
HOW TO START A 
SMALL BUSINESS

Branding + Marketing 

THE CREATIVE AND HOLISTIC ENTREPRENEURS SERIES



WHAT WE’LL COVER TODAY 

How to brand your dream 
Design marketing materials, and organize a 

strategic, not sleazy marketing campaign 

How to develop and focus your USP 
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WHAT IS HOLISTIC ENTREPRENEURSHIP? 

Conceiving, developing, and often solely managing a business 
venture that is more than just capital driven, it’s about making your 
creative, dynamic life’s work profitable and sustainable.  

•  PRINCIPLES: trust, reciprocity, compassion & 
social impact 

•  SOURCE: creativity, vision, & a whole 
systems vision 
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HOW DO YOU PRACTICE AS A HOLISTIC + 
CREATIVE ENTREPRENEUR? 

•  Organizing, innovating, and engaging the necessary 
resources to fund your work. 

•  Fearlessly accepting that as a business owner, you 
reap all of the associated risks and rewards 

•  Demanding compensation, attention, and 
appreciation of your craft, food or gadget invention, 
health and wellness practice, nutrition expertise, 
yoga instruction, or brilliant innovation. 
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TAKING THE LEAP 
In the USA, small businesses are growing faster than the labor force. 

What’s your motivation to go 
from idea to practice? 

Why do you want to start your 
own business? 
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HOW TO GET STARTED 
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1. Create a viable business idea: create an 
elevator pitch, a concise story, and tell everyone you 
know. Make connections.  

2. Develop a business plan: Start with a short 
graphic evaluation, the Business Model Canvas or 
Lean Canvas 

3. Choose a legal business entity: Partnership, 
LLC, S-Corp, etc 

4. Determine financial resources: 
 Debt, Equity, or Owner Financing 

5. Develop a network: Connect, share, build 
relationships 

6. Build your brand identity: create a seamless 
look, feel, and voice 



BRANDING YOUR BUSINESS 

Get a great logo.  

Write down your brand messaging.  

Integrate your brand.  

Create a "voice" for your company that reflects your brand.  

Develop a tagline.  

Design templates and create brand standards for your 
marketing materials.  

Be true to your brand.  

Be consistent. 
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WHAT IS YOUR BRAND IDENTITY? 

How your brand is perceived.  

  

•  Logo 

•  Color palette 

•  Typography 

•  Iconography 

•  Design system 

•  Photography/graphics 
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HOW TO MAKE IT AWESOME? 

 Make it Distinct: It stands out among competitors and 
catches your audience’s attention. 

Make it Memorable: It makes a visual impact. (Consider 
Apple: The logo is so memorable, they only include the 
logo—not their name—on their products.) 

Make it Scalable and flexible: It can grow and evolve with 
the brand. 

Make it Easy to apply: It’s intuitive and clear for designers. 

Make it Cohesive: Each piece integrates the brand identity. 
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BUILD A BRAND IN 1 WEEK 

Day 1: Define who you are and what you do, be specific: 
write a USP: unique selling proposition 

Day 2: Know your client/customer/audience and how you 
want to speak to them 

Day 3: Put your personality in your brand: make a list of why 
you are awesome 

Day 4, 5 & 6: Make it official and professional: Hire a graphic 
designer to create your logo, find a cheap business card 
printer, make your own website using Squarespace 

Day 7 (and forever): Find and define your niche,  and keep 
honing it: be loyal to your brand, communicate and 
develop a trusting relationship with your customers 
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MARKETING YOUR BRAND 

1.  Create a marketing plan 

2.  Revisit or start your market research (who are your customers?) 

3. Conduct a focus group (talk to those customers) 

4. Write a unique selling proposition (USP) 

5. Refine your target audience and niche 

6. Expand, limit, or refine your product and service offerings 



WRITING THAT MARKETING PLAN 

1.  Know your customers or clients: who exactly are they? Who are 
you serving? Whose problem are you solving? 

2.  Stay on target: are you directly serving your customers and 
clients, solving ONLY that problem? 

3.  Do your research, choose your social media campaigns wisely. 

4.  Be consistent. 

5.  Be visible: make videos, snapchats, etc. 

6.  Use technology, don’t be used: automate what you can. 



SOCIAL MEDIA IS A CYBORG 

Success is not guaranteed. A social butterfly isn’t a cash cow. 
Here’s how you fail: 

1.  Ignore data.  

2.  Misunderstand your audience. 

3.  Use the wrong platform. 

4.  Be forgettable. 

5.  Rely on bad agencies or PR reps. 



REAL WORLD PUBLIC RELATIONS 

Negotiation, failure, responsibility, roller-coaster reactions, hot/cold 
responses: you need resilience to survive. 

1.  Have a plan, revise that plan, remember what problem you are 
solving. Remain practical and grounded. 

2.  Find mentors, or even better, sponsors. 

3.  Find 5 people you trust and trust them with feedback. 

4.  Make time for self-care. 



FIVE STAGES OF GROWTH FOR AN 
ENTREPRENEURIAL COMPANY 
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5 STAGES OF EMOTIONAL BUSINESS GROWTH 
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Idealizing Optimizing 
 

Hard 
Working 

 

Juggling Sustaining 

1) Rewarded by chance 
to work on something 
new and creative 

3) Thrive on the challenge 
of building a new venture 

5) Develop a balance of 
work and personal life 

2) Get personal satisfaction 
from being a business 
owner 

4) Managing every detail of the 
business, often to a fault 

The emotional arc of starting and growing a business 



DO YOU HAVE WHAT IT TAKES? 
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PASSION + PURPOSE + PROFITS 
PRODUCTION + ADMINISTRATION + MARKETING 

(and  luck) = SUCCESS 
Passion is your dream, the magic, “what makes you happy” 
Purpose is the reason based instigator, the element that 

drives you when passion fluctuates 
Profits is compensation for your work, the fuel and reward 

for your labor  
Divided by the ability to meet demand (production), 

efficient bookkeeping and accounting (administration), 
and effectively, diligently selling what you do (marketing) 

Luck is a blessing or a bitch, the only aspect you cannot 
control 



SHARING IS CARING 
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What makes you happy?  
How do you define success? 
What would success for your venture look like? 
 
What’s your business and why is it necessary? 



YOUR UNIQUE SELLING PROPOSITION 

“Differentiation is one of the most important strategic and tactical activities 
in which companies must constantly engage.” -Theodore Levitt 

1)  What products or services are you selling? 

 Who is your target audience? 

 What does your business do well? 

2) What problem are you solving? 

3) What differentiates your business from your competitors/colleagues 

4) What is your value, promise, or pledge? 

 

These answers are the core of your marketing strategy.  

 

 

 

 

 

 

 

 



MY USP FAUX-PITCH 

A PRODUCT-BASED BUSINESS: 
“What’s your favorite kind of dip? My company, Dips Rule, created a 
really cool new dip: Pink Pumpkin Salsa. It tastes amazing: like 
pumpkin pie meets spicy salsa. Even better? its paleo and packed 
with protein: healthy, vegan, non-GMO, and did I mention delicious? 
We make it in New York City, and just sell it at exclusive markets for 
now, but have plans to go nationwide within the next two years. You 
can buy it online if you want to try it! At pinkpumpkinsalsa.com"  
 
A SERVICE-BASED BUSINESS: 
“I actually just launched a new business, Playground Fitness. A lot of 
fitness businesses make exercise seem like hard work. We’re different 
because we’re all about getting people moving with fun games. No 
boring aerobics classes, no treadmills, no barbells. Everything here is 
fun and games, all the time. It’s like a playground for families. We’re 
about to launch our first brick and mortar, check out our instagram to 
see what we’re building!”  

 

 

 

 



WHAT DO YOU LEARN TODAY? 

Let’s talk it out. 
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