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Presentation Overview



610 Million Users



4 out of 5 Users 
make Key Business 

Decisions



#1 Online 
Platform for Lead 

Generation



LinkedIn helps connect you to the network you 
need to achieve your goals  
(ie. Marketing, research, business development, executive leadership)
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Individual Page Updates and PostsCompany Page

Organic Content



Sponsored  InMailSponsored Content

Paid Content 



GeneratingMeaningful
Relationships



STEP 01
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Develop a 
Programmatic 

Approach
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Treat Yourself to 
a LinkedIn Make-

over
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Set Goals for 
Yourself
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Prospective 

Targets

Starting the LinkedIn Process 



1. Optimizing Your Profile 



“You never get a second chance  
to make a first impression. ”

Andrew Grant



Why does it matter? 

Enhances 
credibility and 

thought leadership
Builds trust, faster

Facilitates 
productive 

relationships
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Your profile shouldn’t be about you, it 
should be about the prospects you’re trying 
to attract. After all, your intended targets 
aren’t recruiters, they’re leads. 

But most economic developer’s profiles are 
digital resumes, or worse, a copied and 
pasted marketing value proposition.

By the way, don’t use these types of 
photos…

Creating a Buyer Centric Profile



Best Practices

Professional 
Photography

Headlines with 
Key Words

Attractive 
Summary



2. Goal Setting



Goal Statement Goal (Metric) YTD Actual (Metric)

Get 50 connections by the end of the 
year 50

Spend 10 minutes per day on 
LinkedIn 10 minutes per day

Set 15 meetings using LinkedIn 
relationships 15

Join 10 meaningful LinkedIn Groups 10

Run a trial LinkedIn ad campaign Yes

Organizational Chart



3. Identify Prospective 
Targets



Prospect Title

35%

Develop Target Persona

Location

Company Size

Industry Target

Keywords



4. Programmatic Outreach



What is a programmatic 
approach?

A planned approach to 
connect with prospects



Connection Request Message Sent Message Seen Prospect Responds

How it Works

Meeting Scheduled



Connection Request Message Sent Message Seen No Response

OR 

Why?



Monday – Friday: 
6:00 am – 7:00 am  

Sunday: 
8:00 pm  



How Well is it Working?

Message Message 1.A Message 1.B Message 2.A Message 2.B

Target Contacts 4 8 2 1

Messages Sent 43 62 50 38

Conversion Rate
To Lead %

9.30% 12.90% 4.00% 2.63%



65% of B2B companies have 
acquired a customer through 
LinkedIn







GENUINE

Start with genuine conversations. If your prospects feel like they’re 
immediately being sold to, they’ll be less likely to want to build a relationship 
with you 

BRAND

Create a strong professional brand to increase your visibility to 
your desired contacts and build trust in your industry 

FOCUS

No generic sales pitches. Instead, focus on the best prospects for your 
industry, and shared interests. 

LEADER

Establish yourself as a subject matter expert/thought leader by sharing 
engaging and relevant content. 

Recap
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