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Connecting With Prospects Through LinkedIn 
by John Comer, CFP®, Principal of Comer Consulting, LLC 

Normally, when you get referrals from clients, the client 
remains in control.  You are taught to accept any refer-
rals the client will provide (sometimes after providing 
the client with your ideal client profile).  You really do 
not know if your client has any friends you would like as 
clients.  Usually, you at least talk to any referral the cli-
ent is willing to provide. 
 
Imagine the power if you could supplement these client 
selected referrals with prospects you have pre-qualified 
as meeting your ideal client profile.  Once you have se-
lected these prospects, you can find out who is able to 
introduce you to them.  You even have a platform to re-
quest the introduction.  LinkedIn can help you with each 
of those steps.  Imagine if you were in control of the re-
ferral. 
 
People use social networks for all kinds of different pur-
poses—mostly they use them because everyone else is 
using them.  Many people are on a social network be-
cause they were asked.  Many of the people I talk to do 
not really have a goal for social networking.  How about 
you?  Why are you on LinkedIn? 
 
There are many reasons why you might want to be on 
LinkedIn.  I was pretty excited when I found a college 
friend whose address I had lost in 1998.  Finding long 
lost friends seems like a good reason to be on LinkedIn.  
People join to stay in touch with their friends and col-
leagues.  Others join to connect with other professionals 
and to enhance their professional skills.  LinkedIn invites 
people to join as a source for job hunting. 
 
LinkedIn is also great for marketing.  It is a powerful 
tool for identifying, connecting with and qualifying pros-
pects.  Of course, once you connect with and qualify the 

prospects, you will meet with them in the physical world 
to convert them to clients. 
 
If you want to use LinkedIn for marketing, the first thing 
you should do is review your profile to make sure it is 
attractive to your prospect.  When prospects see your 
profile, you want them to find it interesting, even entic-
ing. 
 
Identifying These Prospects 
 
LinkedIn will tell you the names of your prospects and 
how you are can meet them.  All you have to do is tell 
LinkedIn some of the characteristics of your prospects.  
You may know those characteristics from the work you 
have done on your ideal client profile and your target 
market.  You can search LinkedIn to help you identify 
prospects using these characteristics: 
 

• Company 
• Industry 
• Position 
• Geographic location (based on zip code) 
• Groups 
• School 
• Keywords 

 
Use those characteristics which define your market and 
search for prospects in your market.  For instance sup-
pose you target employees of Dunkin Donuts, you can 
ask for employees, past or present, of Dunkin Donuts, 
and you are provided with 616 results.  If you target em-
ployees of Disney, you are provided with 41,123 results.  
If you target employees of Harvard, you get 22,157 re-
sults.  If 41,123 leads from Disney are a bit more than 
you can manage, narrow the search. 
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Adding the qualification Vice President or VP to the 
mix, you narrow the results to 4,043.  Restricting the 
search further to within 10 miles of the 91203 zip code 
in Glendale California and you get 892 Vice Presidents 
at Disney.  Restrict it to current employees only and you 
narrow the results to 447.  Of those 447 Vice Presidents, 
LinkedIn gave me the names of 60 people currently em-
ployed at Disney. 
 
If you worked in the 91203 zip code and had two or 
three Disney employees you enjoyed as clients, would 
you be interested in the names of 447 Vice Presidents 
who worked for Disney within 10 miles of your zip 
code? 
 
Starting a new search with Bank of America employees 
we find 67,404 in LinkedIn.  If we narrow the search to 
25 miles of the 02184 zip code in Braintree Massachu-
setts, we find 2,574 people.  Adding Vice President as a 
qualifier brings the number down to 835.  When we nar-
row the search to 10 miles of the 02184 zip code, we 
find 150 people. 
 
Of course, you are not restricted to an employer.  You 
could check by position, industry, geography, group, 
school or keyword.  Perhaps you would be interested in 
estate planning or succession planning attorneys in your 
town.  Some of the categories will give many hits.  I 
asked for all the people on LinkedIn within 10 miles of 
the 02184 zip code and it listed 85,652 people.  I asked 
for all the people within 10 miles of the 06473 zip code 
in North Haven Connecticut and it listed 29,848 people. 
 
Increasing the Names Disclosed 
 
You need a name to connect with these prospects and 
LinkedIn places some limitations on your access to a 
name.  One restriction is that you need a connection to 
the prospects to get their name.  Those connections have 
to be related to someone in the search either through 
people linked to you or through groups.  In general, the 
more connections you have the better. 
 
One of the techniques that helped me make connections 
was to look for people I knew among the connections of 
all of my new connections.  If I knew them and thought 
they knew me I would ask them to connect with me.  
When they accepted, I would review their connections 
to keep the momentum going. 
 
I also look through the members of the groups I join to 
find people I know.  I invite them to connect also.  I 
have downloaded my contact files so LinkedIn will tell 

me when my contacts join.  LinkedIn uses email ad-
dresses to identify people so each person is distinct.  So 
far, I have limited my invitations to connect to people 
who are already on LinkedIn.  I have not thought it worth 
the effort to convince someone to join. 
 
Once you have a profile on LinkedIn, you should really 
put forth the effort to acquire some connections.  When I 
first joined a social network—at a friend’s request—I 
waited to see what would happen.  Nothing happened.  
Three or four years later I am sitting on that network with 
one connection.  Joining LinkedIn in October of 2005, I 
decided to actively seek out 100 connections.  Today, at 
over 400 connections, I have found some real value in the 
network. 
 
Another restriction to the number of names revealed to 
you is related to your account type with LinkedIn.  A free 
account allows you to see 100 names in your searches.  A 
paid subscription allows you to see 300, 500 or 700 
names depending on the type of subscription.  Of course, 
even with a basic subscription, you can change the list of 
people by adjusting the criteria.  The criteria for the 
search could be adjusted by using a different zip code, 
changing the title from Vice President to VP or SVP or 
some other change that is relevant to the search you are 
conducting. 
 
Connecting With These Prospects 
 
When LinkedIn gives you the name of a prospect, it will 
also tell you how you are related to the prospect.  You 
can use this information to connect in a personal relation-
ship. 
 
Anyone who you know personally and you think knows 
you can be contacted directly.  I recommend reminding 
the prospect where and how you met when you are ask-
ing to connect.  Of course, if you are certain they know 
who you are you can simply ask them to connect. 
 
When someone you know knows the prospect, it is per-
fectly acceptable to ask your connection for an introduc-
tion to the prospect through LinkedIn.  This is also a way 
to strengthen your relationship with your connection—
often people feel a stronger relationship with people who 
have asked for some help.  Because your connections 
may have all kinds of motivation for joining LinkedIn, 
try not to read anything into someone choosing not to 
introduce you. 
 
These introductions are the real power of LinkedIn.  The 
power is not in finding people you know and having 
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them connect to you; it is in finding out who your con-
tacts know that you want to know and leveraging those 
connections to expand your network. 
 
1. When you see the name of some one you would like 

to meet, clicking on their name will bring up their 
profile. 

2. You can scan the entire profile to see if they are a 
likely prospect for you. 

3. On the right side, often below the page break, 
LinkedIn will show you how you are connected to 
this prospect.  Of those listed, who would have the 
strongest connection to the prospect?  Who has the 
strongest relationship with you?  That is the connec-
tion that you will ask to introduce you. 

4. Always at the bottom of the profile and sometimes 
at the top of the profile on the right side, you will 
find the words, “Get introduced through a connec-
tion.”  Click on that to select the connection you 
would like to contact the prospect for you. 

5. After selecting the connection, you will see a form 
to complete your contact information, address a note 
to the prospect and address a note to your connec-
tion.  Keeping in mind that both parties can see eve-
rything you write, write both notes providing rea-
sons why they will want to complete the connection.  
For the prospect, this is not a recitation of your sales 
pitch, but some way that you could help each other, 
some reason why you should know each other. 

 
You will find that your clients often like it better if you 
request an introduction to a specific person than if they 
have to offer up their friends to you. 
 
Qualifying These Prospects 
 
As Thomas Stanley told us in the “Millionaire Next 
Door,” there are no foolproof ways to identify high net 
worth prospects.  It is especially difficult to pre-qualify 
prospects by assets under management.  Those who 
choose to afford the outward trappings of wealth may 
not be wealthy and those who avoid the outward trap-
pings of wealth may be exceptionally wealthy.  That 
being said, spending 15 minutes on LinkedIn and 
searching the internet can help you avoid some unneces-
sary meetings and telephone calls. 
 
You started the qualification process by the criteria you 
selected in your search.  Now, review their profile on 
LinkedIn.  Sometimes these profiles list only one posi-
tion and no dates but sometimes they are an online re-
sume providing a good indication of their age, their suc-
cesses in business, their interests and their education.  
Evaluate how long they have been doing their current 

job and assess their success.  Review their connections to 
determine if they are well connected in their field (not 
having connections may not suggest few real contacts in 
their field but, instead, a lack of commitment to 
LinkedIn). 
 
Conduct a Google search to find a web site, a publication 
or listing on another Social Network.  Review the item to 
see what you can learn.  LinkedIn and Facebook can pro-
vide significant information that may help you decide 
whether to connect with them.  (With Facebook, you may 
have to contact one of their friends to learn much more 
than who their friends are.)  You may be able to find out 
their title, how long they have had that title, their ap-
proximate age.  From that information you may be able 
to estimate their income to determine if they are likely 
prospects for you. 
 
From a Google search, you may find community organi-
zations they support or you may find articles quoting 
them.  That information can help you determine their 
level of involvement in organizations and whether their 
interests are aligned with yours.  If it is important, you 
may be able to find political contributions they have 
made. 
 
Prospects who own a business may provide a lot of use-
ful information on their web site.  Age of the firm, size of 
the firm, other significant officers and senior managers 
are just a few nuggets that can help you assess if the 
prospect will meet your ideal client profile. 
 
LinkedIn can help you take control over your referral 
prospecting.  It can help you determine which prospects 
have the best chance of meeting your ideal client profile, 
which will build your penetration of your target market 
and which will leverage your strongest relationships with 
existing clients.  Imagine the power LinkedIn can bring 
to your marketing program. 

John Comer, CFP®, Principal of Comer Consulting, 
LLC, helps financial planners define and communicate 
their Carriage Trade Experience.  Every financial planner 
needs to find ways to provide an extra level of service to 
their best clients.  Every financial planner has a unique 
combination of service and advice that defines that com-
pelling client experience, that Carriage Trade Experience, 
for their practice.  To learn more, contact John at 
john@jcomerconsulting.com.   
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