
zation r ent rp is ngenti y engaedincomercial,­
industrialo, r p ofes ional ctiv esT. hebusinesalorefrs­
to ind vidualso’ rganized f ortsandactionstoproduceand­
sel go ds and servicesfor p ofit.Abrandisanitangible­
marketingor busines con ept hat elpseopleidntify­
a company, product, or ind vidual.Abusinesnedsa­
brandto makemoney, andyourbandhasliteodwith­
your log, products,or se vices.Nowthayouknowthe­
dif er nceb twe nthe wo, let’sconti ue. 
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[image: The_Peachy_Way-8     4    Marketing and Branding: The Peachy Way    legally and what you exchange with consumers for profit; however, your brand makes consumers want to do business with you. Your brand is your message. What are you conveying to your consumers to get them to purchase? You can sell any product or service, but your brand makes the consumer buy from you instead of your competitor. The tone in which you convey your message to consumers. What moves your consumers to buy? These are the questions you need to ask yourself as you are building your brand. Your brand’s message should be conveyed without your products or services. Your products or services are in addition to the brand. Think of them as a bonus! You want your consumer to love your brand, and therefore they can’t live without your products or services. One of the most important ways to market your brand is to build a loyal following of supporters. You must build a tribe. You build a tribe of people who resonate with your brand, and they will continue to buy your product or service repeatedly.  So now you’re wondering how I can create a brand? First, you need a product or service. Next, you decide why people need this product or service and how it will make them feel? That’s your brand. It’s a product or service that entices consumers to buy. For example, you sell women’s clothing. How could you entice women to purchase your clothes? Besides the styles of the clothing, you need to have a brand message. Your brand’s message could be that your clothes make women feel sexy, or it could make women feel like they deserve the best that life has to offer. Whatever you decide is how you then market your brand. How you convey the brand’s message must be seen in everything you do, from the captions of your pictures to the type of pictures you share on social media. If you want women]
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legal y nd whatyou exchangewithconsumersfoprofit;­
howev r,yourb andmakesconsumerswant odbusines­
with you. Your b and is your mes age.Whatreyou­
conveyingto y urconsumersto get hemtopurchase?You­
can sel any productor se vice,but your bandmakesthe­
consumerbuy fromyou insteadof your competior.The­
tone in whic you convey our mes agetocnsumers.­
What moves your consumers to buy? Thesarethe­
questionsyou ne dto askyourselfasyouarebuildngyour­
brand.Your b and’smes ageshouldbe conveydwithout­
your p oductsor se vicesY. our p oductsor sevicesarein­
ad it ont he brand.Think of themas bonus!Youwant­
yourconsumerto l veyourb and,andtherforethycan’t­
live without your p oductsor services.Oneofthemost­
importan ways to marketyour b andis tobuildaloyal­
fol wingof sup orte sY. ou mustbuildatribe.Youbild­
a tribeof peo le who resonatewithyour band,andthey­
wil conti ueto buy ourp oductor sevicerpeatdly.­
So n w you’re wonderinghowI cancreatbrand?­
First,you ne d a productor se vice.Nxt, youdecidewhy­
peo le n ed thisproductor se viceandhowitwilmake­
them fe l?That’s your b and.It’s a productorsevicetha­
entices onsumersto buy. For example,yousel women’s­
clothing.How could you enticewomentopurchaseyour­
clothes?Besidesthestylesof theclothing,younedtohave­
a brandmes ageY. our b and’smes agecouldbethayour­
clothesmake women fe l sexy, or it couldmakewomen­
fe l iketh ydes rveth best hatlifehastof er.Whatevr­
you decide show you thenmarketyour band.Howyou­
convey the brand’s mes agemust be s eni evrything­
you do, from the captions f your picturestohetypeof­
picturesyou shareon socialmedia. If youwantwomen 



[image: The_Peachy_Way-9     5    Chardell Smith    to feel sexy in your clothes, you need sexy models, a sexy lifestyle, and sexy branding to resonate with your audience. Your branding includes everything from your logo, to your brand colors, to your brand’s language. Everything must make sense to the consumer in a way they can understand.]
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[image: The_Peachy_Way-11     What is a product/service?  A product is an article or substance that is manufactured or refined for sale. Once you determine what you want to sell and why then you can begin to think about how to brand and market your product; before you decide on a product, you have to ask yourself if this is a need or a want, which will also influence how you brand the product. Consumers are looking to spend their money on the products that emotionally move them the most, so basically, you are competing for their hearts.  Service is the act of helping or doing work for someone. What are essential services that someone may need and why? How can this service benefit the consumer, and what would make them choose you as the service provider?  ]
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Aproduct is an rticleor sub tancethaismanufactured­
or efinedfor sale.Once youdet rminewhatyouwant­
to sel and why then youcanbegintohinkabout­
how to brandandmarketyourpoduct;beforeyoudecide­
on a product, you have to askyourselfi thisaned­
or a w nt, whic wil a so influenc howyoubrandthe­
product. Consumers a e lo kingtospendtheirmoney­
on the products hatemoti nal ymovethmthemost,o­
basic l y, ou are competingfor theirhearts. 
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[image: The_Peachy_Way-12     8    Marketing and Branding: The Peachy Way    Think about how the world has changed so much through providing services. Consumers are doing less and paying service providers to do more. For example, businesses such as Instacart and AmazonFresh do your grocery shopping for you, thus allowing the consumer more time to handle other priorities.  When you think about why someone wants your product or services, ask yourself what it does for them? How does it positively alter their life? Does it change their life? Does it make life more enjoyable for them? Does it make life more pleasurable for them? The more it enhances their life experiences, the more people will want it.  For example, if you sold a supplement that made a consumer lose 5lbs in 10 days, people who want to lose weight would be emotionally tied to that product. Your brand would advocate for how a healthier weight can lead to a healthier and happy life. You would brand your product by showing how losing weight is a positive thing. You would market how a healthier weight can lead to a better life overall. Remember, the brand will convert the customer, but the product is what they will receive in exchange.]
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Think abouthow theworldhaschangedsomuchtrough­
provid ngservices.Consumers a e doinglesandpaying­
serviceprovidersto d more. For example,businesuch­
as In tac rtand AmazonFreshdo yur goceryshoping­
for you, thusal owingthe consumermoretimetohandle­
otherp ior ties. 
When you think about why someonwantsyour­
product or services,a k yourselfwhat i doesforthem?­
How doesit posit velya ter heirl fe?Doesit changethir­
life?Does it make life more njoyablefor them?Doesit­
makelif morepl asurableforthem?Themoreitnhances­
theirl fe xperi nces,the more p o le wil wanti. 
For example, if you sold a suplemnt hatmadea­
consumerlose 5lbs in 10 days,peo le whowantolse­
weight would be moti nal ytiedtohat product.Your­
brand would a vocate for howa healthierweightcan­
lead to a healthierand hap ylife.Youwouldbrandyour­
productby showinghowlosingweightis apositvehing.­
You would markethowa healthierwight canleadtoa­
bet rlife overal .Rember, the brandwil converthe­
customer, but he product is what heywil reciven­
exchange. 



[image: The_Peachy_Way-13     What is a niche?  A niche market is a subset of a larger market with unique needs, preferences, or identities. You can think of a niche market as a specialized product or service. For instance, say that you provide hair care services, but only service children that is a niche market. All your marketing should be targeted towards children because that is your audience. Niche markets can be very profitable and more straightforward to market. After all, you know who you are targeting versus a product where several people across an entire market could be interested. Niche markets allow you to hone in on your consumer and find out every- thing about them, making it easier to ensure your brand resonates with them. Some people think niches are more  ]
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ne ds, pref renc s,or identi es.Youcanthinkofa­
niche market as pecial zedproductorservice.For­
instance,saytha you providehair caesrvices,butonly­
service hildrentha is a nichemarket.Al yourmarketing­
should be target d owardschildrenbecausethaisyour­
audienc .Niche marketscanbe vryprofitableandmore­
straightforwardto market.After al, youknowhoyu­
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[image: The_Peachy_Way-15     What is a target audience?  A target market is a particular group of consumers which a product or service is focused on. The great saying goes, “marketing to everyone is marketing to no one.” No, everybody doesn’t want your product or service, no matter how great it is. You have to be selective in your marketing and understand what consumers want your product or services and what consumers do not. So now you’re wondering how you decide who is in your target market because, honestly, you don’t need to worry about who isn’t. Once you have the product or service, you have to decide who could benefit from this and why. What age are these individuals, where do they live, what gender are they, how much money they make, what do they do for  ]

WHISATRAGUEDTINC­
Atargetmarketis a p rticularg oupof cnsumerswhic­
a product or service s focusedon. Thegreatsying­
goes,“marketingto ev ryoneis marketingtonone.”­
No, ev rybody oesn’t want your poductorservice,no­
mat erhow great i s.You have tobeslectivenyour­
marketing and understandwhat consumerswantyour­
product or servicesand what consumersdont. Sonw­
you’re wonderinghowyou decide whoisnyourtaget­
marketb cause,honestly, oudon’t edtowryabout­
who isn’t.Once you haveth productorsevice,youhave­
to decide who c uld ben fit romthisandwhy.Whatge­
are th seind viduals,wher do theylive, whatgendrae­
they, how much money they make, whatdotheydofr 




[image: The_Peachy_Way-16     12    Marketing and Branding: The Peachy Way    a living, and how can you reach them. This is called your avatar. Your avatar is your consumer’s identity.  You need to know everything about your consumer so that your marketing efforts work. If your product or service is for women ages 18-30 living in the United States, you need to understand as much as possible about this particular group. If you don’t know anything about them, you need to do your due diligence and research. Understand why this group of people would best benefit from your product or service and then go extremely hard to convince them why they need it.]
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a liv ng,and how can you reacht em.Thiscal edyour­
av tarY. our av tarisyour consumer’sidenti y. 
You ne d to knowev rythingabout yourconsumer­
so tha your marketingef ortswork. If yourpoductor­
service s for women ages 18-30 livngintheUnited­
Sta es,you ne d to understand smuchasposibleabout­
this particularg oup. If you don’t knowanythingabout­
them, you ne d to d your due dil gencandresarch.­
Understandwhy thisgroup of peo le wouldbestbenfit­
fromyour p oductor se viceand thengoextremlyhard­
to c nvi ceth mwhy theyne d it. 



[image: The_Peachy_Way-17     Business versus a hustle?  N ow that you know what a brand is, what a product is, what service is, and what a target audience is, you now have to decide if you want a business or a hustle? A business creates longevity. It can break generational curses and provide a life for you couldn’t even imagine. Now a hustle is just a way to add extra money to your pocket, but it has no structure, it has no longevity, and you will continue to have to chase a dollar forever. When you create a business, you create something that can outlive you and can survive without it. If the business and the brand can’t outlive the founder, then it is simply a hustle. This is why branding is so important. You want people to identify and    ]
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Now tha you knowhat brandis, whatproductis,­
whatservice s,and what argetaudiencis,younow­
have to decide f you want a businesorahustle?A­
busines creat slongevity.I canbreakgenrationalcurse­
and provide a life or you couldn’t evnimagine.Nowa­
hustleis ju t a wy to ad extra moneytoyurpocket,­
but i has no struct re,it has nol ngevity,andyouwil­
conti ueto haveto chase dol arfoevr.Whenyoucreat­
a busines ,you creat somethingthacnoutliveyouand­
can survi ewithouti. If the busines andthebrandcan’t­
outliveth founder, then it s implyahustle.Thiswhy­
brandi g s o importan Y. ou wantpeoletoidentifyand 
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[image: The_Peachy_Way-19     Marketing vs. Advertising  M arketing is not the same as advertising. The brand creates advertisements around the products or services, which you then use to market the business. You see how it all plays a part in the process. It’s like the human body, all the organs work together to keep you alive, and it’s the same way with your business. You need all the compo- nents to come together for the business to survive. TikTok, pictures, reels, and video content are all considered adver- tisements, and they help resonate with consumers to get them to make a purchase.  Each advertisement should have a call to action in the marketing. What do you want the consumer to do? You have to be very specific when you speak to your consumers.  ]

MARKVESAT.DINVGERTIS­
Marketing s not he same as dvertisng.Thebrand­
creat sadvertisemntasroundtheproductsorevices,­
whic you then use to market hebusinesY.ouse­
how it al p ays part in the proces .It’sliketheuman­
body, al theorgansworktogethrtokepyoualive,andit’s­
the sameway withyourb sines Y.ounedal thecompo-­
ne ts o c me togeth rfo the businestosurvieT.iko,­
pictures, els,and vi eo c nte arel considerdaver-­
tisem nts,and they help resonatewithconsumerstoget­
themto make purchase. 
Each advertisemntshouldhavecal toactionthe­
marketing.What do y u want he consumertod?You­
haveto be v ryspecifi whenyouspeaktoyurconsumers. 




[image: The_Peachy_Way-20     16    Marketing and Branding: The Peachy Way    You have to ensure you control the narrative of the story and control the buying process. Once you learn what kinds of advertisement converts your customer, you must hone in on that 100%. Learn what works for the consumer and what doesn’t. Maybe videos work better for your brand, or maybe pictures. Whatever it is, you need to be the best at it.]
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You have to ensureyou control the nar tiveofthestory­
andcontrol hebuyingproces .Once youlearnwhatkinds­
of advertisem ntco vertsyour c stomer,youmusthone­
in o tha 10 %.Learn whatworksfor theconsumerand­
whatdoesn’t.Maybe videoswork bet rfoyurband,or­
maybepicturesW. hatev rit s,youne dtobethbestai. 



[image: The_Peachy_Way-21     How can my personal brand help my business?  A wise woman once told me that people buy people, not products, and in 2021 I believe that is more than true. People are supporting small businesses more than ever now, and it’s time to leverage your personal brand to increase your business profits. Consumers want to know who the CEO is and what their story is. Allowing consumers to know who the CEO is will enable them to be emotionally tied to the brand. You may have several things in common with your consumers, making them want to support you even more. Don’t be afraid to show your face, go live on  ]
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now,andit’s metolev rageyourpe sonalbrndtoincreas­
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CEO is and what heir storyis. Al owingconsumersto­
know ho theCEO iswl enablethmtobemotinaly­
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ev n more. Don’t be afr idto showyourface, goliveon 




[image: The_Peachy_Way-22     18    Marketing and Branding: The Peachy Way    social media, talk to your audience. Let them know you are a real person and you are the face behind the brand. Don’t make excuses that you are shy, or you don’t like how you look. Honestly, everybody is ugly; get this money forever.]
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[image: The_Peachy_Way-23     How can I market a brand?  T here are many ways to market a brand, but we will focus on a few important ones. Email, SMS, sponsored ads, influencer marketing, print, tv, radio, and social media are the most common ways businesses market to their consumers. So now that you know the most common ways to market, you need to know how to use them to benefit your brand. Email marketing allows you to reach your customer through a channel they will most likely check every day. Email marketing works best when it brings value or an incentive. Each marketing tactic works best when it brings value, but it’s best to educate, inform or offer some type of incentive with email.  Text marketing is a new wave that many businesses  ]
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Ther a emanywaysto marketa br nd,butweilfocus­
on a few importan o es. Email, SM, sponsredas,­
influenc rmarketing,print, vradio, andsocialmedia­
are the most comon ways businesmarketotheir­
consumers.So n wtha youknowthemostcomon­
ways to market,you ne d to knowhowtousethemto­
ben fit your b and.Email marketingal owsyoutoreach­
your customer th ough a chanel theywil mostlikey­
che k ev ry day. Email marketingworksbestwhenit­
bringsvalueor an i centive.Eachmarketingtaciworks­
bestwhenitbringsvalue,but i ’sbe t oeducate,informor­
offer sometypeof ince tivewithemail. 
Text marketing s a newavethamanybusines 




[image: The_Peachy_Way-24     20    Marketing and Branding: The Peachy Way    are using to reach customers almost immediately! Most consumers use their phones and shop from them as well. So that should tell you that reaching them on their mobile device is very important. If conveyed correctly, you can convert a customer instantly. Text messages should be direct and to the point—a powerful message in a few sentences. If you’re having a sale, new product release, or a product restock, these are all quick announcements to get to the consumer through text. Another way to market through text is quick funny ways to entice a customer. For example, let’s say you have a dental hygiene brand; you could send a message that said “Hey, don’t let bad breath stop you from shooting your shot tonight!” Use code [ } and purchase our fresh breath kit for 20% off today only!. Most people will be able to relate to this in some way. Of course, every marketing tactic you use won’t resonate with all consumers. Still, if you have done your job of building a target audience, most of your messages should resonate with the majority of your consumer base.  In the last few years, many creators have used free social media platforms to market their businesses. There is also paid marketing on these platforms, but we will first dive into the free aspect of social media marketing. You can reach millions of people on social media if you use it in the right way. Your brand should focus on building a community of people who love and appreciate your brand. Your marketing should focus on ways to get more genuinely invested consumers to follow and support your brand. One mistake business owners make when building a social media platform is the number of followers. I’m here to tell you that followers don’t convert to sales, and pretty pictures will not get customers on your website. Many]
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[image: The_Peachy_Way-25     21    Chardell Smith    businesses buy followers, which they believe gives them social proof, but engagement gives you social proof. Is your comment section full of bots leaving emojis and one-word comments, or is it actual customers talking about your product/services and engaging with your content? If you post the right kinds of content, you will build an engaged audience organically.  Many consumers follow and look, but that doesn’t mean they will buy. Your content has to entice your customer to want to purchase or feel compelled to buy. The easiest way to do this is to sell a lifestyle, not a product or service. You have to be clever enough to sell a product without the customer knowing you’re selling them. Your content should keep your customer informed, welcome, and happy. Don’t try to sell your customer on every content you post in the verbal sense. Yes, every post should be calculated to sell your customer regardless, but the intention is not clear to the customer. For example, if you have a product that makes tires shine, your target market will probably be men ages 18-30. Most men love their cars, and they also love to use their cars to attract women. Your brand could shoot content where after using your tire shine, it was easier to secure a date with a beautiful woman versus the guy who uses “that other brand.” You have to understand how to reach your consumer and get them on your website. Because once they are you, the business has a higher chance of converting them. Your social media should also flow and make sense. I should know your brand’s message within a few seconds of being on your social media. Your post should always include an informative post, a sales post, and something that plays on the consumer’s emotions instead; it is funny, life-relatable, or invoking. You want to provide]
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[image: The_Peachy_Way-26     22    Marketing and Branding: The Peachy Way    your customers with diverse posts. If your content organ- ically captures your consumer, they are more likely to buy. Once you build your organic audience now, you can start to run sponsored posts. This will help you reach a new audience who may be interested in your brand. You can run your sponsor post or hire a marketing company to do it for you.  When running your sponsored ads, you have to under- stand that customers buy in a process. Each CTA(call to action) should push the consumer further along in the buying process. First, you introduce the consumer to the brand. This is called brand awareness. Then you educate the consumer on a particular product or service. This is called the information search. Next are the consumer alterna- tives. Where can this consumer get this exact product for cheaper or quicker? Next is the purchase decision.  This is called add to cart. Then the next step is the actual purchase which is called checkout. And lastly is the post-evaluation, which is also referred to as the review. This process can be longer or shorter for any particular brand. It all depends on how often you are marketing to your consumer and how compelling the content is.  The other popular ways to market a brand are through influencers and blogs. Influencer marketing has become very popular today. Most businesses use some form of influ- encer marketing, whether on the large scale of Nike using the hottest athlete to promote their products or Fashion Nova using the hottest Instagram models to promote their clothing. Almost all businesses use it, and you know why? Because it works. If you haven’t figured it out yet, most of society are followers. They’re following the latest trend no matter what that trend may be, and you as a business]
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[image: The_Peachy_Way-27     23    Chardell Smith    owner have to be ready to monetize on that. Influencer marketing works because the business gets to borrow the audience that the particular person has built and display your products or services to them for usually a much lower cost than ads with a guaranteed audience.  When using influencer marketing, be careful not to get fooled or tricked into believing that because you pick an influencer with thousands or millions of followers that your brand is going to just magically take off, and you’re going to sell thousands of products or services. Sometimes it works, and sometimes it doesn’t. You have to pick an influencer who not only resonates with your brand but who is an influencer and not just popular. Many people have followers, but does that make them influential? No, it doesn’t. You have to do your due diligence and understand the influencer’s audience before you pay them to market your product or services. For example, would you get a famous vegan influencer to promote your new at-home cheeseburger sliders? Probably not, and the reason is that most of their audience will either be vegan or are strongly considering it. Marketing your product or service to them would be counterproductive. You can sell your brand using micro or macro-influencers. Micro-influencers are influ- encers with a smaller audience, but they are still engaged. And macro-influencers are influencers with a larger engaged audience. Both have the potential to work. Often, micro-influencers work better because their audience usually trusts them more, and it’s because they engage on a more intimate level due to the smaller audience. Influencer marketing can be powerful if used correctly. It can take a brand to a much wider audience, and it usually costs less to reach that same audience with sponsored ads. Influencer]
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[image: The_Peachy_Way-28     24    Marketing and Branding: The Peachy Way    marketing works because their audience genuinely likes them. Once a person is liked, you can influence others to wear what you’re wearing, eat what you’re eating, use services you use, and frequent business you frequent.  Another way brands are marketing today is blog pages. You can pay a blog to post content that will make their audience want to follow and support your brand. Overall this is one of the least expensive ways to market on social media, but this method is highly effective if you work with the right blog for your product/services. Just like the influ- encers, you want to make sure the blog you choose has an audience that would resonate with your brand. Also that they have an engaged and active following, not a bunch of bots in the comments. You can always ask to see insights for a blog or influencer you plan to work with.]
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[image: The_Peachy_Way-29     The Customer Experience  L astly, branding and marketing are the customer experience. The number one way that brands are marketed is through word of mouth. And that means the good and the bad. If a customer has a good experience, they are more likely to tell someone. Still, if they have a terrible experience, they are almost guaranteed to tell someone about it, so your best bet is to ensure a great personalized experience. Branding is a massive part of the customer experience. What can your customer expect from you during the buying experience? Fast shipping? Nice packaging? Prompt service? What do you offer to ensure your customer not only comes back but tells others they need to shop there as well. The customer experience  ]
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[image: The_Peachy_Way-30     26    Marketing and Branding: The Peachy Way    will make or break your tribe. Of course, you will not make every customer happy, but you should aim to do so as your business depends on it. It’s also always great to offer your customers incentives to market your business for you. You can offer rewards, punch cards, or even an affiliate program. These are examples of marketing. The more you make your customers feel a part of your brand, the more they trust it and want to support it.  We’ve covered the basics of branding and marketing. Applying these focused steps to your business should help you increase your customer engagement and lead to more sales. Your focus should always be to give the customers what they want. If you listen to your customers, they will tell you exactly what it is they want. In the game of social media, you are following your customers. You need to know exactly what they want and then give it to them. Make calculated moves in marketing that will expand your brand and take it to the next level. In simple terms, ask yourself what will make my customers buy this and why? The what and why is what helps convert customers to dollars. As long as you give customers what they want, the longer you will be in business. Yes, there are many layers to business, but marketing and branding are at the core because they link consumers and revenue. How can people purchase from you if they don’t know about your brand? Your business has to be branded and then marketed to reach new heights. Think outside the box when it comes to marketing. How can you get in front of your audience? Going live, pictures, videos, reels, TikTok? Stay current with trends and always try to relate them to your brand.  You’re now a lot more prepared than before to market your brand. With these simple steps, you should now]
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[image: The_Peachy_Way-31     27    Chardell Smith    understand what it means to market and brand. Without a brand, there is no business, and without marketing, there is no revenue. Marketing and branding are the glue that holds the business together, so they should be the top priority when starting a business. Remember, consumers need to be told what to do, but in a creative way. If you want to build a loyal customer base, have a fantastic product or service, and then understand how to market and brand it to those customers.]
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will make or break your tribe. Of course, you will not
make every customerhappy, but you shouldaim to do so
asyour businesslependson it. It’salsoalwaysgreatto offer
your customersincentivesto marketyour businesfor you.
You can offer rewards,punch cards,or even an affiliate
program.These are examplesof marketingThe more you
make your customersfeel a partof your brand, the more
theytrustit and wantto supportit.

We've covered the basicsof brandingand marketing.
Applyingthesefocusedstepsto your businesshouldhelp
you increaseyour customerengagementand lead to more
salesYour focus should alwaysbe to give the customers
what they want. If you listento your customersthey will
tellyou exactlywhatit is they want.In the game of social
media, you are following your customers.You need to
know exactly what they want and then give it to them.
Make calculatedmovesin marketingthatwillexpandyour
brand and take it to the next level. In simpleterms,ask
yourselfwhat will make my customersbuy thisand why?
The what and why is what helps convert customersto
dollarsAs long asyou give customerswhat they want, the
longer you will be in businessYes, there are many layers
to businessbut marketingand brandingare at the core
becausetheylinkconsumersandrevenue.How canpeople
purchasefrom you if they don’t know about your brand?
Your businesshasto be branded and then marketed to
reach new heightsThink outsidethe box when it comes
to marketingHow can you get in frontof your audience?
Going live, pictures, videos, reels, TikTok? Stay current
withtrendsand alwaystryto relatethemto your brand.

You're now a lot more preparedthanbefore to market
your brand. With these simple steps, you should now
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understandwhat it meansto marketand brand. Without a
brand,thereisno businessand withoutmarketingthereis
no revenue.Marketingandbrandingarethe gluethatholds
the businesstogether, so they shouldbe the top priority
when startinga businessRemember, consumersneed to
be told what to do, but in a creativeway. If you want to
build a loyal customerbase, have a fantasticproduct or
service,and then understandhow to marketand brand it
to thosecustomers.
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marketingworks because their audience genuinely likes
them. Once a person is liked, you can influence others
to wear what you'’re wearing, eat what you're eating, use
servicesyou use, and frequentbusinesg/ou frequent.

Anotherway brandsare marketingtodayis blog pages.
You can pay a blog to post content that will make their
audiencewant to follow and supportyour brand.Overall
thisis one of the leastexpensivewaysto marketon social
media,but thismethod ishighlyeffectiveif you work with
therightblog for your product/servicesJustlike the influ-
encers,you wantto make surethe blog you choosehasan
audiencethat would resonatewith your brand.Also that
theyhavean engagedand activefollowing,not a bunch of
botsin the commentsYou canalwaysaskto seeinsightfor
a blog or influenceryou planto work with.
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You haveto ensureyou controlthe narrativeof the story
and controlthe buyingprocess.Once youlearnwhatkinds
of advertisementonvertsyour customer,you musthone
in on that100%.Learn what works for the consumerand
whatdoesn’t. Maybe videoswork betterfor your brand,or
maybepicturesWhateverit is,you need to be the bestat it.
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legallyand what you exchangewith consumersfor profit;
however,your brandmakesconsumerswantto do business
with you. Your brand is your message.What are you
conveyingto yourconsumerso get themto purchase¥ou
can sellany product or service,but your brand makesthe
consumerbuy from you insteadof your competitor.The
tone in which you convey your messageto consumers.
What moves your consumersto buy? These are the
questionsyou need to askyourselfasyou arebuildingyour
brand.Your brand’s messageshouldbe conveyed without
your productsor servicesYour productsor servicesare in
additionto the brand.Think of them asa bonusfYou want
your consumerto love your brand,and thereforetheycan’t
live without your productsor services.One of the most
importantways to market your brand is to build a loyal
followingof supportersYou mustbuild a tribe.You build
a tribe of people who resonatewith your brand,and they
will continueto buy your productor servicerepeatedly.

So now you’re wonderinghow I can createa brand?
First,you need a productor serviceNext, you decide why
people need thisproductor serviceand how it will make
them feel?That’s your brand.It’s a productor servicethat
enticesconsumersto buy. For example,you sell women’s
clothing.How could you entice women to purchaseyour
clothes?Besidesthe styleof theclothing,you needto have
a brand messageYour brand’smessagecould be thatyour
clothesmake women feel sexy, or it could make women
feelliketheydeservethebestthatlifehasto offerWhatever
you decide is how you then marketyour brand. How you
convey the brand’s messagemust be seen in everything
you do, from the captionsof your picturesto the type of
picturesyou shareon social media. If you want women
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are using to reach customersalmostimmediately!Most
consumersuse their phones and shop from them as well.
So thatshouldtellyou thatreachingthem on theirmobile
device is very important.If conveyed correctly, you can
convert a customer instantly.Text messagesshould be
direct and to the point—a powerful messagein a few
sentencesIf you're havinga sale,new product release,or
a product restock, these are all quick announcementsto
get to the consumerthroughtext.Another way to market
throughtextis quick funnywaysto enticea customer.For
example, let’s say you have a dental hygiene brand; you
could send a messagethatsaid“Hey, don't let bad breath
stop you from shootingyour shot tonight!” Use code [ }
and purchaseour freshbreathkit for 20% off today only!.
Most people will be ableto relateto thisin some way. Of
course,everymarketingtacticyou use won’t resonatewith
all consumers.Still, if you have done your job of building
a targetaudience, most of your messageshouldresonate
with the majorityof your consumerbase.

In the lastfew years, many creatorshave used free
social media platformsto market their businessesThere
is alsopaid marketingon theseplatformsput we will first
dive into the free aspectof social media marketingYou
can reach millionsof people on social media if you use
it in the right way. Your brand should focus on building
a community of people who love and appreciateyour
brand.Your marketingshould focuson waysto get more
genuinelyinvestedconsumersto follow and supportyour
brand.One mistakebusinesownersmakewhenbuildinga
socialmediaplatformis the numberof followersI’'m here
to tell you thatfollowersdon’t convertto sales,and pretty
pictures will not get customerson your website. Many
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owner have to be ready to monetizeon that. Influencer
marketingworks becausethe businessgetsto borrow the
audience that the particulamperson has built and display
your productsor serviceso them forusuallya muchlower
costthanadswith a guaranteedaudience.

When using influencer marketing,be carefulnot to
get fooled or trickedinto believingthatbecauseyou pick
an influencerwith thousandsor millionsof followersthat
your brand is going to just magicallytake off, and you’re
going to sellthousandof productsor servicesSometimes
it works, and sometimesit doesn’t.You have to pick an
influencer who not only resonateswith your brand but
who is an influencerand not just popular. Many people
havefollowers,but does thatmake them influentialNo, it
doesn’tYou haveto do your due diligenceand understand
the influencer’saudiencebefore you pay them to market
your product or services.For example, would you get a
famousvegan influencerto promote your new at-home
cheeseburgersliders?Probably not, and the reasonis that
mostof theiraudiencewill eitherbe veganor are strongly
consideringit. Marketingyour productor serviceto them
would be counterproductive¥ou can sellyourbrandusing
micro or macro-influencersMicro-influencersare influ-
encerswith a smalleraudience,but they are stillengaged.
And macro-influencersare influencers with a larger
engagedaudience.Both havethe potentialto work. Often,
micro-influencerswork better because their audience
usuallytrustshem more, andit’'sbecausetheyengageon a
more intimatdeveldue to the smalleaudience.Influencer
marketingcan be powerfulif used correctly.It can take a
brand to a much wider audience,and it usuallycostsless
to reachthatsameaudiencewith sponsoredads.Influencer
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d a businessare not interchangeableConfusing the
'wo can be bad for businessA businessis an organi-
zation or enterprisingentity engaged in commercial,
industrialpr professionakctivitiesThe businesslsorefers
to individualsbrganizedeffortsandactionsto produceand
sellgoods and servicesfor profit.A brandis an intangible
marketingor businessconcept that helps people identify
a company, product, or individual.A businessneeds a
brandto make money, and your brandhaslittleto do with
your logo, products,or servicesNow thatyou know the
differencebetweenthe two, let’scontinue.

Pple often confusea businesswith a brand.A brand

In simple terms, your businessis how you operate
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businesseduy followers, which they believe gives them
socialproof, but engagementgivesyou socialproof.Isyour
commentsectionfullof botsleavingemojisand one-word
comments, or is it actual customerstalkingabout your
product/servicesand engagingwith your content?If you
postthe rightkindsof content,you will build an engaged
audienceorganically.

Many consumergollowandlook, butthatdoesn’tmean
they will buy. Your content hasto entice your customer
to wantto purchaseor feel compelledto buy. The easiest
way to do thisisto sella lifestylenot a productor service.
You have to be clever enough to sell a product without
the customerknowing you’re sellingthem.Your content
shouldkeep your customerinformed,welcome, and happy.
Don’t tryto sellyour customeron everycontentyou post
in the verbalsenseYes, everypost shouldbe calculatedto
sellyour customerregardlessput the intentionis not clear
to the customer.For example,if you have a product that
makestiresshine,your targetmarketwill probablybe men
ages 18-30. Most men love their cars,and they alsolove
to usetheircarsto attractwomen.Your brandcould shoot
content where after using your tire shine, it was easier
to secure a date with a beautifulwoman versusthe guy
who uses“that other brand.”You haveto understandhow
to reach your consumerand get them on your website.
Becauseonce theyareyou,thebusineshasahigherchance
of convertingthem Your socialmediashouldalsoflowand
make sense.I should know your brand’s messagewithin
a few secondsof being on your social media.Your post
shouldalwaysincludean informativepost,a salespost,and
somethingthatplayson the consumer’semotionsinstead;
it is funny, life-relatablepr invoking You wantto provide
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i name is Chardell Smith, founderof Peachy Pure,
Hlion—dollamaturﬁe mininehygienebrand,and I

lallls marketingand brandingbusinessesUnfortunately,
I didn’t alwaysunderstandwhat brandingand marketing
meant,but asI've grown over the years,I've learneda few
things,and I'm here to sharethem with you. I launched
Peachy Pure in 2018, and just three years later, it is a
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to feel sexyin your clothes,you need sexymodels,a sexy
lifestyleand sexybrandingto resonatewith your audience.
Your brandingincludeseverythingromyourlogo, to your

brand colors, to your brand’s language.Everythingmust
make senseto the consumerin a way they can understand.
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hatyou know what a brand is, what a productis,

M:t serviceis,and what a targetaudienceis, you now
e to decide if you want a businessor a hustle?A

businessreateslongevity.It can break generationakurses
and provide a life for you couldn’t even imagine.Now a
hustleis just a way to add extramoney to your pocket,
but it has no structure,it hasno longevity,and you will
continueto haveto chasea dollarforeverWhen you create
a businessyou createsomethingthatcan outliveyou and
can survivewithoutit. If the businessand the brand can’t
outlivethe founder, then it is simplya hustle.This is why
brandingis so importantYou want people to identifyand
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a living,and how can you reach them.This is called your
avatarYour avataris your consumer’sidentity.

You need to know everythingabout your consumer
so that your marketingeffortswork. If your product or
serviceis for women ages 18-30 living in the United
States,you need to understandas much as possibleabout
this particulargroup. If you don’t know anythingabout
them, you need to do your due diligence and research.
Understandwhy this group of people would bestbenefit
from your productor serviceand then go extremelyhard
to convincethem why theyneed it.
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rgetmarketis a particulaigroup of consumerswhich
roduct or serviceis focused on. The great saying
,“marketingto everyoneis marketingto no one.”

No, everybodydoesn’'t want your product or service,no
matterhow great it is.You have to be selectivein your
marketing and understandwhat consumerswant your
product or servicesand what consumersdo not. So now
you’re wonderinghow you decide who is in your target
marketbecause, honestly,you don’t need to worry about
who isn’t.Once you havethe productor service,you have
to decide who could benefitfromthisand why. What age
are theseindividualswhere do they live, what genderare
they, how much money they make, what do they do for
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aremanywaysto marketa brand,but we willfocus
n a few importantones. Email, SMS, sponsoredads,
fluencermarketing,print, tv, radio, and social media
are the most common ways businessesmarket to their
consumers.So now that you know the most common
ways to market,you need to know how to use them to
benefit your brand. Email marketingallowsyou to reach
your customer through a channel they will most likely
check every day. Email marketing works best when it
bringsvalueor an incentive.Each marketingtacticworks
bestwhen it bringsvalue,butit’sbestto educate,informor
offer sometypeof incentivewith email.

Text marketingis a new wave that many businesses
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Think abouthow the world haschangedso much through
providingservices.Consumers are doing lessand paying
serviceprovidersto do more. For example,businessesuch
as Instacartand AmazonFreshdo your grocery shopping
for you, thusallowingthe consumermore time to handle
other priorities.

When you think about why someone wants your
product or services,ask yourselfwhat it does for them?
How doesit positivelyaltertheirlife?Does it changetheir
life? Does it make life more enjoyablefor them? Does it
makelifemore pleasurabléorthem?The more it enhances
theirlifeexperiencesthe more people will want it.

For example, if you sold a supplementthat made a
consumerlose 5lbsin 10 days, people who want to lose
weight would be emotionallytied to that product.Your
brand would advocate for how a healthier weight can
lead to a healthierand happylife.You would brand your
productby showinghow losingweightis a positivething.
You would markethow a healthierweight can lead to a
betterlife overall. Remember, the brand will convertthe
customer, but the product is what they will receive in
exchange.
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your customerswith diverseposts.If your contentorgan-
icallycapturesyour consumer,they are more likelyto buy.
Once you build your organicaudiencenow, you can start
to run sponsoredposts.This will help you reach a new
audience who may be interestedin your brand.You can
run your sponsorpostor hire a marketingcompanyto do
it for you.

When runningyour sponsoredads,you haveto under-
standthat customersbuy in a process.Each CTA(call to
action) should push the consumer furtheralong in the
buying process.First, you introducethe consumerto the
brandThisiscalledbrandawarenessThen you educatethe
consumeron a particulaproductor serviceThis is called
the informationsearch. Next are the consumer alterna-
tives.Where can thisconsumerget thisexact product for
cheaperor quicker?Next is the purchasedecision.

This is called add to cart.Then the next step is the
actualpurchasewhich is calledcheckout.And lastlyis the
post-evaluation,which is also referredto as the review.
This processcan be longer or shorterfor any particular
brand. It all dependson how often you are marketingto
your consumerand how compellingthe contentis.

The other popularwaysto marketa brandarethrough
influencersand blogs. Influencer marketinghas become
verypopulartoday. Most businesseasesomeformofinflu-
encer marketingwhetheron the largescaleof Nike using
the hottestathleteto promote their productsor Fashion
Nova usingthe hottestinstagranmodelsto promotetheir
clothing.Almost all businessesise it, and you know why?
Because it works. If you haven't figuredit out yet, most
of societyare followersThey’re followingthe latesttrend
no matterwhat thattrend may be, and you as a business
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experience. The number one way that brands are
rketedis through word of mouth. And that means
thegood andthe bad.If a customerhasa good experience,
they are more likely to tell someone. Still, if they have
a terrible experience, they are almost guaranteedto tell
someone about it, so your best bet is to ensurea great
personalizedexperience.Brandingis a massivepartof the
customer experience. What can your customer expect
from you during the buying experience?Fast shipping?
Nice packaging?Prompt service?What do you offer to
ensureyour customemot only comesback but tellsothers
theyneed to shopthereaswell. The customerexperience

Ely, branding and marketing are the customer
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straightforwardwhile others believe niche marketsare
challenging.I think that niche marketsmake marketing
easierYou know who wantsyour product and why.

10
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socialmedia,talkto youraudience.Let themknow you are
arealpersonandyou arethe facebehind the brand.Don’t
make excusesthatyou are shy, or you don’t like how you
look. Honestly, everybodyis ugly; get thismoney forever.
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million-dollarbrand, but Peachy Pure wasn’t my first
businessI attributethe successof Peachy Pure to having
an amazing product, understandingmy customer, and
dominatingwith brandingand marketing.

How doesabrandgo frommakingzero dollarsto high
5 figuremonthsin justnine months?And a 6 figurebrand
in a year? By brandinga company that my customers
love, recognize,and marketingto themin a languagethey
understandIf you wantto learnhow I did this,continue
to read and take notes.Taking your businessto the next
level doesn’thaveto be asdifficultasyou mightthink.So
getreadybecauseyou willlearnhow to marketand brand
your businesshe peachy way!
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supportyour brandbasedon your work to make it easily
recognizable.
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