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WHAT IS CONSCIOUS MARKETING? 
We all know what conscious means. Hopefully. 
Conscious Marketing means reaching a customer 
that’s savvy and does their due diligence when 
contemplating getting involved with a new brand.  
 
It can be a tall order to get their attention. It can be an 
even taller order to keep it. 
 
But once you win over the Conscious Customer, they 

are much more valuable to you than the average customer.  
 
Why? Because they care. 
 
You do to. That’s why you’re here. 
 
As a Conscious Marketer you need make an effort to really know your customer, and even more, 
to know your customer’s needs.  
 
Many Conscious Businesses believe that simply being Green, Organic, or Fair Trade is their 
unique selling point. It’s not. 
 



The Problem With “Conscious” Businesses 
There are so many companies vying for 
attention, using green marketing or the 
prospect of being a “kinder, gentler” brand. 
 
“I’m a nice person. Give me your business,” 
you say.  
 
Simply being nice doesn’t cut it. It’s like dating.  
 
You have to be nice AND good looking AND 

talented AND funny. Your potential customer already has a product or service that is just one of 
those things. You need to be ALL of those things for them to take a chance with you.  
 
We’ll break down the KEY COMPONENTS OF TRUST for Conscious Businesses below. 

The Benefits Of Conscious Business 
The good news is that Conscious 
Businesses with STRONG MISSIONS 
outperform businesses that are “just in it 
for the money”. You’re on the right track! 
 
In their book Corporate Culture And 
Performance, John Kotter and James 
Heskett illustrate that over a 10 year 
period, purposeful, value-driven 
companies outperform their counterparts 
in stock price by A FACTOR OF 12.  
 
You know you’re a Conscious Business. Now you have to prove it to your customer. To do that, 
you need TRUST—and a “pound of proof”. 
 

 

KEY COMPONENTS OF TRUST 

We Are Living In A Material World 
 



As Allan Watt’s noted our modern consumer 
culture is not really materialistic. If it were 
we wouldn’t be buying plastic junk—that 
breaks in a few months—all for “the brand” 
attached to it. 
 
On the flip side, the Conscious Consumer IS 
MATERIALISTIC. This means they care what 
their products are made of. 
 
Make sure you communicate the care and 
effort you put in to sourcing your materials 
be they organic, natural, fair trade, or the 
like. 
 
You don’t have to be perfect. Life is all about balance, and the Conscious Consumer knows this.   
 
Research can replace perfection in materials-sourcing. Communicate the research that went into 
your product and why you made the choices you did.   
 
Highlight the best ingredients in your product, the premium fabric, or the part of your product’s 
origin story you’re most proud of. 
 

Authority 
When I worked crafting email marketing, 
programming, and official invitations for 
Presidents and Prime Ministers during a 
meeting of global leaders and Fortune 500 
CEOs, it was key to communicate our 
organization’s authority.  
 
We did that by mentioning our Advisory Board, 
which included prominent leaders including 
US Ambassadors and former Federal Reserve 
Chairmen, in the opening paragraph of our 
emails and invitations.  

 
See what I just did? 
 
If you have any sort of authority, mention it right away. If you’re a doctor and you’re selling a 
natural supplement, mention your title right away.  



 
Mention the credentials of your team and the research they put into your product or service. 
 
If you’re a business owner, mention your own credentials.  
 
If you have no credentials, mention the results you’ve produced, your track record.  
 
If you have no track record, mention the visionaries in your field that inspired you to create your 
product. 

People Power - Putting A Face To Your (Brand) Name 
 
Put a face to your company by emphasizing 
all the people involved—the (happy) factory 
workers, the founding entrepreneurs, the 
beta-testers.  
 
No matter how awesome your product or 
service is, the Conscious Customer wants to 
relate TO YOU, not just your product. Make 
them a part of your team. 
 
Tell your customers how the founding 
members met. Tell them what it’s like to 
work at your company. Better yet, let your 
employees tell the story.  
 
Let beta-testers or your first customers become stars of the show. Feature happy customers in 
your marketing materials, with permission of course, and reward their loyalty. 
 

Testimonials & Reviews 
 
This is another aspect of People Power. Research shows that a customer is more likely to listen to 
other customers than to you. If a friend, or even a stranger, gives a compelling review—that feels 
real and speaks to their needs—you’ll win a new customer. Then another, and another. 
 
This is obvious to marketers and veteran businesspeople. But it’s not to everyone. An amateur's 
instinct is to focus on a clean, cool look. They think “it’s all branding”.  
 



They think reviews will clutter up their websites. They think it's more important to project their 
voice than to listen to the voice of their first customers. 
 
Well, no one gives diddly squat if you have a cool-looking brand and no proof. 
 
There are few more things amateur marketers don’t know. We’ll go over them below. 
  

KEY COMPONENTS OF TRUST, SUMMARY 
 

● Materials, Research, and Origin Story 
● Authority 
● People Power 
● Testimonials & Reviews 

 
 

A FEW THINGS AMATEURS DON’T KNOW 

Long Copy Converts. Period. 
You’ve seen it before. In fact, you’ve probably bought after 
reading pages of compelling copy— filled with proof, 
trust-building facts, product features, and the benefits you’ll 
experience with the new self-cleaning smoothie-maker.  
 
To top it off they hit you with dozens of testimonials and 
glowing reviews. Now, if you’re like me, you have a 
collection of blenders and juicers in the garage. 
 
Essentially the INFOMERCIAL is TV-version of Long Copy. 
Guess what? They’re cheesy, but infomercials work. The 
people who use them effectively are immensely successful. 
 
But you probably can’t afford an infomercial right now. It 
cost about a million bucks to get going in the infomercial 
game. 
 
So your best option is long copy.  Long copy is the only way 

to convert cold leads. Why? Because customers need to get to know you. You need time and 
space to express EVERYTHING about your product or service.  



 
If they get to the bottom of your message they’re yours. 
 
“But the cool hip brands I love don’t use long copy!” you say.  
 
Well, I say, “They do!” But they spread the copy out into multiple emails, blogs, and magazine 
articles. A long list of reviews and testimonials can also work like long copy. 
 
It took some major marketing budgets, integrated strategy, and PR to get the message across.  
 
Don’t have a PR company? Use long copy. 
 
Don’t Fake Your Reviews 
 
Amateurs are more likely to fake their reviews. Don’t do it! A Conscious Customer will know a 
fake review when they see it. It comes across as a sell, without any real emotion, ending with 
something like “so come on down to Bob’s Donuts for the best apple fritter you’ll ever have”. 
 
Get your best customers and clients to write testimonials for you. This should be a HUGE priority. 
 
Encourage reviews and testimonials. And LISTEN to them. 
 
Reviews can tarnish your brand, but if you make an effort to listen to your community and 
improve upon their pain-points they will reward you. 
 
Focus On Conversions, Not Reach 
 
Focus on conversions. Not reach. Not impressions. Not views. 
 
Click Through Rate (CTR) is another Key Performance Indicator that matters. But if you aren’t 
tracking conversions you have no way of measuring success.  
 
Conversions means sales. Or it can mean getting a customer to fill out a form to enter a 
giveaway. Whatever your conversion metric is, it’s essential to measure those results rather than 
just getting your ad seen.   
 

 



MUST-HAVE STRATEGIES 

Choose Your Platform 
 
At Don Cadora Consultants we focus on a few 
platforms—Facebook, Instagram, and Google, in 
addition to email and content marketing. 
 
There are so many new platforms out there that 
it can be hard to chose. Don’t jump on every 
train that comes your way. Make a choice. 
 
Yes, you do have to diversify. If you are 
dependent on only one marketing channel, you 
leave yourself vulnerable to inevitable changes 
to your market, the competition, or technology. A simple change in Google’s policies can wreak 
havoc on your business if your strategy is limited to Google’s advertising platform. 
 
That said most successful marketers and businesses use multiple digital advertising channels and 
are MASTERS of at least one. 
 
Many rapidly successful businesses focus solely on Facebook. That’s where most customers are. 
Okay teenagers and people in their 20s may not be on Facebook. But they will be on Instagram, 
which Facebook owns. The ads are run out of the same platform. 
 

Remarketing / Retargeting 
 

No matter what advertising technology you 
chose to focus on, you MUST use a 
REMARKETING STRATEGY. 
 
It takes an average of 7 interactions with your 
brand for a potential customer to become a real 
customer.  
 
So to get all those touch points you need to 
implement Remarketing (also called Retargeting) 
code on your website. Then people who visit 



your site or view your product can be tracked and sent additional ads and offers even when 
they’re not on your site.  
 
(Cold leads CAN convert. But that takes killer copy. Long killer copy. Video can help here too.)   
 
You can remarket to people on Facebook, on Instagram, with Google Display Ads, and through 
various other platforms like Youtube (also owned by Google).  
 
The main point of your remarketing is to create a “surround-sound” approach so that people who 
visit your website once, all of a sudden see you ALL OVER THE INTERNET.  
 
Remarketing gives your potential customers the feeling that your brand IS EVERYWHERE.  

 

THE CONSCIOUS USP 
Going back to the beginning of The Conscious 
Marketing Handbook, we’ll now delve into the 
Conscious USP. 
 
USP stands for Unique Selling Proposition.  
 
We know you’re “conscious”, Green, Organic, or 
Fair Trade. But how do you stand out from the 
competition? Why should a customer buy your 
organic skin lotion and not someone else’s? 
 
A USP is all about defining your niche.  
 
To be truly successful in any business, you have to be NUMBER ONE in your space. There is 
room for a number two, a Pepsi to King Coca-Cola. But that in and of itself has become Pepsi’s 
niche, being number one at being number two—an alternative to the generic beverage of choice. 
 
Please excuse me for our example. But you have to become the leader in your niche. If you can’t 
do that you have to CREATE A NEW NICHE.  
 
This can be about your actual product, so keep this in mind if you don’t have a product yet. If you 
have no chance of being number one with your idea, change it now. 
 
But a niche can also be about your marketing, your message, your brand. Let’s take the example 
of say, an organic tampon. Yes, this is a real company I’ve worked with. 
 



There may be other organic tampons out there, but OUR organic tampons are different. Primarily, 
we offer a subscription method based on your own cycle. It’s all about you. It’s convenient, safe, 
and effective. 
 
This is a simple example of how you can stand out from the competition. There are many ways to 
slice a USP. But the more sure of it you are, the more sure you will be of your product or service, 
its mission, and its marketing. 
 
That’s the confidence a CONSCIOUS USP brings.  
 
If you need help with any of the above, we are here to help.  
 
You have the big vision, but you may need Professional Copywriters to clarify the message. Or a 
team of Veteran Marketers and Technologists to implement an integrated strategy gets your 
message and your mission seen everywhere.  
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