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Find Potential Clients with LinkedIn
using social selling techniques to get more sales

I commend this book transcript of a Business Connections Live interview with Steve 

Hyland and myself, Rupert Honywood, Managing Director of Integrated Marketing 

Bureau, to you.

Introduction 

This TV broadcast and book was written to share lots of value to help you grow your 

business and I hope that you enjoy it.

I felt compelled to set up the Integrated Marketing Bureau to help directors of 

companies, social enterprises and charities to become much more successful and to 

get more sales, clients, sponsors and partners for their organisations.

I personally have a great passion for creating solutions that clients really want, 

finding ways to engage with all stakeholders, whilst meeting the needs of customers 

and collaboration partners in such a way that fully achieves excellence and maximum 

return on investment.

I believe that if I can help people and organisations to become more successful, then 

we all benefit and what you give does generally does tend to come back. I want to see 

us have a massive impact on your business to generate more sales. My goals are to 

help tens of thousands of businesses like yours become more successful.

I would like to give a special thanks my wife Wendy and our son Sam for their endless 

patience and also all our clients who have made this business possible. A big thanks 

also to Steve Hyland and Linda Bazant of Business Connections Live who invited me 

on to this programme, to Will Harvey of Loosemarbles who helped me produce this 

book, plus Muriel and our team in the UK and in the Philippines who have helped me 

with all of this and made this business and production possible.

Please do feel free to get in touch.

 With very best wishes 
    
    

Integrated Marketing Bureau 

Rupert Honywood
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START OF TRANSCRIPT

Steve:  

Hello there, welcome along. This is Business Connections Live, the programme for 

entrepreneurs, SMEs and also business owners. Now, on today’s show, we’re going 

to be discussing how to find clients on LinkedIn – LinkedIn, yes, that’s right.

 So, is it just a souped-up version of Facebook or is it a real, proper marketing tool 

for your business? If you’re a small business owner, can you prospect on it? If 

you’re a large business owner, can you use LinkedIn to prospect?

Well, I have an expert with me in the studio today, his name is Rupert Honywood 

and he’s the Managing Director of Integrated Marketing Bureau. Rupert, thank 

you very much for joining us today. (0.10)

Rupert: 

Thank you for asking me.

Steve: 

I suppose I kind of posed the question there – is LinkedIn a serious marketing tool 

for business today? 0.47
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Rupert: 

Yes, it’s absolutely brilliant for that. First of all, it’s a great way of getting marketing 

intelligence on particular businesses or organisations you want to connect with, but 

also it’s a great way of actually trying to find clients as well. But there’s very much a 

right way and a wrong way of using LinkedIn.

Steve: 

Well, let’s look a little bit at the history, and we’ll find out a little bit about you in 

just a moment. A little bit of the history of LinkedIn. Originally, it was set up to be 

a recruitment site, where people would connect, and therefore they were putting 

their experience, their expertise, out there online. Is that still fundamentally what 

LinkedIn is, or really has it changed? (1.10)

Rupert: 

The bottom line is, if you, for example, are wanting to find another role or another 

job, your public profile is actually almost like having your public CV available online. 

So, even quite senior people within organisations, it’s very much in their interest to 

keep their profiles up to date, because the next opportunity could just be round the 

corner. But it’s actually evolved into being something much more than that now, 

hence the very large sum of money paid by Microsoft a few weeks ago, some $26 

billion, which is a pretty sizeable investment.

Steve: 

Do you think that’s going to actually change the face of LinkedIn, do you think 

LinkedIn will end up having to go in there and use our Microsoft log in details to 

get into it and all the rest of it? I mean, why do you think Microsoft have done it? 

(2.12)

Rupert: 

Well, one of the biggest aspects is that it gives them access to a massive audience or 

potential market of over 400 million business users worldwide. The amount paid, I 

believe, is the largest amount ever paid by Microsoft for acquiring another platform. I 

think with Skype, for example, I believe it was about $8 billion.

Steve: 

So this is really significant as far as they’re concerned? (2.48)
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Rupert: 

Yes, exactly, it’s a really big move. I think if they’ve got any sense, they’ll largely leave 

the guys at LinkedIn to get on with the job and just continue to grow and develop 

their site, because at the end of the day it’s an ecosystem and that needs to be 

respected equally with the members of LinkedIn.

Steve: 

When people approach you and they say, “Look, we’re looking to prospect, we’re 

looking to grow our customer base”, are they surprised sometimes when you say 

that one of the prime ways of doing that is to actually use LinkedIn?

I mean, you actually call yourself the LinkedIn Man, don’t you? And there is an 

element to using LinkedIn to really promote and to market yourself, but you’ve 

got to do it properly within the rules of that ecosystem.

Rupert: 

That’s quite right. One of the things you’ve got to bear in mind is, you’re always 

dealing with individuals. One of the worst things that people can do on LinkedIn is to 

overtly try and sell. It’s very much a relationship building part.

So you just need to remember, the people of LinkedIn, if you’re going networking 

and wanted to meet other like-minded business people, the first thing you’d do is 

actually engage with the other person – show an interest in what they’re all about.

Steve: 

But if we stand back in the real world and we do go to a networking event, the 

engagement is quite minimal, isn’t it? It’s, “Hello, who are you? Where are you 

from?” And at that point, at most networking events, you then go into the, “And 

this is what I do, this is why I’m here, this is how I could help you.”

I’m just wondering… there is this hesitation perhaps, on LinkedIn, to actually go 

down that route straight away. (4.01)

Rupert: 

And that’s a great point. To some extent when you’re networking, you can take a few 

shortcuts along those type of lines. I personally don’t recommend it because I take 

the view, if you show a real interest in that person – bearing in mind that people 
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largely judge what you’re like in the first 10 or 15 seconds – if you do things the 

wrong way, people aren’t going to want to deal with you anyway.

And it’s a similar thing on LinkedIn, except for the fact that you need to actually 

develop that relationship a bit more. Because to go overtly on a sales piece, you 

would completely disengage with people. Worse than that, people could hit the 

spam button or report button, and you don’t want that, because if you get a number 

of those then your account could be restricted.

Steve: 

Have you seen that? (5.10

Rupert: 

We’ve seen other people get into difficulties like that. LinkedIn are usually quite 

nice about these things but by the same token, any clients we work with, we’re very 

careful to point out there’s a right way and a wrong way of doing things.

Steve: 

Strategically then, when you’re talking to your clients and say, “Here we are, this is 

LinkedIn and we’re going to use this to prospect effectively,” is there a process that 

you work your way through on that? (5.26)

Rupert: 

Yes, there is. 

First of all, it’s about trying to identify your ideal target client groups, and there’s 

some very good ways of doing that which, a bit later on in the programme, I could 

show you. And that’s using some of the advanced searching techniques in there, and 

you can do a lot of very good segmentation and find your ideal prospects, and then 

from that, start to try and build relationships with those individuals. There’s lots of 

general parts you can do in terms of connecting people through groups and other 

activities, which we actively would encourage. But it can be a slow burn; there are 

more direct ways of doing things – which again we can cover off. 

First of all it’s really important to understand what your ideal clients look like, 

what they are interested in. Fundamentally, LinkedIn is a business-to-business 

platform, which of course includes business to social enterprise and to charities as 
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well. Obviously,  Facebook is much more a platform for dealing with individuals at 

a private level. LinkedIn is great on the business/client acquisition side in the B2B 

sectors.

Steve: 

Do you think the likes of Facebook (who are more and more targeting the 

business owner) do you think that’s going to become a challenge in the end to 

what LinkedIn is? I mean, I know LinkedIn you’ve got your professional profile on 

there, but with the business pages, the way that you can now set Facebook up 

(with Facebook live) and those kind of platforms now developing on Facebook, it 

does seem that Facebook is out to dominate every particular media platform – be 

it personal or business. (6.49)

Rupert: 

I think that’s fair, and to be frank…

Steve: 

Did Microsoft buy the wrong one? (7.22)

Rupert 

It would be interesting to see whether even Microsoft would have a big enough 

wallet to buy Facebook actually, but that’s another matter. It’s really interesting – 

obviously Facebook is likely to continue its evolution into the business-to-business 

sectors. At this precise point in the B2B side, certainly LinkedIn is one of the best ways 

of engaging with people.

But the moment you’re starting to deal with the individual consumers wanting to buy 

normal domestic products and services, obviously Facebook in that space is by far 

the best.

Steve: 

How did you get into using or instructing or helping or consulting people when it 

comes to using LinkedIn? (7.58)

Rupert: 

Basically, I got into it through another business which I’ve got some other business interests 

in. We found a very good way of actually recruiting potential clients and also joint venture 
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partners and advocates, into that particular arena. We were doing it for ourselves for quite a 

while.

A charity-based organisation came to us about two years ago and I got to know the 

Chief Executive really well, and they said they were trying to reach a certain type of 

target client so they could expand throughout the country, and I just shared lots of 

information. I obviously didn’t charge them for it – just wanted to help them out.

And basically the idea really came from them in terms of turning it into a service we 

could offer to other people because they’d found it really helpful. And they actually 

became a client of ours last year, which was really exciting. We helped them to 

expand into other cities throughout the UK.

Steve: 

The bottom line on this, I suppose, for people that are watching the programme 

today, is, if I have a small business, if I do my proper research, if I work correctly 

within the restrictions that LinkedIn imposes on me, the rules that they have, can I 

grow my business and can I increase my sales? (9.04)

Rupert: 

The bottom line is, yes. And the good thing is it’s not restricted to the UK. We’ve got 

one client who’s based in Oxford and they’re looking to get paying delegates for 

conferences in the US, Asia and the Middle East, and we’ve been running campaigns 

for them to help them get clients over there with a very high degree of success.

And that’s very relevant with Brexit coming up – we need to be looking outside 

Europe.

Steve: 

Fifth largest economy. (9.52)

Rupert: 

Exactly.

Steve: 

We’re on our way to being a leader in the world. You’ve got to talk it up or we’ll 

all end up talking it down. Okay, so you can grow your business, you can actually 
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increase sales, you can use it for marketing and promotion. Is it suitable for any 

particular kind of product? Is it soft services, is it hard services – what are we 

talking about? (9.54)

Rupert: 

Okay, where it probably works best is where companies or organisations have 

got fairly high value products or services that they actually want to sell. Because 

obviously to nurture and form relationships, to build momentum, takes time.

We personally don’t use the pay per click method through LinkedIn at all, we find 

we get very good results for our clients without using that. But it does require a big 

investment of time, and we put a whole system process in place to help you achieve 

that.

So if there’s a high ticket price per sale, that makes a big difference. It doesn’t matter 

whether they’re products or services, it works just as well. A lot of business owners 

will describe themselves as being generalists.

Actually, we do have to work with our clients to help them to micro-segment their 

target clients down, because although LinkedIn may return those 25,000 prospects 

in that particular industry sector, you can actually only reach perhaps about 700 of 

them at any one time.

Steve: 

Hold that thought for a moment, because we’re going to talk more on how your 

business can use LinkedIn today on this edition of Business Connections Live. My 

guest on the programme is Rupert Honywood, Managing Director of Integrated 

Marketing Bureau. (11.20)

We’re talking about LinkedIn today. If you are somebody that is using LinkedIn 

already in your marketing, hopefully we’ll be able to give you some additional 

hints and tips.

If you’re not, then are you missing out on something that could be absolutely 

enormous and a great way to build engagement with your prospective clients, 

and also to find new clients that maybe you can market to and then at a later date 

you can sell to as well.
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At the end of the day, that’s what business is all about, isn’t it? It’s all about 

increasing the revenue, making some money. Now, understanding your market 

and your ideal types of clients. We’ve got a pyramid here which kind of explains 

a little bit about the different types of clients. Let’s just have a quick look at that 

pyramid, there it is there. (12.20)

Now, the thing that surprised me the most about this when I saw this initially 

was just how much of your client base, 50%, will never buy your product or 

your service, even though you’ve connected with them. And that, I suppose, is 

probably true right across the board, isn’t it, Rupert? (12.37)

Rupert: 

Yes, it’s a little bit of a generic graphic that will vary a little bit from industry sector to 

industry sector and client type to client type. But a lot of people make the mistake of 

trying to reach everyone, and the difficulty is, by trying to reach everyone, you reach 

no-one, because everything is just too diluted.

So it’s very important to understand the importance segmentation, which we’ll talk 

about later on. But you need to try and ignore that bottom 50%.
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Steve: 

All right, so let’s look at the slide once again, let’s look at the bits that are really 

going to mean something. So we’ve got 40% there, potential customers for your 

product but don’t know it yet. So these are not disillusioned with you, they’re not 

delinquent customers, they just don’t know they want what you’ve got. (13.03)

Rupert:  

Yes, they may not even know that you exist as well. So it’s about trying to find ways 

of being able to engage with that wider group. And of course some of that 40%, over 

time, once relationships continue to be nurtured, will actually then start to become 

part of the 10% and the 3%, and that’s a big thing.

Steve: 

Let’s look at that slide again, because you just mentioned it – you’ve got 7% want 

to buy (but not yet) and then the 3%, I suppose this is what everybody’s after, who 

want to buy it today. (13.43)

So, I noticed there as well that you’re talking about nurturing prospects into the 

top 10%, developing your prospects that you’re already talking to, and it’s the top 

50% which are really important to you? (13.04)
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Rupert: 

Yes, so the top 50% are the ones which are fairly easy to get at, for example by using 

some of LinkedIn’s advanced search techniques. It can be quite difficult to find out 

which of those want to buy something now, but of course you can take data from 

other sources.

So, for example, you might be able to feed into some activities coming from groups 

on LinkedIn, or equally, certain people on Twitter, for example, and enriching those 

type of conversations that way.

So you’re aiming for the 50%. What you’ll find as part of any form of marketing 

campaign though is, there’s two main aspects. One is, you want to nurture those 

relationships so that they become part of the 7% and the 3%, so they want to buy 

your stuff. But the other thing is, what you’ll find is that you will start to reach the 3% 

and the 7% as just part of the normal process.

If we take ourselves as case in point, we’ve picked up several clients in the top 3%, 

7%, first of all that didn’t initially know about us, but they quickly found out. We just 

happened to hit them at the right time and they wanted our products and services 

today.

Steve: 

So what you’re saying is, be prepared for that wastage that’s going to be there, 

be prepared that half the people that you contact are just names on a database, 

effectively. But realise the other 50%… nurture everybody and expect 50% of 

them to come through. (15.12)

Rupert: 

Well, the bottom 50% you try and avoid altogether, simply because they’re not in 

your target market. So your top 50%, at some point they’ve got the potential to 

become a customer or a client. It’s about nurturing those relationships, and some can 

take quite a long time to build up. Other cases, it can happen very quickly.

So, social selling really is very much more about building on the relationship and 

getting people to the point where they’re actually really interested in having a 

conversation.
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So you need to focus on building the leads or the prospects to start with. You can 

do that through LinkedIn but equally you may have access to some very good lists 

of your own. Aiming for those in your target market. Then you need to put a really 

strong prospect nurturing process in place.

Steve: 

What do you mean by that? (16.19)

Rupert: 

So it’s about starting to engage with people, connect with people.

Steve: 

We use the term ‘engage’ all the time, so what do we mean by that? Is it, “Thank 

you very much for connecting,” is it teasing them about the product that you 

have, is it giving them some information, some free advice? What is it, how do you 

nurture a prospect? (16.27)

Rupert: 

Well there’s some very soft ways of doing it, which you can do through groups in 

LinkedIn and that’s a great way, especially of building awareness, or creating blogs 

and putting that into the LinkedIn stream.

If we were to talk about the messaging side, you’ve got InMail, which is a paid for 

service, part of Premium. You’re very restricted in how many messages you can send 

out through that. Or you can send out connect requests, but it’s very important to 

do that in the right way, so don’t just use the normal connect button, just accept 

the standard LinkedIn message. It’s very important to personalise that message 

and make sure you’ve actually understood a bit about that profile and looked at the 

synergies.

But that message should be very short, no sales 

message in there whatsoever. And what you’ll 

find is a percentage of those people will accept 

your connection request. A lot of people will 

never reply, but don’t regard that as being a 

waste, it’s just they don’t know what they don’t 

know you at that stage.
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Following on from that, it’s then about having another conversation, but not a sales 

place conversation. It’s about basically respecting people the right way, asking a 

couple of questions, getting their permission to share some information and then if 

they come back and say, “Yes, please do,” then of course it would be rude not to give 

them what they’re asking for. 

Steve: 

So that’s nurture. Let’s go back to the slide again; the final piece on the slide, of 

course, is at the bottom – the sales optimisation system. Build on relationships so 

that those prospects are asking to have sales-based conversations. If this is where 

we’re turning that nurture now into Always Be Closing, ABC, we’re turning into the 

sales call now. (17.59)

Rupert: 

Yes, we are. But the big difference here with this approach is that people are actually 

asking to have those conversations, so if you do things the right way, you can switch 

the dynamic around. So they’re asking to have those conversations and it becomes 

much more of a consultative process. 

When you first have a conversation with someone, you may not have met them 

before, and it’s very important to build the relationship up first. Once you’ve built the 

relationship up then naturally things will progress from there and you can start to 

hone people down in terms of prospects.

Steve: 

That brings us on to actually going into the platform. You’ve got your laptop 

there, and you’ve got my profile there as well. (18.50)

Rupert: 

I have.

Steve: 

We’ll have a look at what’s on your screen. 

So, this is what I’ve done with my profile, 

I’m a sad man and I need to get out more!  

Specialist in Branded TV and Radio Business Programmes, Internal Comms, Video 

Productions, Speaker and Broadcaster, using ticks.
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How important is your profile when it comes to using LinkedIn, both for the way you’re 

selling yourself on – because people do come and look at your individual profile, don’t 

they? And is that your personal sales platform? (18.58)

Rupert: 

Yes, it is, and the great thing looking at your profile, your actual summary is very well 

presented, very well laid out. I like the ticks on there, that’s great.

My only slight comment there is I’d probably have a soft call for action at the bottom with a 

phone number and possibly email address if you’re happy to do that. Although, of course, 

that is recorded under the contact info there, there’s nothing wrong with repeating it.

Bullet points work well in the profile, but remember it’s all about the client or the prospect, 

so this is written a lot as ‘I’, for example. Generally, one part would be about ‘I’ or what ‘we’ 

can offer; you switch more to a you and yours conversation generally and that works well.

You’ve got a great profile, I’ve bought into it straight away.
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Steve: 

Thank you very much. I worked very hard on it.

So, you have the great profile – what’s the next step when you’re using this? 

The thing to remember is that if you work on your profile, if you don’t have a 

good picture of yourself, your head and shoulders picture, you’re wasting an 

opportunity, people buy from people.

Make certain that when you sit down and you’re writing out the profile that you 

have the keywords. You are effectively doing personal optimisation, aren’t you? 

(20.25)

Rupert: 

That’s right, and of course what’s in the headline title is particularly important 

for that. LinkedIn is very well optimised by Google anyway, but it’s about people 

wanting to engage with you and accept your connection requests.

Because then once you’ve been able to get people into that space, you can start to 

build that relationship with people as well.

Steve: 

So you’ve got yourself a good profile. The next stage on that, then, is to actually 

go out there and do some real prospecting. 
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What’s the best thing to do, the best place to start? (21.18)

Rupert 

Well, one thing I would suggest doing is using the advanced search capabilities in 

LinkedIn. As a free member you can do quite a bit.

Steve: 

Let’s have a look at the screen for a second. I’m a Premium Member as you can see 

on there. (21.38)

Rupert 

Yes, so, for example, as a Premium Member, you get more sophisticated ability to be 

able to search. If I click the advanced link at the top there you’ll notice that you get 

this screen up here, Advanced People Search.

So, for example, let’s say you want to focus on certain industries, and let’s say 

we were into computer and network security, and you wanted to try and reach 

businesses in the computer, network and security space. So you could click that 

option there.

And also you could say, I only want to communicate with people at CXO, i.e. Chief 
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Executive Officer of some shape or form, could be the Chief Finance Officer, Chief 

Marketing Officer, it may be partners, directors, VPs, for example.

Steve: 

So you can actually be very, very precise on who you’re searching for. We’re going 

to go through this in more detail in just a few moments’ time, but this is what the 

real power of LinkedIn is all about. (22.34)

Rupert, we were just looking at the search criteria on your screen. Let’s go back to 

your screen, just talk us through the other elements that we can actually get then, 

because it is very, very targeted. So let’s have a look at your screen right now. 

(23.17)

Rupert: 

Great, so, we were searching for businesses in the computer and networking security 

space, and we also decided we wanted to reach people at Director, Owner, Partner 

and CXO level, and also Vice President level, and we selected these options here.

All these options which are coloured gold are Premium options, so as a free member 

you can gain access to these parts; as a premium member, you get this extra 

functionality, which is very useful.
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Steve: 

Is it worth being a Premium Member, because it’s only about £45 to £50 a year, 

isn’t it? (24.00)

Rupert: 

A month. To be frank, anyone who’s serious about business shouldn’t even question 

the cost, it’s probably about the best investment you can make. I’m not employed by 

LinkedIn, by the way, but it’s true.

Steve: 

If anybody from LinkedIn is watching, thank you very much, we are available to 

have the programme sponsored!

All right, so we’ve got that search parameter where we can really niche down. 

What do we need to look at next? (24.16)

Rupert: 

Okay, the other thing is to determine what type of size companies you want to reach. 

Because LinkedIn is such a large business social network, there’s no way you can 

reach everyone, it’s just not possible to do it and obviously LinkedIn wouldn’t want 

you doing this either, not through this but this is a much more targeted way of doing 

it.

So, for example, let’s say you were after companies which employed more than 50 

people.

Steve: 

All right, so let’s look at the screen again. (24.55)

Rupert: 

So if we go for 51 people up to small to medium sized corporates as well, so I’ve 

ticked these options under company size. I’m going to press the search button now 

and just see how many records come up, and you’ll see that there’s 19,731 businesses 

which come under the computer and network security sectors.

We’ve managed to get in at Director, Owner, CXO, VP and Partner level, and the 

company size is there. Although it says there’s 19,731 businesses there, we haven’t 
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narrowed that down yet a little bit more. I’d also recommend narrowing it down by 

territory.

So let’s, for example, take location, and let’s select United Kingdom as a case in 

point, though this could be pretty well most countries in the world. Let’s take your 

postcode here.

Steve: TW15 1UU.

Rupert: 

And let’s bring up businesses within a 100-mile radius. We’re starting to use some 

really powerful features within LinkedIn now. That’s narrowed it down to 751, which 

is suddenly a much more manageable number.

You can also do keyword searches as well. I won’t do that now, but you can be quite 

specific with your keyword searches, so for example, if you wanted to reach business 

analysts you could just search for that keyword under job title, and that would 

narrow it down even more.

So you’ve got your 751, and what you can then do is, you can actually save that 
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search. You’ll notice an option there, save search. Give that search a name and then 

you can return at any point. Those are potential directors of companies which are 

great people to connect with.

Steve: 

The trouble that you have with that particular stage is that you’ve now got their 

list – and of course, LinkedIn try to protect people from being spammed – so 

what’s the next step on, what do you do?

Do you go off LinkedIn and see if you can find more information on the particular 

person or individuals or do you use InMail which is the inbuilt part that you have?

What’s the right etiquette on this? Because what we don’t want to be doing is 

encouraging people to start spamming everybody. That’s a powerful feature, 

we’ve narrowed it down, what’s the right protocol? (27.00)

Rupert: 

That’s a great question, actually. What we’ll do is, if we take this first person at the top 

of this list. Go to ‘Craig Marston’, for example.
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Steve: 

He’s the first of yours I see already. (27.48)

Rupert: 

Okay, so he’s a first level connection. Again, you can see his profile information down 

here, which is great. If you click on contact info here, you can see his email address 

and also his company website, and he may well have a company page as well. So 

you’ve got some very useful information here.

Steve: 

He’s a first of yours though, isn’t he? (28.11)

Rupert: 

Yes, he is.

Steve: 

So is that available even if he’s not a first? (28.13)

Rupert: 

No, things like email addresses and certain other information, you don’t get if you’re 

not a first level connection. And actually only about 15% of LinkedIn profiles have an 
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email address on there. So in real terms, you’d have to do some other research if you 

wanted to do that.

Steve: 

Are there resources that you would recommend or use? (28.31)

Rupert: 

You could do a simple Google search, and you could also search to see whether 

they’ve been mentioned in any blogs, for example. You may find they’re interacting 

in groups, as well. So those can be really good methods.

There’s also a tool which LinkedIn bought. They bought a company called Rapportive 

a while ago, and what’s really useful is if you can find them on LinkedIn, Rapportive 

can be very good to help you to validate email addresses.

Steve: 

Is that the one that actually takes an educated guess at what the email may be? 

(29.03)

Rupert: 

Well it actually reports only positives, so if you’ve got the right email address and 
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they’re on LinkedIn, it will confirm that it’s the correct email address. There are online 

email permutators but again you have to be very careful. If you start trying to bulk 

email people, there is a risk you could get your domain blacklisted and you clearly 

don’t want that.

You raised a great question about InMail. That’s only available to Premium members 

of LinkedIn and I believe that starts, say if you pay about £50 or £60 a month, you get 

25 InMails per month for that, which actually isn’t very much. But that is a good way 

of connecting to people who are not already in your network

If they are a first level connection, of course you can just message people, but being 

respectful of how you need to engage with them. You can, of course, if you’ve met 

them through networking as well or know them through other means, send a 

personal connection request.

I’d always recommend personalising that message, never accept the LinkedIn default, 

because otherwise people may not remember you but you may remember them for 

all sorts of reasons. Again, there’s a correct etiquette in terms of doing that.

Steve: 

Alright, so we’re now beginning to build up our network, effectively what we’re 

talking about here. We’ve made the connection, we’ve narrowed it down and it’s 
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within the workable distance that we’re looking at. And we’re using InMail or at 

least one way of InMail to contact them.

The etiquette of actually contacting and talking to people on email, we discussed 

this before we started the programme. If somebody does connect with you, is 

that the same as somebody at a networking event going, “There you go, there’s 

my business card”?

Because I would feel that if you give me your business card, then you are 

accepting the fact that I’m going to contact you. (30.19)

Rupert: 

And it’s a really interesting point, because, for example, in the UK if you’re 

communicating with businesses, limited companies, the rules for data protection 

are much more relaxed over here. In the US, you’d have to comply with ICANN 

compliance regulations, and someone actually has to have opted in. So we’re slightly 

more relaxed in the UK than in the US, interesting enough.

Steve: 

There’s the double opt-in, isn’t there, where a lot of the American autoresponders 

pretty much insist that you do double opt-in. So, somebody opts in and then 

the send an email and then they opt in from the email. So it can’t be spammed. 

(31.25)

Rupert: 

That’s right. But again, if you go back to this thing, if you just remember you’re 

communicating one person to another and you’re respectful about people. If you 

were to connect with people you don’t know particularly well, providing you’re 

respectful of that, you’re unlikely to get any problems, unless you just keep on 

connecting en masse with loads of people.

So you’ve got your target list of your 730 businesses. In a sense, that’s part of your 

prospects list, which you can then start to engage with those people through 

LinkedIn or through other social media platforms or by personal email, potentially. 

The great thing is, you’ve got a very highly targeted list with data in LinkedIn, people 

tend to keep their profiles up to date which is important.=
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Steve: 

The protocol when it comes to contacting people, taking their information off 

LinkedIn – LinkedIn itself is actually quite clear when it comes to the rules of 

using LinkedIn and the information there contained. What are the ethics that are 

behind it? Is it the right thing to do? At what point do you take the information off 

LinkedIn and start having it in your own separate database? (32.21)

Rupert: 

Again, LinkedIn are fairly relaxed about it, and they have to be, in many ways, 

because if you’re not logged in to LinkedIn you would have to search for this 

gentleman here, Craig Marston, or you’d search for myself, for example, you’d find 

them all over Google.

And you’ll find that even if you’re not linked into Google, you’ll still be able to get 

access to those public profiles, and because it’s publicly available information there’s 

nothing wrong with you using that.

Steve: 

So it’s perceived as being in the public domain? (33.13)

Rupert: 

Yes, certainly if you can get that information without being logged into LinkedIn, 

that’s publicly available information. There’s no reason why you shouldn’t really be 

able to use that, and obviously I’m not a lawyer but common sense applies.

Steve: 

We’ve got one of those! All right, so that’s an individual then. We mentioned 

groups earlier on. The rules on groups have changed recently. At one stage you 

could post to an entire group, it was like a backdoor way in to getting contacts 

with people. That has changed recently – what’s changed with groups? (33.29)

Rupert: 

 It was a great point on groups. I must admit, I personally don’t particularly use groups 

very much. I used to, but LinkedIn has started to restrict a lot more what you can do 

with groups.

I had a case of someone last week, not one of our clients, but actually they had a 
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restriction applied to their account, and all they were trying to do was share value 

through a group, they weren’t trying to spam anyone. Worse still, LinkedIn didn’t 

actually say which person or which group had raised the issue, and he was a member 

of 30 or 40 groups. So I personally don’t use groups very much, but they can be a very 

good way of finding people who are interested in engaging in your areas of interest 

or expertise.

Steve: 

Save that thought. The show is flying by, and the trouble with LinkedIn is it’s such 

a huge, huge topic. But already we’ve given you a bit of an indication, it’s all about 

profiles, it’s all about engaging with the person you’re going to be talking about. 

We’ve shown you a quick way on how you can actually narrow down niche search 

effectively so that you can go right down.

My guest on today’s show is Rupert Honywood, Managing Director of Integrated 

Marketing Bureau. You’re watching Business Connections Live, we’ve got more 

about LinkedIn in just a few moments. (34.36)

 You are watching Business Connections Live. 
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Steve:  

We’ve been looking at the search functionality on LinkedIn, how you can actually 

put together a properly honed target list. But remember, you’ve got to nurture it, 

you’ve got to be good to it, you mustn’t abuse it, you mustn’t spam it.

What are we looking at next, what’s the next area? (35.20)

Rupert: 

What I’d probably suggest is, I’d like to show you that slide with the three gears again, 

because it then hones in much more on what to do next in terms of the process.

Steve: 

There we are; we have lead generation at the top. (35.47)

Rupert: 

We’ve been looking at the prospect nurturing side. Now the sales optimisation 

part is also very important to understand because moving on from LinkedIn now, 

this is when you’ve got to the point where the person is actually asking to have a 

conversatiSo they want to have a potential sales based conversation, and so what 

you need to do at that stage is make sure your nurturing processes at the back end 

are very strong to be able to deal with that.

So, for example, obviously if you go networking sometimes the conversation 

can be very cursory as you talked about earlier on, other times you try and build 

relationships very much on depth. On LinkedIn, people have got to know you a little 

bit, but they don’t know a huge amount about you.

They may feel there is some image match, they might like what’s in your profile, they 

might like the way you’ve approached them, but actually it may be that you need to 

build on that a little bit more.

Especially with medium to high ticket sales, what we tend to suggest is that the first 

conversation you book in is a phone meeting, and that call may last 10 or 15 minutes, 

perhaps half an hour, and it’s about trying to find out as much as you can about the 

other person, so you demonstrate you’re really interested in them and what they 

have to offer. That enables you then to hone in your proposition based around their 

response.
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Steve: 

This is classic sales, isn’t it? It’s finding out what their pain is. (37.09)

Rupert: 

Well it is, but it’s not overtly about trying to sell to start with. This stage is still very 

much building on the relationship, then ideally just get their agreement to send 

something out to them, which may be very short, it may be a one-page PDF.

But also within that conversation if they’re a good prospect, book in a meeting at 

the same time to go and see them, either for a coffee or to their offices or if that’s not 

practical then via Skype or something similar like that.

Once you’ve then got that meeting, then of course you can further build on the 

relationship, hone in your proposition even more, match that with what they’re 

actually asking for, which gives you an opportunity to put together a proposal and 

then obviously from that proposal you need to be very strong then on the follow-up.

Make sure all these parts are balanced; imagine a three-legged stool. If one of these 

parts aren’t quite balanced, your business is going to struggle. If you make sure all 

three legs of your stool are even, and all those cogs are turning in tune, as it were, 

then you’re going to get really good results.

The sales follow-up is where most businesses go wrong. People have almost 

forgotten how to use the telephone and it’s so important, that part, in building 

relationships.

Steve: 

So, really build that relationship. And what about CRM systems, Customer 

Relationship Management. Is that something that is integral to this as well? 

(38.23)

Rupert: 

Yes, if you’ve got a really good CRM system, and there’s a number of them out 

there, Salesforce and a whole range of others as well. If you’re a very small business, 

I wouldn’t particularly recommend it, but a lot of people do keep their lists in 

somewhere like Excel and you can put in a column for action date and put phone 

numbers in there.
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Of course, Excel you can import CSV files and all the other stuff as well. But there’s 

a whole range of products and services which are great for this, and we’re actually 

adding to our own platform so people will get a simple CRM as part of our solution 

as well.

Steve: 

From your point of view when you’re using it to grow your own databases, there 

are a number of tools there. Like people who have been and looked at your 

particular profile page, and you can see that. Do you follow those people up; do 

you use that?

And are you selective? If somebody’s been to your page and looked at your 

profile, looked at what you do, what’s your normal course of action? (39.03)

Rupert: 

If there seems to be a good synergistic fit, then yes, I do try and engage with them. 

Someone may have looked at your profile or they may have actually congratulated 

you on a work anniversary or birthday. Then I always reply to those, I don’t just ignore 

those.

Steve: 

Is that a good thing to do, because I’ve found that I now tend to congratulate 

people on work anniversaries and birthdays as well, but the thing is, I think 

it’s quite important to be aware of the context and the person that you were 

congratulating.

Rupert: 

Exactly. It’s very important to personalise that message, not just use the standard 

response, which it tends to encourage. Otherwise, it’s not really real. It’s about 

presenting you or me as a real person again, as really interesting. The other thing is, 

you may question the whole endorsement thing in LinkedIn. Recommendations are 

great on profiles. Endorsements, people never quite get. But actually, if someone 

endorses you, then I’d always thank them for that endorsement as well.

So, you might wonder why they are endorsing you if you don’t feel that they know you 

particularly well, but in a way that actually doesn’t matter. The big thing is, you’re actually 

building, it’s an opportunity to build on that engagement and build on that relationship.
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Steve: 

And there is an issue with it, because a recommendation is one thing but the 

endorsements, the two get very confused and muddled, don’t they? (40.47)

Rupert: 

They do, yes.

Steve: 

So the endorsement doesn’t carry as much weight as a recommendation?

Rupert: 

No. With endorsements, it’s a bit like collecting pebbles on a beach, they don’t have 

a great value, but what it does mean is, quite often when people look at your profile 

and they endorse you at the same time, because it looks as though you’ve got the 

right type of skills. And if someone’s nice enough to do that, then it’s just nice to 

thank them for it, isn’t it?

Steve:  

Is there anything else on LinkedIn that we should be aware of? Because we are 

running out of time, it flies by as always. Is there anything else you need to show 

us? Your PC has gone to sleep. (41.16)

Rupert:  

Yes, it might have lost the Wi-Fi connection as well. I think two things that are really 

worth focusing on actually. You talked earlier on about the profile picture. People 

do forget about the importance of the profile picture. It’s really important that your 

profile picture is very warm and engaging, not some cheap shot that’s been taken by 

a friend and is perhaps from the wrong angle.

Steve:  

It never ceases to amaze me that you actually sometimes will see profile pictures 

of a bride in her wedding gown. And you do see that, don’t you? You see brides in 

wedding gowns and the most bizarre pictures. Would you send that picture to a 

prospective employer? No, you wouldn’t. But, here I am, this is my wedding day. 

You wouldn’t do that.

It’s even worse if it’s the groom wearing the wedding dress. Steady! You just 
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wouldn’t do that and you’ve got to be very aware. So it is worth taking the time 

out to get a professional shot made, isn’t it? (41.50)

Rupert: 

Definitely. And the other thing is, we talked about recommendations a moment ago 

rather than endorsements. If you’ve done some good pieces of work for a client, then 

ask whether they’d be happy to give you a recommendation and if they are then 

that’s absolutely great.

The nice thing is, LinkedIn does encourage reciprocity, so if you’ve developed a 

good relationship with someone, you can recommend them for what areas you’ve 

particularly enjoyed working with them in different areas, and LinkedIn automatically 

prompts you to give a recommendation back.

Recommendations on LinkedIn carry a lot of weight, so if someone’s thinking of 

buying your stuff, whatever that stuff is, if they see a number of recommendations on 

your profile it demonstrates you’re a safe pair of hands, and that’s important.

Steve:  

The programme has been absolutely fascinating; I hope you’ve enjoyed what 

you’ve heard today. We invite all our guests at the end of each and every 

programme to have a few moments where then look straight down camera 

number one and they just give us the key takeaways of what we should 

remember.

I’m just going to close your laptop, it’s asleep anyway. So, straight down camera 

number one, if you just take a breath, say who you are, where you’re from, and 

the key takeaways that our audience need to remember when it comes to using 

LinkedIn for their business. Are you ready for that?

Rupert: 

Yes, absolutely. Thank you. The great thing with LinkedIn, just remember it’s a 

fantastic business to business platform. You’ve got very powerful search capabilities 

to find your ideal target client groups.

Make sure you engage with people in the right way. Treat people as individuals, build 

on those relationships and, crucially, make sure you’re very strong on the follow-up 
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afterwards. Once you do start to have a meaningful conversation, don’t let those 

people go off the boil. Quite often we get very busy with stuff. The devil is always in 

the detail in terms of the follow-up.

Steve: 

Rupert, it’s been absolutely fascinating today talking to you, and I’m pleased that 

we got through the list. So, getting the best out of LinkedIn, how to understand 

your market, your ideal type of clients, really important, we can’t skimp on that. 

Looking at segmentation, understanding how to tag your ideal types of client.

The search and list building techniques, so keeping it on LinkedIn, understanding 

the rules and regulations. Understanding social selling and the prospect 

nurturing process. And then the devil’s in the follow-up.

If there was one last piece of advice, one big no-no, perhaps, that businesses 

should do – what would it be? (44.29)

Rupert: 

The bottom line is, don’t spam people on LinkedIn, it’s the best way of getting 

your account restricted or shut down. I’d just re-emphasise the point, remember 

people are individuals. People shouldn’t be bulk-messaged in any shape or form. It’s 

about remembering that they are individuals and they need to be looked after and 

engaged with.

Steve: 

And there’s me talking about CRM – don’t message them! Use all the different 

tools that are there, but do not be thinking that LinkedIn is just Facebook on 

steroids. It is more than that; it is a valuable research and marketing tool that can 

maybe change the prospects of your business from zero to hero.

 My guest today, Rupert Honywood, Managing Director of Integrated Marketing 

Bureau, thank you very much for being on Business Connections Live today, and 

thank you very much indeed for watching. (45.26)
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Case studies
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Claire, Managing Director of Ansacom, is focused on 

providing a truly personal service to each and every 

client through it’s call centre which handles both 

incoming and outbound call services. 

This also includes Call Answering, Messaging Service, 

Customer Service, Help Desk, Order Management, 

Telemarketing, Personal Assistant (PA), Appointment 

Making and Market Research.

She has clients in a variety of sectors like Mercedes-

Benz, Audi, Microsoft, Tesco, Sport Business Network 

among others.

Claire says that the… 

Integrated Marketing Bureau changed the way we 

would look at our target markets, so we now go 

for Dealer Principles, Managing Directors. This has 

suddenly changed the whole dynamic and we are 

connecting with people who I could never have 

phoned because they would never take my call and 

that was what became the really exciting part of it.

It’s probably the one part of my marketing strategy 

I wouldn’t change. I changed it in terms of looking 

at different target areas but I never would think 

I’m going to get rid of that as part of my marketing 

strategy

After two months of working with the Integrated 

Marketing Bureau, I am receiving a continually 

growing and steady flow of leads where people are 

showing real interest in using our call centre facilities. 

I have also just picked up a client that is worth many 

times what I pay for the Integrated Marketing Bureau 

service.

Claire has since told Rupert from the bureau that she 

has picked up eleven more clients.

To watch this Case Study Interview go to  

IntegratedMarketingBureau.com/tv-interview-case-

studies/ 

Or call: UK +44 (0)203 397 4970 or  

US +00 (1)844 671 2872 

rupert@integratedmarketingbureau.com

CLAIRE BURROUGHS  
from Ansacom
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Nick Bryant is the Managing Director of Social Media 

First. He is passionate about getting social media to 

work for your business. As an ex-magazine publisher, 

inventor of Running Free magazine, marathon runner, 

musician, business owner, now enjoying the world of 

social media and he handles PR for many clients.

Nick is working with businesses across the UK and 

Europe, including musical instrument distributors, 

sports specialists, art galleries, hairdressers, dentists, 

virtual back office companies, packaging companies, 

outdoor clothing, graphic design and photography 

studios. 

Nick says about the Integrated Marketing 

Bureau… 

We create an online presence for strengthening 

businesses. What Rupert does he supplies us hot 

leads, which is different to what we do. 

One of the companies that were already using him 

showed me what response they were getting, so 

after speaking with Rupert and I was just really, really 

impressed about the level of engagement and I was 

blown away.

It’s really the quantity that he’s doing for us, and the 

conversations he’s creating for us through LinkedIn, 

which is just something that we don’t have the 

manpower to do ourselves.

To watch this Case Study Interview go to 

IntegratedMarketingBureau.com/tv-interview-case-

studies/

Or call: UK +44 (0)203 397 4970 or  

US +00 (1)844 671 2872 

rupert@integratedmarketingbureau.com

NICK BRYANT  
of Social Media First
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Stephen Sacks is the owner and founder of Funding 

Nav. His passion is to help companies become more 

successful. He can either create or check business 

plans to ensure that you have the most efficient 

funding structures in place and are taking advantage 

of some of the very generous tax refunds available 

claiming money back from the government.

Funding Nav is a cash facilitator. It delivers 

entrepreneurial real-time advice and execution 

to owners of businesses looking to raise liquidity 

including loan and equity funding.

With over 30 years’ business and commercial 

experience, he can help your company to grow at an 

accelerated rate. Funding Nav will help you to unlock 

the hidden potential within your business, so that you 

can expand in such a way that is cashflow positive.

Stephen says about IMB… 

I launched Funding Nav earlier this year and I wanted 

to spend my time helping businesses and closing 

deals – I don’t really waste my time prospecting and 

following up leads. 

I thought LinkedIn would be a particularly effective 

way to recruit customers and so it was kind of 

interesting when I discovered the Integrated 

Marketing Bureau and their methodology and it fitted 

in exactly with what I was actually looking for.

It’s been really successful – the guys quickly helped 

to dig down and systemise the acquisition of data 

convergence of prospecting and then turning those 

into hot leads. They had a good understanding of 

what I was after, and almost within the first couple 

of weeks people were requesting more information 

and asking for conversations – so that was a very easy 

way for me to get the momentum going within this 

business.

Frankly I got my annual investment back 100% with 

about two months.

Go to IntegratedMarketingBureau.com/tv-interview-

case-studies/

Or call: UK +44 (0)203 397 4970 or  

US +00 (1)844 6712872 

rupert@integratedmarketingbureau.com

STEPHEN SACKS  
from Funding Nav
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Susannah Schofield, OBE is the owner and founder 

of Dice Matrix Consulting and is the leading industry 

expert in strategic selling through fact-based 

business modelling. She is also the author of the book 

Mind the Gap.

Susannah has developed an advanced business 

diagnostic tool to give extra market intelligence – the 

Dice Matrix Model. This focuses on the six sides of the 

“dice” including The Customer, The Sale, The Service, 

The Product, The After Care and Your People.

Dice Matrix is the only 360º business gap analysis 

programme that generates real-time insight to 

deliver strategies for businesses who want to achieve 

financial growth and create value for their customers 

by engaging with their employees. 

Dice Matrix provides answers in a fast-paced global 

environment where time is limited but where 

organisations still need critical vision and research, 

quickly. And delivers a fact-based SWOT analysis and 

plans that will deliver results.

Susannah says about the Integrated Marketing 

Bureau…

I concentrate on so many other things in the business, 

so if I can almost automate (or outsource) but still get 

the best results going, then what an excellent way to 

free up my time.

As part of this, I want something to deliver leads 

to me to put into a robust CRM system and (this 

process) has helped us as a company identify the 

businesses we should be selling to and to really hone 

down where the opportunities are. It’s helped me 

understand what drives the best business quickest 

for the best results and to determine my business 

strategy moving forwards. I trust Rupert and the 

principles of the (IMB) business 100%. In the first 

two months I’ve had five or six genuinely positive 

meetings that will definitely move on to something 

else.

Go to IntegratedMarketingBureau.com/tv-interview-

case-studies/

Call: UK +44 (0)203 397 4970 or  

US +00 (1)844 671 2872 

rupert@integratedmarketingbureau.com

SUSANNAH SCHOFIELD 
OBE of Dice Matrix
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Find Potential 
Clients with

Using Social Selling Techniques to get More Sales

FREE 
CatchUp TV 

interview for 
all readers

A book transcript 
of TV Catchup 
Interview with 
Steve Hyland and 
Rupert Honywood

Find Potential Clients with LinkedIn
Using Social Selling Techniques to get More Sales

Many people running businesses do not 
appreciate the opportunity that exists in 
finding potential clients using the world’s 
biggest business social network, LinkedIn.

This book will help you identify your 
ideal clients and explain how to engage 
with those prospects so that they are 
asking to have sales-based conversations 

with you. All you have to do then is close the business!
Learn from Rupert Honywood, Managing Director of Integrated Marketing 

Bureau how to Find Potential Clients With LinkedIn. His company specialises in 
providing a LinkedIn and Personal Email Lead Generation and Prospect Nurturing 
Service to help their clients gain more sales. 

Rupert will explain how to:
• Get the best out of LinkedIn
• Understand your market and your ideal type of clients
• Look at segmentation and understanding how to target your ideal clients
• Search and List-Building Techniques
• Understand Social Selling and the Prospect Nurturing Process
• Learn how “The Devil’s in the Follow-up”.

Also learn the business fundamentals on:
• How to use Linkedin Advanced Search to find potential clients
• Learn how to find your ideal type of customers
• Understanding the Prospect Engagement Process
• How to get that meeting or appointment
• Closing that sale!

All purchasers of this book can get access to a FREE copy of the TV interview 
with Rupert and Steve Hyland of Business Connections Live by simply going 
to www.integratedmarketingbureau.com/tv

Call: UK +44 (0)203 397 4970 
or US +00 (1)844 671 2872
email: 
rupert@integratedmarketingbureau.com

£12.95/$14.95


