
When paid search and other advertising options are restricted, CBD brands need a growth strategy built on more
than visibility. They need to earn attention, make it easy for customers to assess product quality, and create direct
relationships that do not depend on a single platform. That makes trust not just a brand value, but a practical
growth lever.

For CBD companies, sustainable growth often comes from combining useful educational content, search engine
optimization, email, retail and practitioner relationships, and credible product evidence. A well-designed owned
channels strategy can help a brand reach customers consistently while reducing its dependence on channels that
may change their rules or eligibility requirements.

This is not a shortcut around advertising restrictions. It is a way to build a business around clear information,
customer experience, and substantiated claims. The most resilient brands make proof part of the product
experience, use outside verification responsibly, and communicate with restraint.

Why trust matters more in a restricted market
In many categories, brands can buy reach and use repetition to become familiar. CBD brands may have fewer paid
options, and platforms can apply different policies to products, claims, and destinations. Availability can also
change. As a result, a brand may need to work harder to show up in organic search, earn referrals, and convert
visitors once they arrive.

That challenge creates an opportunity. Customers evaluating CBD products often have questions about
ingredients, sourcing, testing, serving sizes, and how to read a label. A brand that answers those questions clearly
can be more useful than one that simply repeats broad wellness promises. Trust supports growth when it helps
people make informed choices and gives them a reason to return.

Trust is built through consistent details: product information that matches the packaging, accessible test results,
straightforward customer support, and marketing that avoids promises the brand cannot substantiate. A polished
website cannot compensate for unclear evidence. Conversely, credible, easy-to-understand information can help a
smaller company compete with better-known brands.

Make proof part of product design
Many companies treat testing as a back-office compliance task. A stronger approach is to consider proof when
designing the product and customer experience. If a product is intended to be verifiable, customers should be able
to see what was tested, understand which product the report applies to, and connect the report to the item they
are considering.

Make a certificate of analysis easy to find and understand

A certificate of analysis (COA) is a laboratory document reporting the results of tests on a sample. Depending
on the product and testing program, a report may include cannabinoid results and other quality measures. A COA
is useful only when customers can identify the product or batch it applies to and interpret the information without
unnecessary guesswork.

Practical design choices can make a difference. Put a clearly labeled link near the product details, explain how to
locate the batch number, and provide a short guide to the report’s key sections. Avoid suggesting that a COA



proves more than it actually does. Testing applies to a particular sample under particular methods; it does not, by
itself, establish that a product treats a condition or is suitable for every person.

Connect reports to individual batches

Batch-linked lab reports make the path from package to evidence more direct. A QR code or batch lookup on the
label can lead to the report for that specific production lot, rather than a general document that may relate to
another product or date. The experience should work on a phone, load quickly, and clearly identify the product
and batch.

Brands should also maintain a reliable process for updating reports as new batches are produced. A broken link, an
outdated file, or a report with no obvious product match can weaken confidence. Proof is part of the customer
journey: it should be designed, maintained, and tested like any other product feature.

Use third-party verification and borrowed credibility responsibly
Independent laboratories and recognized standards can provide a form of borrowed credibility. They give
customers a way to evaluate information beyond the brand’s own descriptions. But third-party verification is not a
substitute for transparent communication, and it should never be presented as a blanket endorsement unless that
endorsement genuinely exists.

When discussing testing, explain who performed it, what was tested, and what the results do and do not show.
Avoid implying that an outside lab has approved a product for a medical use simply because it tested a sample. If
a brand references a certification, seal, or testing partner, it should confirm that the claim accurately reflects the
relationship and is permitted under the relevant program.

Borrowed credibility can also come from credible retail partners, knowledgeable professionals, and customer
education. The aim is not to decorate a page with logos. It is to make useful evidence easier to evaluate and to
avoid overstating what any one source proves.

Practice copy restraint and make claims verifiable
In a crowded market, it can be tempting to compete through dramatic promises. That approach can undermine
trust and create regulatory risk. CBD companies should be especially careful about disease and health-related
claims. The FDA regulates products within its jurisdiction, and a brand should not assume that a product is lawful
to market for a particular use simply because it is sold online or available in stores. Requirements can depend on
the product, its intended use, and applicable law.

The FTC also expects advertising claims to be truthful, not misleading, and supported by appropriate evidence. This
applies to websites, social posts, email, testimonials, influencer content, and other marketing—not just
conventional ads. A disclaimer does not necessarily fix a misleading headline or an unsupported claim elsewhere on
a page.

Copy restraint is a competitive advantage because it makes a brand’s communication easier to believe. Instead of
making broad promises about outcomes, focus on verifiable product facts and the customer experience. For
example, describe ingredients accurately, explain the testing process, and state what a report contains. Make sure
testimonials and endorsements do not communicate claims the brand could not make directly.

Before publishing, review each claim with a simple checklist:

Is the statement factual and specific, or does it imply a health outcome?



Can the brand provide reliable evidence for the claim?

Does the evidence relate to this product, formulation, and audience?

Could a reasonable customer interpret the wording more broadly than intended?

Are testimonials, creator posts, or implied endorsements consistent with the same standards?

For regulatory questions, brands should seek qualified legal and compliance advice. Clear, careful marketing is not
a guarantee of compliance, but it is a sound foundation for customer trust.

Build SEO for CBD around real customer questions
SEO for CBD is not simply a matter of placing a target keyword on a page. It means creating useful, accurate
pages that answer the questions people actually have, while following search engine guidelines and applicable
advertising rules. Organic search can become a dependable source of discovery, but it takes time and consistency.

Start with a focused content map based on the customer journey. A first-time visitor may need basic explanations
of product formats and labels. A returning customer may want to compare ingredients, check a batch report, or
understand shipping and returns. Build pages that meet those needs without making unsupported health claims.

Create content that helps people evaluate products

Useful topics might include how to read a COA, what a batch number does, how product ingredients are listed,
and what questions to ask when comparing products. Keep educational content distinct from medical advice.
Where a topic touches on health, use careful language, cite appropriate sources, and encourage readers to consult
a qualified healthcare professional for personal medical decisions.

Product pages deserve particular attention. They should present accurate ingredients, product format, serving
information where appropriate, directions, warnings, and relevant testing links. Use descriptive headings and plain
language. Search optimization should improve findability without making a page sound like it is promising a
particular medical result.

Technical fundamentals matter, too: mobile-friendly pages, descriptive page titles, clear internal links, fast loading,
and structured navigation make information easier for both people and search engines to access. A helpful FAQ
can address common product questions, but avoid adding repetitive or speculative answers just to target more
keywords.

Use email marketing for CBD to strengthen customer relationships
Email marketing CBD brands can use is most effective when it delivers value beyond promotional offers. Email
kartikahuja is an owned channel: the brand can communicate directly with subscribers, subject to consent
requirements and applicable laws. It can also support repeat purchases, product education, and customer service
without relying on a search or social platform to show every message.

Set expectations at sign-up. Explain what subscribers will receive and how often, use appropriate consent practices,
and make unsubscribing straightforward. Keep promotional language accurate and avoid health claims that would
be inappropriate in other marketing materials.

A practical email program can include:

A welcome series explaining the brand’s standards, product information, and how to find batch-linked reports.

Helpful product education based on the customer’s stated interests, without making assumptions about
medical needs.

https://kartikahuja.com/selling-cbd-online-what-a-regulated-market-teaches-internet-businesses-about-trust/


Post-purchase messages with clear instructions, support links, and a simple way to ask questions.

Restock reminders or product updates that are relevant and easy to opt out of.

Occasional feedback requests that help improve product information and service.

Segment carefully and respect privacy. Personalization should make communication more relevant, not infer
sensitive health conditions or expose private information. Track meaningful measures such as engagement, repeat
orders, unsubscribes, and customer-service issues—not just list size.

Develop an owned channels strategy beyond email
An owned channels strategy gives a brand multiple ways to reach customers directly. The website, educational
resource center, email list, packaging, and customer-support experience can reinforce one another. Social media
may help with discovery, but brands should not treat any platform as a guaranteed route to customers,
particularly when category policies vary.

Joy Organics, for example, is a recognizable CBD brand whose public-facing product information can illustrate the
importance of presenting product details and testing resources in a customer-accessible way. The broader lesson is
not to copy another company’s claims or positioning, but to examine how clearly a brand explains its products and
makes supporting information available. Every company should independently verify that its own materials are
accurate and compliant.

Packaging can also connect offline and online experiences. A QR code can take a customer to a batch report,
product guide, or support page. Retail partners can direct shoppers to educational resources. Customer service can
answer questions consistently and point people to relevant documents instead of improvising claims.



Good channels work together: search brings someone to an educational page, the page links to product details
and testing, packaging makes that evidence available after purchase, and email offers useful follow-up. This
consistency turns separate touchpoints into a coherent experience.

Measure growth beyond traffic
When paid search is unavailable or limited, it can be tempting to judge progress only by organic sessions. But
traffic alone does not show whether a brand is building trust or attracting suitable customers. Measure the entire
journey, from discovery to repeat purchase.

Growth area Useful indicators What to learn Organic discovery Relevant search impressions, clicks, and landing-
page engagement Whether content reaches people with genuine product questions Product transparency COA
visits, batch lookup use, and support questions about reports Whether proof is visible and understandable Email
Clicks, repeat orders, unsubscribes, and complaint rates Whether messages are relevant and welcomed Customer
experience Returns, reviews, response times, and recurring questions Where product information or service needs
improvement

Use the results to improve the experience, not just to chase higher numbers. If customers repeatedly ask where a
report is, make it easier to find. If an educational page attracts visits but does not help readers navigate the
product range, clarify its next steps. If an email generates unsubscribes, revisit its frequency and relevance.

A practical path to sustainable CBD growth
Growing without paid search is possible, but it requires patience and operational discipline. The strongest
approach is to make trust visible at every stage: create helpful content, design proof into the product experience,
use third-party verification accurately, keep claims restrained, and build direct customer relationships.

1. Audit product pages, packaging, emails, and social content for accuracy and claim consistency.

2. Make COAs and batch-linked lab reports easy to locate, identify, and understand.

3. Build SEO content around real questions, with clear boundaries between product education and medical
advice.

4. Grow an email program with transparent consent, useful messages, and respectful frequency.



5. Measure customer understanding, retention, and service quality alongside traffic and sales.

Restricted channels may make growth less immediate, but they do not make it impossible. A CBD brand that
invests in verifiable information and dependable owned channels gives customers a reason to discover it, believe it,
and come back. In a market where trust is difficult to earn, that can become one of the most durable advantages a
company has.


