
LinkedIn Fundamentals: 

Build Confidence, Connections, and Clients 

for Your B2B Business
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About Me
• Pre- 1999 offline 

• marketing and advertising focus

• 1999 
• shifted to greater focus online

• Start-ups, family run companies, corporations

• MBA, Northeastern

TheGreatlyAgency.com

VP- 

The Greatly Agency | Greatly Digital Studio

• Strategy, Execution, Training

• Design, Marketing, Operations

• Products, services, for-profit, non-profit

• SCORE mentor since 2017

• Chapter co-chair

• Workshop Co-chair



The WHAT
What does LinkedIn Offer
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LinkedIn Services Overview

• Organic
• Individual and Business 

Pages

• Premium

• Paid 
• Ads

• Marketing Solutions

• Sales Tools
• Premium

• Recruiter

• Sales Navigator
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AD SAMPLES



AD SAMPLES

Today is not ads, it is 
paid tools for 
networking 1-1



PREP- Before You Start PAID

1) Know you target market 
• Not “anyone who will buy my 

products”
• This helps you focus and prioritize 

efforts/budget

Examples: 
• Individual

• Job title?

• Geographic location?

• Account level: 
• Number of Employees?

• Revenue?
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PREP- Before we begin

2. Have or Create a LinkedIn Profile

• Establish some connections

• Set to PUBLIC
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The WHY
PAID & Sales 

Navigator
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For Those looking For Next Level Networking

• Access to advanced search filters for precise business prospect 
targeting 

• Tools to discover and engage with potential prospects 

• Real time insights on leads (commenting, sharing, work 
promotions)

• CRM (Customer Relationship Management) tools
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Many Levels to Next Level Networking

• Add as a PART of your 
sales networking/Sales 
process

• If you meet someone at a 
conference immediately connect 
on LinkedIn, Free/Organic 
connection practice might be 
enough

• Meet potential clients – 
immediately connect on LinkedIn 
to your personal profile
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Many Levels to Next Level Networking

Consider Sales Navigator…
• IF you have capacity for 

access to large volumes of 
prospects

• Have the time to reach out 
and nurture those 
relationships 
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Advanced Next Level Networking

Bear in Mind: 
• Size of your ORGANIC (free 

LinkedIn personal profile) 
networks HELP

• They create 2nd, 3rd connections

• Sales Navigator only allows you to 
unlock 25 per month 3+ out of 
network names

• Personal network connections create 
exponential accessibility
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Advanced NEXT Level Networking

• Offers account level search

• Large organization with 
multiple potential 
prospects and decision 
makers

• Organized way to track 
potential prospects 

• Stay updated on target 
companies 
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This might not be for everyone…

• Navigator costs more, larger prospect tool
• Better organization tracking and integrations
• For Larger Volume

Organic connections may be enough

• Starts CORE at $79. Relationship mapping, teams, tracking, CRM

Have to weigh the cost versus the benefit
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The HOW
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High Level Sales Prospecting Review

• Connect

• Nurture

• Convert

Can be used for EITHER 
referral sources or direct 
potential clients

True Prospect

Account/Individual

Connection

Engaged 
Connection

Offline 
Connection
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CONNECT: Lead and Accounts

• Leads versus Accounts
• LEADS: Individual People

• Previous connections: 
• ex. email, work

• Conference lists/Contacts
• True Referral or Client 

Prospects
• ACCOUNTS: Organization Level

• Potentially multiple 
connections and decision 
makers

True Prospect

Account/Individual

Connection

Engaged 
Connection

Offline 
Connection
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Filtering for Prospects

• Both use Filtering

• Filter samples
• Geography

• LEAD: Job Titles

• LEAD: Job level

• 2nd or 3rd degree
• “We know some people in common”

• More
• Don’t have to use all of them.

• Include or exclude Just use a few and 
get a feel

Prospects List

Connections

Engaged 
Connections

Offline 
Connection
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Filtering for Prospects: Account List

• Account Example: 
• Specific: 

• Berkshire Hathaway, 
Compass

• Yale New Haven Hospital

• Broad: 
• Real estate Agents and 

Brokers 

• Health and Human 
Services/Connecticut

Prospects List

Connections

Engaged 
Connections

Offline 
Connection



TheGreatlyAgency.com

Filtering for Prospects: Account List

• Don’t be so specific in the 
beginning that you get no results. 

• Pick 2 or 3 filters ex.
• Geography

• Headcount

• Industry

Prospects List

Connections

Engaged 
Connections

Offline 
Connection
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Building a Lead List

Review 

• Weed out the junk

• Look through search results

• Check out LinkedIn Profile

• Save good ones to a list

• Review and Refine List

• Reach Out/Connect or Message

Prospects List

Connections

Engaged 
Connections

Offline 
Connection



Next Level Network Building: Leads
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Next Level Network Building: Leads
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Samples Of Network Connections

• Junk Hauler-Referral Sources
• Real estate professionals
• Professional Organizers

• Construction/Remodeling

• Physical Therapist-Referral 
Sources

• Complementary not competitive 
connections

• Referring Doctors

• Wellness Centers
• Massage Therapists

• Construction/Remodeling-
referral sources

• Home Inspectors

• Real estate 
agents/Brokerages

• Geographically located

• Mortgage Brokers

• Landscapers

• Stonemasons
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Samples Of Network Connections

• HR Service Consultant- Client 
Sources

• LEAD individuals:
• Current Job Titles

• Geography

• 2ndand third degree connections

• Account: 
• Sort on company revenue or 

headcount size

• Geography

• Job titles etc…
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Outreach- Get Your Message Right

• Initial Connection Message
• Short and sweet

• NOT an Ad! Keep it personal

• Even though it’s a sales process, 
don’t make it too sales-y

• Personalize messages based on 
profile insights 

• Be concise and professional 

• Offer value to encourage a 
response 

Prospects

Connection

Engaged 
Connection

Offline 
Connection
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Outreach- Get Your Message Right

• Connection message will be 
different for referral source 
prospect versus a direct client 
prospect

• “We know a few people in common” 
versus “we serve the same type of 
client and would love to connect to 
refer business to each other”

Prospects

Connection

Engaged 
Connection

Offline 
Connection
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Build a Relationship

• Engagement messages after 
connection

• Nurture and Engage

• Invite to webinars, to a call, to meet 
at a conference

• Invite to follow your business page

Prospects

Connection

Engaged 
Connection

Offline 
Connection



Build a Relationship

• Engagement Tactics  : 
• Comment on and like posts 

• Post & Share relevant content 

• Edit notification settings
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Develop a Process. SAMPLE

1. Connect

2. Email thanking for connection

3. Invite to follow business page

4. Like and Comment weekly

5. Share your own posts

6. Invite to an offline event (webinar, conference, coffee, demo, 
etc…)
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Develop a Process. SAMPLE

• Key is discipline, process, volume and 
messaging

• Set aside 15 minutes a week to 
• Create and Filter Lead List

• Connect

• Engage
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Measuring
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Measurement KPIS

• Measurement KPIS: 
• Key performance indicators
• Does not have to be 

complicated

• Examples:
• Number of new 

connections made 

• Response rate to InMails 
• Engagement (likes, 

comments on shared 
content )

• Conversion rates 

Example:
***Number of new connections made 

What is your average sale? If you convert only 10% of these new 
people to a customer what revenue does that represent?
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Nurturing Best Practices

• Best Practices for Prospecting on LinkedIn Sales Navigator

•  Do’s  : 
• Use a professional profile 

• Review lists before reaching out 

• Optimize your profile and outreach strategies 

• Have a schedule to follow up regularly 

• Use templates sparingly and personalize 

•  Don’ts  : 
• Spam with generic messages 

• Be overly pushy
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CRM 

Customer relationship 
management
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Convert and CRM Integrations

• CRM Platforms
• Hubspot

• Salesforce

• ZOHO

• Pipedrive
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CRM Pricing
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Pipelines

TheGreatlyAgency.com

• LEAD Name

• Stage:
• Contact/Intake

• Qualification
• Conversion
• Other Stages

• Emailed

• Article Sent

• Won/lost

• More advanced: 
Automation in Stage  
for some CRMs



…and First Steps

• Your first step is done! 
• Webinar and research!

• Defined your target audience 

• Next step: 
• Sign up for LinkedIn Sales 

Navigator / Trial

• Begin prospecting using advanced 
search 

• Just Start: 
• network and track your results 
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Thank You

• Connect with me on LinkedIn!!

Anne.Driscoll@scorevolunteer.org

Anne.Driscoll@thegreatlyagency.com
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