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RELEASED SOLUTIONS INTRODUCTION

INTRODUCTION

The 2019 message, updated

In 2019 | wrote that using a personal profile for marketing and sales could hurt a
business. At the time, that argument was aimed at owners trying to make a personal
Facebook profile do everything a business Page, advertising account, and marketing
system were designed to do.

The platforms have changed. Founder-led content has grown. LinkedIn has become a major place

for individual expertise. Facebook now offers professional features for profiles. Customers often
want to hear from the person behind the company.

So | no longer say your personal profile is bad for business. | say something more useful:

THE UPDATED PRINCIPLE

Use the person to build trust. Use the business presence to build an asset. The

strongest strategy uses both, and connects them to channels the business actually

owns.

The rest of this guide is a practical way to do that. Ten specific decisions that keep the person and
the business working together instead of one accidentally replacing the other.
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RELEASED SOLUTIONS THE 2026 MODEL

THE 2026 MODEL

Person, Business, and what you
own

Think of your presence in three layers. Each one has a distinct job and a distinct risk if

you skip it.
LAYER 1 LAYER 2 LAYER 3
Person Business Owned

Build relationships. Share
expertise. Show leadership
and personality. Founders,
sales teams, and subject-

matter experts belong here.

People trust people.

Establish the official brand.
Centralize business
information. Support teams,
analytics, ads, reviews,
messaging, and continuity
across staff changes.

Channels

Website, CRM, email list,
customer database,
content library, and
conversion paths. Social is

rented; owned channels are

the durable relationship.

READ THIS TWICE

The mistake is not using your personal profile for business. The mistake is making the
personal profile carry responsibilities that belong to the business, or letting the business be
so dependent on the person that nothing else grows.

Every one of the ten decisions that follow is really a question about which layer should be doing the
work.
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RELEASED SOLUTIONS

IDENTITY

DECISION 03

Business identity, not owner

identity

When your customers picture the company, whose face and name
comes to mind first? For a solo consultant that answer can be a
strength. For most businesses trying to grow beyond the founder
it becomes a ceiling.

If every social conversation, review, and marketing signal is routed
through one person's account, the business itself has no
independent identity. That makes it harder to add employees,
delegate ownership, build enterprise value, or eventually change
ownership.

Set the goal: a customer should be able to recognize, verify, and
follow the company without needing to find the owner first. The
owner's profile can still be a strong front door. It should not be the
only door.
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TAKEAWAYS

v Give the company its
own name, page, and
voice

v~ Route reviews and
reputation to the
business

v Founder-led is a
channel, not the whole
brand

05



RELEASED SOLUTIONS DECISION 04

AUDIENCE

Build the company's own
audience asset

Followers of a person are not the same thing as followers of a

company. When someone likes an owner's post, they signaled LA

interest in that human, not the business bank account. v Grow followers on the
business Page too

If nothing is being built at the busi I , th '
nothing is being built at the business layer, the company's + Convert person-led

attention into email or
when the owner's personal reach grows. And the day the owner CRM

independent reach, recognition, and community stays small even

steps back — sabbatical, iliness, retirement, sale — the audience
v~ Assume the founder will

not always be posting

does not transfer.

Every founder-led post is worth more when it links back to a real
business Page, a real email list, or a real customer profile. That is
how attention on the person becomes an asset owned by the
company.
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RELEASED SOLUTIONS

ACCESS

DECISION 05

Access, continuity, and team

roles

Business Pages exist so multiple authorized people can manage
content, messages, ads, and insights without sharing one
person's login. Personal profiles do not, and both Meta and
LinkedIn treat credential sharing as a policy violation.

If your team needs the owner's phone to reply to a customer
message, the system is fragile. It fails when the owner is on
vacation, when the assistant is offboarded, and when the agency
turns over.

Route business work through business access. Meta supports
Facebook access and task access on Pages. LinkedIn assigns
Page admin roles directly to real member profiles. Nobody should
ever need the owner's personal password to do their job.
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TAKEAWAYS

v Use platform-native
Page access, not
shared logins

v’ Have an offboarding
checklist for every
account

v~ The business, not a
person, owns the admin
seat
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RELEASED SOLUTIONS

MEASUREMENT

DECISION 06

Measurement you can actually

acton

Business Pages and ad accounts give you structured analytics:
reach, engagement, follower trend, ad performance, message
volume, review response rate. A repeatable marketing program
needs that structure.

Personal-profile activity can still be measured in some contexts,
but the reporting is not organized around a business. You cannot
easily compare content types, run A/B tests on offers, hand a
report to a partner, or connect the numbers to CRM outcomes.

If the person is doing marketing work, treat it as a distribution
channel. Run the actual campaign and measurement out of the
business layer where the numbers belong.
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TAKEAWAYS

v~ Track outcomes at the
business, not the
person

v~ Connect social to CRM,
not just to likes

v A repeatable program
needs repeatable data
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RELEASED SOLUTIONS DECISION 07

PAID VS ORGANIC

Paid and organic are different
jobs

A founder's post can create awareness and start conversations.

Paid media has a different job: controlled distribution, targeting, UieldEi iy

testing, optimization, and conversion measurement. Confusing the v Personal profile: earned

two produces bad decisions in both places. reach and trust

v~ Business ad account:
bought reach and
control

Do not boost personal posts as if that were an advertising
strategy. Do not expect the personal audience to be big enough

on its own when the business needs a specific outcome. And do
v" Name the job before

not run ads from a personal account when the whole ad system is ,
choosing the tool

built around business ownership.

Decide, before the campaign starts, whether you are earning
attention through a person or intentionally buying distribution
through the business. Both are legitimate. Neither replaces the
other.
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RELEASED SOLUTIONS

VOICE

DECISION 08

Personal content and sales
pitches are not the same

Your audience followed you as a person. They may enjoy your
opinions, hobbies, family updates, and professional insights. If
every personal interaction becomes a promotional pitch, the
relationship gets exhausting fast.

The same is true in reverse. A Business Page that only posts
memes and personal photos loses trust as a company channel.
Match the content to the account it is on.

You can absolutely mix personal and professional on the personal
profile. Just be intentional about it. Business marketing should fit
naturally into the reason people follow the account, and business-
shaped announcements belong on the business Page.
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TAKEAWAYS

v~ Personal profile: mostly
you, occasionally the
work

v~ Business Page: mostly
the work, occasionally
you

v Do not force one to do
the other's job
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RELEASED SOLUTIONS DECISION 09

VERIFICATION

Where customers find the real
business

The business needs a clear destination where people can verify

the company, understand services, read reviews, find contact info, UieldEi iy

see locations, visit the website, and take the next step. v Business Pages verify
the business, not the

Facebook Pages, Linkedln Company Pages, Google Business person

Profile, and your own website exist for that job. Personal profiles v Consistent info across

are not designed to answer "is this really the business, and how Page, GBP, Linkedin,
do | do business with them?" reliably. T

When a fake account, an impersonator, or a stranger checks v~ Every profile links back
whether you are legitimate, they should land on business-owned to the site

pages that match one another, and every one of them should link
back to the website.
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RELEASED SOLUTIONS

SYSTEM

DECISION 10

Attention is not a marketing

system

A post that gets reactions is not automatically generating
business. A sustainable marketing system connects social activity
to the website, CRM, email, ads, analytics, reviews, lead capture,
sales follow-up, and customer retention.

Personal reach can start the conversation. The company still
needs infrastructure behind it: a landing page that answers what
the post promised, a form that captures the lead cleanly, a system
that routes it to the right owner, and a follow-up sequence that
does not depend on the founder remembering.

If your marketing plan today is essentially "the owner posts and
things happen," the plan is fragile. Turn it into a repeatable
business system with the person on top, not carrying it alone.
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TAKEAWAYS

v Attention is a start, not a
strategy

v Route every response
into a real system

v~ The system should work
when the owner is
asleep
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RELEASED SOLUTIONS PRACTICAL CHECKLIST

PRACTICAL CHECKLIST

A one-page audit you can do this
week

Walk through this list with your team. Any answer that is unclear, unowned, or "the

owner just does it" is a place to build the business layer.

v

A

\

A

NS

Does the company have a Facebook Page, Linkedln Company Page, and Google
Business Profile that a stranger can verify?

Do all three link back to the website, and does the website link out to all three?

Are business-owned admin accounts assigned to real team members through
platform-native access, not shared logins?

If the founder is unavailable for a week, can someone still respond to a Facebook or
LinkedIn message under the business identity?

Do the business Pages have their own following, not just followers of the founder?

Is there a plan for turning founder-led attention into email subscribers, CRM contacts,
or booked calls?

Are ads run through business ad accounts and reported with business-level metrics?

Does personal content stay on the personal profile, and business content stay on the
business Pages?

When a lead comes in from any channel, does it land in a CRM the business controls?

If you sold the company tomorrow, what would go with the business — and what
would walk away with the owner?

IF THE LAST ONE MADE YOU UNCOMFORTABLE

That is usually the answer to the whole question. Anything a buyer would not get — an
audience, a follower base, a client relationship, a reputation — is currently locked inside a

person. This guide is about carefully moving those things into the business layer while

keeping the person on top of the strategy.
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RELEASED SOLUTIONS NEXT STEP

AUTHOR'S NOTE

Let the person be personal. Let the
business be a business.

You do not have to choose between being a person and being a business. Use your
personal presence to create trust, demonstrate expertise, and participate in real
conversations. Use your business presence to create structure, continuity,
discoverability, team access, and a clear place for customers to engage with the
company.

Then connect both of them to digital assets the business actually controls. The person can open
the door. The business needs to be ready when the customer walks through it.

Build a social presence that supports the
business.

Released Solutions helps small businesses connect social media, websites, online
presence, content, advertising, CRM, analytics, and automation around measurable
business goals.

If your marketing depends too heavily on one social account or one person's audience,
we can help build the structure behind it.

Talk with Released Solutions —

Kenneth Durrum - Released Solutions - releasedsolutions.net
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https://releasedsolutions.net/contact-us/

