Influencer Marketing as
Business Infrastructure

Moving Beyond Hype: Matching 60+ Strategies to Real-World Business Models

STRATEGY REVIEW & EXECUTION FRAMEWORK
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The Core Problem: Strategy Mismatch

The Trap: Trend-Chasing

High Volume /
Team Required

Solo Operator

e Mimicking viral trends (e.g., Alex Hormozi style)
without the infrastructure.

e Qutcome: High burnout, low revenue, wasted capital.

» “Why does this work for them but not me?”

The Solution: Strategic Fit

Agile / Niche
Focused

Solo Operator

o Aligning tactics with specific bandwidth and audience
constraints.

e Outcome: Sustainable content, high conversion,
measurable ROI.

o “Strategy fit multiplies results.”

“It’s not a lack of talent or budget. It’s strategy mismatch.”
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The Selection Framework: Three Constraints

Before spending a dollar, define these variables to remove guesswork.

Constraint 1: Bandwidth (Resource) Constraint 2: Audience Location (Context)
' ' I Where does the
Team of One Agency / decision-maker
(Solo) Scale Team actually live?
Can you sustain 20 videos a week, LinkedIn / Email TikTok / Reels
or 2 deep-dive articles? (B2B Decision Makers) (Mass Consumer)

Constraint 3: Growth Window (Timeline)

O () There is no magic formula, only the

30-Day Sprint E Evergreen right formula for your constraints.
(Cash Flow) Are we building a flywheel or Compounding
generating quick cash? (Brand Equity)

&1 NotebookLM



Mapping The Landscape:
The Three Archetypes

The Authority
Playbook

Solopreneurs & Consultants

e Core Focus: Leverage &
Intellectual Property

 Mechanism: Writing-based
systems (Newsletters, LinkedIn)

e Efficiency: High (1 hour work =
1 week visibility)

e Key Models: Justin Welsh,
Steph Smith

The Local Trust
Playbook
SMBs & Service Providers

The Scale
Playbook

Growth Brands & E-Commerce

¢ Core Focus: Trust &
Community

e Mechanism: Unpolished video,
localized reviews, ‘Show, Don’t

Sell’
e Efficiency: Medium (Requires
consistency, low editing)

» Key Models: Rachel Pedersen,
Erin On Demand

e Core Focus: Funnels &
Systems

e Mechanism: Paid ads, PR,
High-volume production

o Efficiency: Low (Requires
team/budget), High Leverage

» Key Models: Sabri Suby, Alex
Hormozi, Val Katayev
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Target: Consultants, Niche Experts, Teams of One

Category A: The ‘Authority’ Playbook

The One-Person Business System (Justin Welsh Model)

Distribute:
LinkedIn Essay \
S T : Outcome:
Q > N Pﬁt”b[;'te' Di »  Pipeline Warmth
One Pillar Idea i b Bl S Nt & IP Assets
Distribute:
3-5 Tweets/Shorts

Mechanism:
e 1 Hour of Deep Work = 1 Week of Visibility.
e Batching content prevents the “daily hustle” trap.
e Metric: Pipeline warmth and IP distribution, not just views.
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Category B: The ‘Local Trust’ Playbook

The Rachel Pedersen Model: Authenticity as the Engine

Core Principles:
e Mechanism: Authenticity-Based Short Form.
 Philosophy: People buy from people they feel they *know*. CASE STUDY: East Coast MedSpa
e Production: Use tools like CapCut. Keep editing under 15
mins. Perfection is the enemy of profit. Action: 5 raw Reels/week (Show don’t sell).
No ads.
T\ —o T\
@ % 8
Raw/Unpolished Content: Staff coffee chats, messy room
setups, skincare routines.., and mintasts,
skincare routines.
_ video
o aee Result: Tripled inbound inquiries in 3 weeks.
Record No Studio,
Record Raw @ No Scripts
| :
N
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‘ Target: E-commerce, High-Ticket Coaching, SaaS

Category C: The ‘Scale’ Playbook

The Offer > Content Model (Hormozi / Suby)

Content: Handle Objections & Show Process :
\ (Not Aesthetics) ,/ ROl Example:
N Performance coach
The Irresistible Offer went from 4 to 18
(The Anchor) clients in 45 days by
e shifting focus from
Application / Booking Viral'to Value'
(Revenue)

The content exists solely to prove the value of the offer.
This is an objection-handling machine.
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Executive Field Manual Target: B2B, Consumer Brands, Scaling Startups

Systematizing Growth: The Creator-Led Brand

Scaling content without the CEO dancing on camera.

The Brand / The Model: JT Barnett’s
SUACOH(CES) Creator-Led Growth.

e Removes Key Person Risk: The brand is
‘ e : not dependent on the founder’s time.

Internal Creator 1 Internal Creator 2 : S
(The Face) (The Operator) e Mechanism: Hire internal creators or
e ; micro-influencers (2k-20k followers) to
l l operate as the brand.
DB Contert CoftiLni®y e Benefit: Consistent daily output, creative
Output Management freedom, scalable systems.
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B2B Strategy: Zero-Click & Dark Social

Respecting the platform to build immense trust.

The Zero-Click Way (Amanda Natividad)

r

m Here are 5 key data points on industry trends:
‘ 1. [Data Point]
: 2. [Data Point]
Check out our latest inS%hts #f industry trends. 3. [Insight]
[LINK: Read more on oy#Dlo 4. [Insight]

5. [Conclusion]
This means for you: [Actionable Takeaway].

l | #IndustryTrends #B2B

Platform Penalty / User Friction Algorithmic Favor / High Trust

» Concept: Give the value *on* the platform. Do not force the click.
« Why it works: Platforms hate external links. Users hate gated content.
 Formats: 1-thread Twitter essays, LinkedIn value+story combos, Newsletter ‘quick wins’.
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Executive Field Manual Target: B2B, Consumer Brands, Scaling Startups

Risk Management: Common Strategy Failures

Five specific ways capital gets wasted in influencer marketing.

Hazard Checklist

Popularity vs. Practicality: Choosing a model because it’s famous (e.g., GaryVee) rather than
because it fits the business model.

Emotional Labor: Underestimating the production time and burnout risk for solo operators.

L

L

A Context Collapse: Copying a B2C viral trend for a conservative B2B audience.

A Goal Vacuum: Hiring influencers without clear metrics (Reach does not equal Revenue).
da

Ignoring Micro: Overlooking local/micro-collabs in favor of expensive macro-influencers.

If the strategy doesn’t match the constraints, execution is irrelevant.
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Assessing ROI: From Likes to Ledger

The Direct Response Mindset.
F &

Vanity Metrics /F

Views, Likes, Impressions

Ledger Metrics

Inbound Inquiries,
Applications, Revenue

Metrics That Matter
 Inbound Inquiries: Is the phone ringing?
« Attribution Data: “How did you hear about us?” (Qualitative data often beats pixels).
 Funnel Efficiency: Conversion rates from content to lead magnet.

“Reach # Revenue. If the views are high but the funnel is empty, the strategy is wrong.”
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Executive Field Manual Target: B2B, Consumer Brands, Scaling Startups

The 30-io 30-Day Execution Framework

How to start’hart: How to start without overhauling the company.

Week 1: Audit & Select Week 2: Batch & Systematize Weeks 3-4: Publish & Pivot

 Audit existing content assets. e The ‘Content CEO’ e Publish on schedule.

 Audit existing content assets. e The ‘Content CEO’ Approach.  Publish on schedule.

* Select ONE strategy (Solo vs. e Batch production (1 day e Track inbound signals.
Team). filming/writing). o Start UGC search (if applicable).

« Test outreach copy.  Set benchmarks. e Review vs. benchmarks.

Execution beats optimization. Start small, ship fast, and pivot based on real-world data.

& NotebookLM



Executive Field Manual Target: B2B, Consumer Brands, Scaling Startups

Strategy Reference Guide

Cheat sheet for model alignment.

Model 4 Focus @ Best For ©)
Justin Welsh Solo/Writing Consultants, Founders
Rachel Pedersen Local/Video SMBs, Service

Alex Hormozi Scale/Offer High-Ticket, Growth
Erin On Demand Solo/Video Content CEOs

Sabri Suby Paid/Funnels Direct Response
Amanda Natividad Zero-Click B2B SaaS

JT Barnett Creator-Led Consumer Brands

> Reference the appropriate model based on your current phase and resources.
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Executive Field Manual

Strategy is a choice.

There is no magic formula—only the strategic
path that matches your business reality.

1. Audit your bandwidth. 2. Define your audience. 3. Select your framework.

Stop copying. Start matching.
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