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When asked what their biggest challenge is, 
sales organizations, regardless of size, industry 
or stage, all share a common answer; gener-
ating good quality leads that can be converted 
into valuable customers. The bottom line is that 
many businesses struggle with growth. What 
once worked years ago to drive business, such 
as cold calling, is no longer effective today be-
cause of online and digital marketing tactics. 

The good news is that lead generation strategies 
have also evolved, presenting many new oppor-
tunities for growth. If you were to focus on only 
one channel for your company’s lead generation, 
it should be LinkedIn.

61% of Sales & Marketing 

Professionals say generating 

leads is their biggest challenge.

Since its inception in 2003, LinkedIn has grown 
to have over 600 million users worldwide. In the 
beginning, LinkedIn was meant to be a social 
media platform for professional networking. 
However, it has evolved into a powerful tool for 
lead generation.

In this guide, we will cover the fundamentals 
of prospecting on LinkedIn, from creating your 
profile to building a strong network and crafting 
the perfect LinkedIn prospecting message. Once 
you’re through with the guide, you’ll be ready to 
fully harness the power of LinkedIn as a lead 
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According to the Sophisticated Marketer’s Guide to 
LinkedIn:

80%
over

of B2B social media leads come from 
LinkedIn. 

WHY LINKEDIN LEAD 
GENERATION?

LinkedIn is one of - if not the - most 
effective social media channels for 
networking, marketing and selling.

That’s because LinkedIn’s 600 million users are 
made up of professionals with buying power 
and influence. That means there’s a lot of poten-
tial leads for you to engage with regularly, and 
there’s a high possibility that your target audi-
ence is among those. The best part is that there 
are no gate-keepers. You can communicate 
directly with your target audience, view their pro-
files and even see who they are connected with.

That being said, you’ll need a comprehensive 
LinkedIn prospecting strategy if you want to cap-
ture these leads and convert them into valuable 
customers. Equipped with the right strategy and 
tools, you can grab their attention and grow your 
business. Here’s a step-by-step guide on how to 
do it.
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LINKEDIN PROFILE TIP

You’ve probably had to ‘dress to impress’ before 
a big job interview or meeting with a client. First 
impressions are extremely important, after all. 
Think of your LinkedIn profile as your ‘dress to 
impress’ moment. It’s the first thing potential 
connections will look at before deciding to ac-
cept your invitation request. 

Before you can begin to build your LinkedIn net-
work, you need to start with the basics and cre-
ate a compelling profile. 
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1. Set a Professional 
Profile Picture

DO!
DON’T!

Make sure you’re dressed pro-
fessionally in your photo, simi-
larly to how you would dress at 
work.

First things first, you must include a picture 
of yourself on your LinkedIn profile. It seems 
straightforward enough, but so many people get 
this wrong. You shouldn’t upload a blurry cell 
phone image, it gives off the impression that 
you aren’t very serious or professional. Instead 
include a professionally-done, recent headshot 
that clearly shows what you look like. And by 
recent, we mean within the last 2-3 years --- not 
your first headshot ever taken from 2010.
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2. Create a Compelling
Headline & Bio

Your bio shouldn’t be more than a paragraph 
or two. Anything over that is too long as most 
people visiting your page are skimming and 
you could risk them missing important infor-
mation if not addressed in the first few sen-
tences. 

List a couple accomplishments, highlight your 
specialties and mention a couple fun things 
about you that show off a bit of your person-
ality or who you are outside of work. Like, for 
example, you’re an avid rock climber.

Here’s an example:

Jane Doe
Helping small businesses grow their customer base 
through social lead generation with CoPilot AI.

CoPilot AI

British Columbia
Institute of Technology

Here’s an example:

About

I help companies grow by implementing online 
marketing and sales best practices. I work with 
CEO’s, CMO’s, VP’s of Sales & Marketing to adapt 
their marketing & sales strategy to match the mod-
ern customer customer journey.

I’m very passionate about sales & marketing, espe-
cially the changes that have occurred over the past 
10-15 years and how companies can embrace those 
changes to get to the next level. It’s my job to un-
derstand the growth objectives and issues that a 
company is facing and identify ways to solve those 
problems. I enjoy teaching sales & marketing exec-
utives about SEO, social media, content, marketing 
automation, email marketing, marketing analytics 
and how they can leverage them to create a scale-
able and measurable process that improves their 
ROI. 

There are two types of LinkedIn users; those 
in sales trying to attract prospects, and those 
seeking job opportunities trying to appeal to 
recruiters/hiring managers. If you fall in the 
category of looking for prospects, you’ll want to 
approach your LinkedIn profile in a completely 
different way than you were taught to use it. 
Instead of highlighting how great you are, you 
should focus on how you’ve helped your cus-
tomers. 

For your headline, you’ll want to use Hubspot’s 
tried and true formula: “[Job Title/Specialty], 
helping [ideal customers] do X”. 

7 | Ultimate Guide to LinkedIn Prospecting

https://www.hubspot.com/


3. Share Relevant Employment History 
& Job Descriptions

Only include your employment history if it’s rele-
vant. If you jumped around in highschool doing 
odd jobs that have nothing to do with your career, 
it’s probably best to leave those off LinkedIn. 
However, if you did an internship (even for a short 
while) in college relating to sales or your field of 
work now - definitely showcase that!

When adding job descriptions, remember that 
you’re writing this to appeal to prospects, not 
necessarily recruiters. With that in mind, you can 
highlight your greatest accomplishments at each 
job and tie it back to how it helped your custom-
ers. For example: “Helped customers increase 
sales revenue by 50%”. Highlight things that will 
help you stand out to your ideal customers.

Febuary 2017-October 2019
Vancouver, Canada Area 

QuickMobile  is the global leader of mobile event apps 
for meetings and conferences. Our experts work with 
event and meeting professionals to develop fully brand-
ed event apps that help drive participation, meet stake-
holder goals, and keep attendees happy from opening 
to closing remarks.

Responsibilities & Accomplishments:
• Developed and executed blog content strategy that 
increased blog subscribers by 200% in one year
• Created and implemented SEO strategy that increased 
organic web traffic by over 500 visits per month
• Produced marketing and sales collateral (ie. eBooks, 
whitepapers, videos, blogs)
• Sought out content sponsorship opportunities through 
writing articles, hosting webinars and participating in 
interviews
• Produced written and video case studies that success-
fully aided the sales process and close rate
• Improved brand awareness and public perception of 
company through writing press releases and seeking out 
PR opportunities

00 00
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LinkedIn Profile 
Takeaways

Include a professional headshot (absolutely no 
blurry cell phone selfies).

Create a catchy headline highlighting how you 
can help, and who you can help.

Write a concise bio with a breakdown of who 
you are and your professional background. 

Include relevant employment history and pre-
vious job titles (your first job at the local movie 
theatre probably doesn’t need to be on there).

Tailor your profile to the prospects you’re try-
ing to sell to.

Ultimately you want your profile to stand 
out in a positive way so that people want 
to be connected to you and see value 
from having you in their network.

21
3

4
5
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Before you can begin social prospecting, you 
need to know your target audience and build a 
professional network of people in that audience. 
It’s important to focus on those you actually 
wish to do business with or network with rather 
than just going in blindly and connecting with 
any and every one. LinkedIn specifically is a 
good way to do this. You can find the people you 
want to target based on their industry, company 
size, job title, seniority, connection degree (i.e. 
1st, 2nd, 3rd-degree connections), etc. 

The more people in your niche you connect with, 
the bigger your network will become and the 
easier it will be to generate leads.

GROWING YOUR NETWORK
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1. Connect with Like-
Minded Professionals

The beauty of LinkedIn is that you get a glimpse 
into everyone’s professional life before even 
starting a conversation. 

Take a quick peek at someone’s profile to see 
if they’re someone you want to have in your 
network. These could be people that are in the 
same industry as you that you hope to collab-
orate with, people in your target audience you 
hope to gain as customers, influencers in the 
industry that post valuable content you could 
learn from, or simply just like-minded profes-
sionals you think would be a nice addition to 
your network. 

When you’re ready to send an invitation request, 
make sure you craft a personalized invitation 
message. More on that later.

LinkedIn has several user groups you can join. 
Joining and actively participating in these 
groups is a fantastic way to build a strong Linke-
dIn network with people that are all interested in 
similar topics. These groups will not only grant 
you access to other professionals in your indus-
try, but they are filled with valuable resources, 
tips, best practices, real-life use cases; the list 
goes on.

Participating in groups is also a great way for 
you to get noticed amongst peers and potential 
clients. By posting useful information, com-
ments or answering questions, you will be seen 
as an expert in your field. Remember that these 
groups are for networking, so you don’t want to 
join them to pitch your product or service as that 
comes off not credible. 

Actively Participate 
in LinkedIn Groups2.

Not all connections need to be 
someone you can see yourself 
just selling to. 
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Share Valuable, 
Useful Content3.

Not only is sharing valuable content helpful to 
those that are already connected with you, it’s 
also a great way to expand your network. We 
recommend sharing blogs written by your com-
pany, original pieces created by you, relevant 
insights from thought leaders or influencers in 
your industry and reviews of your product/ser-
vices. 

• Posting status updates, whether it 
be a few paragraphs or a link to a 
blog you wrote.

• Creating LinkedIn articles.

When your prospects see content that they find 
useful or relevant, they are more likely to en-
gage. Once they engage with your content, that 
opens your content up to everyone in their net-
works so you will attract more people to connect 
with. It’s a win-win! A couple ways you can share 
content on LinkedIn:
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Build & Nurture Your 
Relationships

One of the most, if not the most, important 
aspects of networking is relationship building 
and nurturing. When it comes to your LinkedIn 
network, it’s not enough to just connect if the 
person you’re connecting with is someone you 
want to actually do business with at some point. 
You need to engage with these people regularly. 

Start conversations with individuals in your 
network you hope to do business with and start 
relationship building by learning about them, 
their business, goals etc. Be persistent in your 
follow-ups, but also be organized. If someone 
specifically says ‘now isn’t a good time, fol-
low-up in a month’, set a reminder to follow-up in 
a month.

It is also a good idea to engage with your Linke-
dIn network on a broader scale to remain famil-
iar with your network. The best ways to do that 
is by:

There is a big misconception that in-person 
networking events are more valuable because of 
the face-to-face interactions and that digital net-
working isn’t as personable. That doesn’t have 
to be the case at all. In fact, digital networking 
is actually a great way to meet many more peo-
ple, faster and from all over the world. There are 
a couple of ways to combat this myth; shoot 
someone a quick congratulatory message if you 
notice they recently got a promotion or started 
a new job. You can also send friendly birthday 
greetings. But ultimately, nurturing these rela-
tionships is about conversing and listening.

4.

Most importantly, remember to be 
human. 

• Updating your status regularly to 
stay top of mind.

• Share content you think would be 
valuable or helpful to your network. 

• Interact with your network’s posts by 
liking, commenting on, or resharing 
their posts. 
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Connect with like-minded professionals that fit 
into what your ideal prospect looks like, but also 
with people you find value from being in their 
network and vice versa.

Utilize LinkedIn groups to start more conversa-
tions with people in your industry and potential 
customers. Make sure you’re posting often!

Share content you think your network would find 
valuable and that they are likely to engage with. 
This will allow your content to be seen by peo-
ple outside of your network that you can connect 
with.

Build and nurture your relationships. Net-
working on LinkedIn isn’t a one-and-done 
deal. If you want to grow your network, nur-
ture the connections you already have.

1
2

3
4
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Perhaps the most important part of prospecting 
on LinkedIn is crafting the perfect prospecting 
message. Your messaging can make or break 
the deal.

Switching gears for a moment, let’s imagine 
you’re on a blind date. If you’ve been on a blind 
date before, you know how awkward it can feel 
at first. You’re meeting someone for the first 
time you’ve never even had a conversation with 
and hope that it’s a good fit. All you can do 
is spend the date getting to know each other 
through two-way conversation and determine if 
this will lead to a lasting relationship or not. 

Prospecting is a lot like going on a blind date. 

Prospecting can be tricky because you don’t 
really know anyone you’re trying to sell to on a 
personal, or even professional, level yet. 

MESSAGING
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1. Connect Over 
Common Ground

There is one caveat to LinkedIn; before you can 
message someone, you need to be connect-
ed. However, you are able to send a custom 
message with your connection invitation. It is 
extremely important to send a well-thought-out 
connection message so that you are able to con-
tinue the conversation. 

Before sending a prospect a connection request, 
scan their profile and identify a commonality 
between them and yourself and use that as an 
introduction. For example, you may have mutual 
connections, similar job history, shared interests 
or close geographies. Checking out their profile 
before connecting takes less than 2 minutes 
and can make all the difference in engaging with 
potential leads.

From there, you can send a casual message 
saying you saw you had mutual connections as 
an ‘in’. People will be more willing to accept your 
invite if you find common ground.

2. Keep it Concise, Cas-
ual & Conversational

One of the reasons prospecting on LinkedIn is so 
effective is because messaging on the platform 
is more like instant messaging, which can feel 
more casual and conversational than emailing. 
With that being said, treat your messaging like 
just that - a conversation. Keep your messages 
concise and casual with the sole goal of gaining 
a response. 

Hi John, it’s the second time your name has popped 
up in my LinkedIn suggestions :) I thought it would be 
interesting to connect. 

Jane Doe

LinkedIn InMail messages have a limit of 1900 
characters. That is more than enough and 
it’s best practice to keep your message well 
under the limit.

TIP!

In some cases, a mutual connection may even be 
willing to introduce the two of you so don’t be 
afraid to ask!

TIP!

Here is a great example of a casual, conver-
sational way to request a connection:
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3. Don’t Rush the Sell

Bringing it back to blind dating for a moment 
--- you’d never ask for a second date before the 
first date even really began. The same can be 
said about prospecting; 

Don’t go for the sell in the first mes-
sage. Or even the second. You want to 
avoid the premature pitch at all costs.

Remember that the person you’re reaching out 
to has no idea who you are. It’s disingenuous to 
immediately pitch your product, service or idea 
to them without building a bit of rapport first.

Once you’ve established somewhat of a relation-
ship with the prospect, make sure you include 
some sort of call to action to elicit a response 
so the conversation keeps going. As an exam-
ple, include a question at the end of your mes-
sage that gives prospects a reason to respond, 
such as “how is business going for you?”.

You want to learn more about their business, 
so spend time getting to know them and asking 
questions. For example, ask what their ideal 
customer looks like. Learning more about what 
they do can help you tailor your sales message 
to suit their business needs later in the conver-
sation. Doing this is also a great way to qualify 
someone...or alternatively, realize they’re not a 
good fit after all and end up saving you and your 
prospect time.
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Don’t jump in blindly, find an ‘in’ and connect 
over common ground.

LinkedIn messaging is not cold emailing. Keep 
your messages concise, casual and conversa-
tional.

Avoid the premature pitch, don’t rush the sell! 
Selling is about building relationships. Make 
sure you take the time to build rapport with 
your prospects and learn more about them. Ask 
lots of questions to determine if this is a good fit 
for both parties.

2
1

3

Messaging Takeaways
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Generate More LinkedIn 
Leads Today

This guide has given you the foundation to create an effective LinkedIn lead generation strategy. You’ve 
been equipped with all the tools you need to ramp up your LinkedIn profile, grow your professional net-
work, and create messaging that resonates.

About CoPilot AI
CoPilot AI is on a 10-year mission to fundamentally change the way businesses connect with custom-
ers. Three billion people now live on social media, and yet, businesses and their sales teams are still 
operating on outdated tools like email and CRMs.

CoPilot AI automatically targets qualified people on social media, initiates one-to-one conversations 
and surfaces timely sales opportunities without requiring any cold calling, events, or expensive advertis-
ing. Talk to us to learn more.

Book your free demo here. 
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