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In 2012, Ken Krogue partnered with Jamie Shanks to release the popular 
ebook, 42 LinkedIn Inside Sales Tips.*

Given the ever-evolving nature of social media and social selling, we decided it 
was time to revisit this ebook and provide you with a new and improved 2016 
Edition. 

This version is designed to cover LinkedIn’s latest features and best practices 
to help you drive new business. You’ll learn critical practices to help you better 
connect with prospects and customers and increase revenue.

The traditional selling channels of email and phone are tried and true, but 
LinkedIn and other social channels can greatly increase sales performance. It’s 
time to get social and leave old school selling in the dust!

*The original 42 tips were presented by Ken Krogue and Jamie Shanks as a 
webinar that you can watch here.



JAMIE SHANKS TIPS

KEN KROGUE TIPS

THOUGHT LEADERSHIP

DRIVE OPPORTUNITY

GROUPS

UNLOCK OPPORTUNITIES WITH
YOUR ALUMNI

GRAB YOUR NAME

USE A GOOD PICTURE

COMPLETE YOUR PROFILE

MAKE YOUR WEDDING/FUNERAL LIST

CONNECT TO YOUR EMPLOYEES, CUSTOMERS
AND PROSPECTS

FOLLOW CUSTOMER AND PROSPECT 
COMPANIES

RESPOND BY EMAIL THEN CONNECT

CONNECT AT TRADE SHOWS

JOIN INDUSTRY AND LOCAL GROUPS

USE TAGS TO CATEGORIZE

OFFER VALUE TO CONNECTIONS

RECOMMEND AND ENDORSE OTHERS

MAKE IT EASY TO ASK FOR REFERRALS FROM 
YOUR CUSTOMERS

USE LIKEDIN FOR INTRODUCTIONS

DO A 3X3 ANALYSIS

USE 3 FREE SEO LINKS

PROMOTE AND SHARE EVERY EVENT
YOU ATTEND

TARGET PROSPECTS BY SIZE, TITLE
AND INDUSTRY

DON’T SPAM

LINKEDIN NAVIGATOR

LINKEDIN PUBLISHER

JOB CHANGE ALERTS

PROFILE VIEWS
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Sales for Life provides two things for clients. First, they 
train sales teams to drive business through LinkedIn and 
Twitter. Second, they become the sales rep themselves. 
Sales for Life has a social-selling, lead-generation 
program that takes over a company’s LinkedIn and 
Twitter accounts and begins driving new opportunities 
similar to traditional B2B lead generation.

Throughout Ken’s career, he has worked to grow inside 
sales from a small department into an industry. Through 
his professional experiences, Ken has conducted research 
on the best practices and methods of selling—including 
socially. At InsideSales.com, Ken has used his experience 
of the inside sales industry to create a powerful sales 
automation software platform which increases the 

Tips 8 – 27

Tips 1 – 7



To start generating results from LinkedIn and social selling, you need to become 
a thought leader within your industry. There are two avenues of approach to 
being a thought leader in business. 

Step One
If you’re a sales rep at Company ABC, you need to be subscribing to pieces of 
thought leadership that you can share with your prospects, vendors and clients. 

For example, Ken is a fantastic creator of great thought leadership. Jamie 
subscribes to Ken’s blog and views the information using Feedly, a product used 
to visualize RSS feeds into a newspaper. Other tools he uses to capture quality 

employee advocacy platform.

Step Two
Create original content. Easy ways of distributing content are using a blog, 
LinkedIn Publisher or through video on YouTube.



After relevant content has been curated and digested by your prospects, you 
can start driving meeting requests through LinkedIn.

Remember, LinkedIn is not a repository for your resume. It’s a place to actively drive 
business.

Example 
If your prospect posted an article (update) on LinkedIn four minutes ago, you 
can see they are engaged online. Whether you use the telephone to call them or 
send a message through LinkedIn, you know the chances are high that they are 
available to pay attention to your message. 

Additionally, make sure you’re using a call-to-action at the bottom of every 
message to help drive action on a logical next step in their buying journey. This 
creates a much higher ROI. It’s a great method for booking meetings.



First 

Second 

involved in.

Third 
Most importantly, understand the persona of your buyer.

Sales for Life sells to VPs of Sales and Sales Directors. Therefore, they need to be 
involved in every major group in North America that these buyers are part of.

Nothing is more powerful 
within LinkedIn than groups. 
As a member of LinkedIn, 
you are allowed to join 50 
groups. Use every one.

When deciding which groups 
to become a member of, 
think in three levels.



In the LinkedIn Alumni feature, you can search for second-degree 
connections that attended your school, within the companies you want, 
and in the job functions you seek. Once you’ve developed your ideal list, 

ideal to introduce you to these people.

This is a great way to make connections because: 

1. You have a shared life experience with that second-degree connection.

2.
connection.



Prospects look for someone with something interesting to say. Create, curate or 
comment, but you need to join the conversation. Work with marketing to help 
get the right digital assets that will drive more sales conversations.

With LinkedIn Publisher, you’ll have access to analytics, which provide insight into 
who is reading your content. Analytics will show their demographics, industry 
and more. Armed with this information, you’ll be able to target your content 
accordingly.



Where have the top users of your solution 
moved too?

Advanced LinkedIn searching allows you to 
monitor anyone who has worked for that 
customer and has now moved on to another 
company. These former employees of your 
customer are a great place to begin your 





i.e. http://www.linkedin.com/in/kenkrogue. If you leave the default assigned by 
LinkedIn, your personal URL will have a series of random letters and numbers. 
It looks like a mess and is hard to remember and link to. Make sure you grab 
your name before someone else does.

If you aren’t able to grab your own name, try adding a middle initial. If that isn’t 
possible, try coming up with something that conveys your professional expertise 
or industry. For example, if Ken Krogue had been taken, I would have chosen /
kenkroguesales. Sales says a lot more about me than /kenkrogue1, which is the 
typical fallback selection.



LinkedIn is a professional site—it’s not a personal site like Facebook. With that 

Facebook.

LinkedIn now allows users to include a cover photo. While it should still be a 

Helpful hint

InsideSales, we use a black and white, short-cropped headshot. Why black 
and white? It stands out. Make your picture unique while maintaining a 
professional appearance.



within the LinkedIn environment. It’s actually not as hard as it sounds.

a few hours. 

be easier to expand your professional network. More importantly, it sends a 

Helpful hint
For the most part, you probably post similar content on LinkedIn and Twitter.
Why not kill two birds with one stone? Link your LinkedIn account with your

Twitter followers as well.



or funeral guest list.

This is an old prospecting technique with a new twist. I’m told that wedding 
planners and funeral directors estimate the average wedding or funeral at 250 
attendees if they don’t know how many people are coming. 

Imagine if you linked to 250 people who care about you. Wouldn’t they be the 
best place to start prospecting and looking for introductions, recommendations 
and referrals?



When deciding whom to add as a 
connection, start with the people 
you’re surrounded by every day—
fellow employees. If you’re in a 
management level position, take 
the time to teach your colleagues 
and employees the value of using 
LinkedIn as a team. 

Next, you’ll want to connect with 
your customers and clients. Your 
customers can become one of your 
biggest resources for prospects. 
We recommend that your CEO, VP 
of Sales and VP of Support, among 
others, reach out as part of the 
welcoming process to each new 
customer and connect with them. 
Then reach out now and again to ask, 

Lastly, just as you should connect 
with all your customers, you should 
also connect with your prospects. 

prospects. For us, anybody with 

the keywords are that target your 
audience and begin generating your 
prospecting lists.

Helpful hint
Organize your customers and 
prospects with tags, which are found 
in the contacts section of LinkedIn. 
That way, as your connections 
grow, you can slice and dice your 
LinkedIn network for all kinds of 
communication purposes. 



After connecting to your customers and prospects, follow their companies so 

When following companies, you can’t follow too many or your feed gets 
overwhelmed. You have to be very strategic about the companies you are trying 
to get into. This is a great way to speak intelligently when you have conversations. 

Helpful hint
I would recommend that you look at your prospect and customer companies 
every time before you call them back so you can know their very latest news.



I use the technique, “respond by 

method is a great way to make 
connections with interesting and 
valuable people.

Once you’ve emailed a prospect 
and connected, you may want to try 
messaging them through LinkedIn. 

InsideSales.com constantly tests 

send messages to prospects in 
addition to testing the content of 
the messages. In terms of response 
rates, emails range between 0.1 
percent and 0.3 percent, whereas 
the exact same message sent in 
our early in-house tests by LinkedIn 
responded 300 percent better.

Helpful hint
Whenever you receive an email

from someone you think would 
be a valuable connection, simply 
respond by email and mention that 
you will be connecting by LinkedIn. 
In your connection request remind 
them you just emailed them. 
LinkedIn penalizes you if you try to 
connect to too many people who 
reject you because they don’t know 
or don’t remember who you are.



My favorite task after going to a 
trade show is to take all of the new 
business cards given to me and 
connect on LinkedIn.

When you send the request to 
connect, remind them of the 

together at the trade show so they 
remember and don’t reject you.

Helpful hint
We have a rule at InsideSales.com 
that we will never go to a trade 
show unless we are sure we can set 
enough appointments before the 
show even happens to pay for it.



I strongly suggest that sales reps join 
industry and local LinkedIn groups. 
Why? Because the days of lunch 
networking groups are gone. 

A great group on LinkedIn for those 
in the inside sales industry is “Inside 
Sales Experts
created by Trish Bertuzzi, founder 
and CEO of The Bridge Group, Inc. 

were 8,000 members. I recently 
checked and there are now over 
53,000 members. I don’t know 
anywhere else on the planet where 
that many inside sales professionals 
congregate. 

Professional groups in your 
geographic area are also a great 
tool if you sell locally. These groups 
usually have quarterly or annual 
meetings, which are perfect for 
prospecting.

Helpful hint
In the search box at the top of 
any page, select Groups from the 
dropdown list on the left and type 
in your keywords or group name to 



LinkedIn allows you to use tags to categorize your customers from prospects, 
friends, etc. Tags are like ‘Circles’ on Google+. As your connections grow, 
a tag allows you to slice and dice your LinkedIn network for all kinds of 
communication purposes. 

Helpful hint
Tags are found in the Contacts section of LinkedIn and are absolutely 
invaluable for more advanced methods of using LinkedIn for prospecting, such 



It’s important to interact occasionally with your LinkedIn connections and build 

including weekly posts, training materials, quality books, best practices, tips, 
tricks and best of all, referrals.

Helpful hint
The best way to build a relationship is through quality, relevant content. I reach 
out about every six months to my LinkedIn connections in Utah and share my 
latest seminar with them for free. I probably have 70 to 80 people come. I do 
the same with webinars nationally and usually have a few thousand attend.



I strongly endorse giving recommendations and endorsements to contacts, 
such as co-workers, colleagues, former employers and authors. It’s a great way 
to build morale and friendships. Don’t wait for people to ask.

Helpful hint
Make a personal goal to recommend and endorse one person a week. If 
someone does something special, go tell them! You would be surprised what 
taking the time to show gratitude and respect can do to open doors and build 
strong rapport.

By the same token, don’t be afraid to ask for recommendations from co-
workers, colleagues and former employers. Once you have lots of honest and 
frank recommendations, I like asking for recommendations from customers. 



To help generate more referrals, I tell my prospects, “One of the best ways I 
grade myself on how well I do is whether or not you are willing to recommend 

Once you’ve gone through the process of endorsing others and asking for 
recommendations, the transition to asking for referrals should be relatively 
easy. 

When working with customers, I set up this expectation early on and remind 
them once or twice during the sales process. Quite often I need to prompt them 
with ideas. Recently, I’ve been using LinkedIn. 

Helpful hint
This makes the whole process easier for both parties. I often say something 
like, “To make it easy for you and to help me grow my business with your 
recommendations, I’ve found a few people you know that I would greatly 

Once they have given their approval you can use the normal LinkedIn process. 
The LinkedIn process is better than cold calling them on my own.



I wanted to get in contact with the inside sales department at Novell. I looked 
up the company on LinkedIn, found an old friend of mine that works there, 
connected with him, sent him a message and asked for a referral. The result 
was better than I could have hoped for. 

My friend called me up and not only knew who I was trying to get in touch with, 

his colleague’s door and got me an appointment. It was amazing. 



conversation? You’re in luck. This is a technique that Steve Richard, from 
Vorsight, taught me.

you have in common. This will help you have something to talk about with that 

time, whether it’s sales related or not.



Most people don’t realize that LinkedIn provides three free backlinks that 

content to gain more information about you, your company or your industry. 

Helpful hint

expand. 

Next to Websites will be a + Add to Website link, clicking the link will open a new 

be the backlink. 

Think of keywords that you want to rank for on Google. These keywords should 
be the text in your backlink. 

Insert the link the content will point to. For additional content on building 
quality SEO, check out my articles on Forbes.com.



I speak probably 20 to 25 times a year and, often, I have found my prospect 
base within LinkedIn. I want to make my prospects aware of where I’m speaking 
because I want to meet with them. 

We’ve been able to move several LinkedIn connections from prospect status to 
customer because they come to the event we’re already going to. 

Everybody wins when you promote events.

Helpful hint
It’s really easy to do. Go into LinkedIn, add the event to your calendar, and 
promote it through the Share feature.



To help improve targeting prospects, slice and dice your prospects through 

Helpful hint
When searching for companies, you can target what you are looking for by the 
size of the company, industry and title. It’s all about the power of the list, and 
LinkedIn is becoming one of the best in the world. 

I love the concept of dynamic emails. LinkedIn sends me half a dozen dynamic 

I’ve found that the best companies to target are those who are hiring inside 
sales reps. It’s a strong sign that they are growing.



Overzealous marketers ruined contacting by telephone, faxing and email by 
sending spam. Just don’t do it. It’s a mistake we should make only once. I wish 

uses LinkedIn to brazenly pitch his or her product!

Helpful hint
. If 

they want to buy something from you they will seek you out.



and building their own pipeline.

LinkedIn Sales Navigator makes sales professionals more successful at social 

Sales Navigator features sophisticated algorithms to provide sales professionals 
with tailored lead recommendations as well as tools to stay informed about 
their prospects. 



Summary
Now that you fully understand how to make the most of LinkedIn to drive 
business and results, you can create a strategic plan to incorporate social media 

LinkedIn will play a large role in the future of sales. The good news is you’re 
already ahead of the majority of the industry. Even today, very few organizations 

For a more in-depth discussion on using LinkedIn to drive business, watch the 
webinar featuring Ken Krogue and Jamie Shanks available here.

Be sure to connect with Ken and Jamie on LinkedIn for inside sales industry 
updates and best practices.


