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The
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Pipeline

What founder-led B2B service sellers
can learn from dormant ties, referrals,

and professional networks.
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Ma.ke the HOW TO READ THE ATLAS

Context

network The shared history that

makes a relationship more

legible than a name.
before

A reason to look again:

makmg it change, timing, relevance,
larger. or a useful question.

. . i Judgment
The flrSt CommerC1al The human choice to act,
questlon IS not hOW wait, ask, refer, or leave the
tie alone.
many people can be
reached. It is which
relationships already
carry enough context to
deserve a decision.
of potential B2B buyers more conversions reconnection elements
are described as out of generated by top- identified in Organization
market at a given performing prospectors Science research:
moment in LinkedIn B2B than the rest in RAIN remember, catch up, and
Institute research. Group's benchmark align on the tie.

study.

Evidence note. The studies concern context, mobility, social capital, and referral
behavior - not guaranteed revenue from a message cadence.
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COVERAGE / MARKET TIMING

The Trade

The pipeline problem is often not reach. It is
coverage.

ATLAS 01 / CONTEXT PRECEDES A large network is only useful when its state can be
DEMAND seen.

For a founder-led service firm, the
pipeline can look most fragile precisely The Opportunity 1S

when the network is largest. Years of

not a bigger cold list.

conversations are present, but their

commercial state is not visible: who Itis a Clearer view ()f
changed roles, whose problem returned,

the relationships

which former client could introduce a

peer, and which thread should stay already carrying
closed. The default response is

o . o context.
acquisition. The better first question is
coverage. Author's synthesis of the research reviewed in
this issue.

LinkedIn's B2B Institute estimates that
95% of potential buyers are out of
market at a given moment. That is a
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marketing framework, not a sales-

conversion benchmark, and it does not 95% 5%
mean a founder should message 95% of

out of market at in market at a

a network. It does make one point , ,
a given moment given moment

relevant here: current intent is a narrow
window. Future demand is shaped
before the buying moment, by what a
buyer remembers and can find when the
need arrives."

MARKET TIMING / LINKEDIN B2B INSTITUTE

95% out of market

0% 25% 50% 75% 100%

@ Out of market: 95% @ In market: 5%

The buying window is narrow. The finding supports staying visible before active demand
appears; it does not imply messaging 95% of a network."

Founder-led sellers have a related advantage that broad acquisition programs do
not: a long memory of actual interaction. A former client, an introduced contact, a
serious question, or a stalled evaluation is not automatically an opportunity. It is,
however, a relationship with recoverable context. That context can be reviewed,
classified, and - when the reason is real - reopened.

The trade is therefore between two kinds of work. One adds more names and
asks the market to supply relevance. The other makes existing relevance easier to
see. Neither eliminates the need for acquisition. But for a seller with a large,
lightly worked professional network, reactivation is a rational first layer of pipeline
discipline.
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DORMANCY / RECOVERABLE CONTEXT

The Dormant-
Relationship Thesis

A dormant relationship is not a cold lead with a
longer history.

ATLAS 02 / DORMANCY IS A Silence changes the tie; it does not erase the shared
STATE episode.

A dormant relationship is a former tie that has gone quiet: a past client,
colleague, referral partner, prospect, or acquaintance with whom there was
enough shared experience for a real conversation to exist. A cold lead has no
such shared episode. The difference is not sentiment. It is the amount and quality
of context that must be rebuilt before the commercial question can even be
discussed.

In a study of work-related knowledge seeking, Levin, Walter, and Murnighan
asked Executive MBA students to consult dormant contacts about an important
project. The outcomes compared favorably with those from current ties.
Reconnecting previously strong ties produced benefits associated with both weak
ties - efficiency and novelty - and strong ties - trust and shared perspective.” The
finding does not say that every old contact is valuable. It says that dormancy

alone is a poor proxy for commercial worth.
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The next question is how to reopen the tie. Rondi, Levin, and De Massis find that
reconnection can fail when people do not refresh the relationship and are unsure
where they stand. Their research identifies three elements that help mobilize
dormant-tie value: remembering the shared history, catching up on what
changed, and perceiving the relationship in a similar way.?

A COLD ROUTE A DORMANT ROUTE

Context must be established from Context can be retrieved before

zero writing

Relevance is inferred from available Relevance can be linked to a shared
signals episode

The first message tests whether a The first message reopens rather than
conversation should exist invents the reason

Performance is usually read through Success includes a better relationship
immediate response record, not only a reply

A dormant tie is not a warm lead. It is an
unclassified relationship with recoverable
context.

03 SIGNAL / STRUCTURAL DISTANCE

Network size is a weak proxy for network value.

Counting connections is easy. Deciding which relationships deserve attention is
the work. The right audit does not ask only, “Who is most senior?” or “Who has

engaged recently?” It asks whether a specific person has a credible reason to be
in the seller's field of view now.
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Granovetter's foundational account of weak ties emphasizes their role in carrying
information and influence between groups that are not otherwise closely
connected.” Later research using randomized experiments on LinkedIn found that
weak ties can increase job mobility, but that the relationship is not simply “the
weaker the better.” The results were nonlinear; moderately weak ties were often
most useful, while the effect varied by how tie strength was measured and by
industry.®

The commercial implication is deliberately narrower than the research claim: do
not rank a network only by closeness. Look for the combination of structural
distance and recoverable relevance.

Shared episode Current change

What did the two people actually Has the person moved roles, companies,

discuss, deliver, solve, or learn together? markets, or responsibilities since the last
exchange?

Role relevance Low-friction next move

Is there a plausible connection to the Would the right action be a question, a

seller's current expertise, without forcing useful note, a referral ask, a thank-you,

a pitch? or no message?

This is a judgment process, not a benchmark. The output should be a reasoned
queue: people to reconnect now, people to keep visible, people to ask for
perspective, and people to leave alone. A useful system makes those distinctions
explicit rather than hiding them inside a founder's memory.
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REVIEW / PERMISSIONED ACTION

A Tuesday Morning

A disciplined relationship workflow is small,
specific, and human.

ATLAS 03 / FROM REVIEW TO ACTION Four decisions are visible before a message exists.

0 Start with one commercial question

For example: which past relationships could help us understand a change in the

market? The question sets the review criteria before names start accumulating.

° Review a small working batch

Ten people is a manageable starting batch, not a researched optimum. The purpose

is to make judgment visible and repeatable, not to create a new volume quota.
e Write the reason before the message

Record the shared episode, the change that makes the person relevant, and the next

move that would respect the relationship.
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° Draft a re-opening note

A practical structure is memory, relevance, and permission: name the shared context,

explain why it came to mind, then leave room for a no.

° Approve, edit, skip, and record

The owner decides what represents the relationship. A skip is a useful classification,

not a failed send.

ILLUSTRATIVE NOTE

“Hi Maya - I was thinking about the procurement work we
discussed when you were at Northstar. I saw your move to
Wavelength. If the same issue is back on your agenda, happy
to compare notes; if not, no reply needed.”

RAIN Group's study of 488 buyers and 489 sellers found that top-performing
sellers generated 2.7 times more conversions and 1.8 times more quality
outcomes than the rest. Its comparison is about prospecting performance, not
dormant networks. The conservative lesson for this workflow is that targeting, a
clear value proposition, and customized first meetings deserve more attention
than a larger undifferentiated send count.®

RELATIVE PERFORMANCE / RAIN GROUP BENCHMARK

Relative index; rest of benchmark group = 1.0x
0Ox 1x rest 2x 3x

Conversions 2.7x
Top performers

Top performers

[ ] Rest benchmark: 1.0x

Performance is not just volume. The benchmark reports relative differences for conversions and
quality outcomes; it does not establish a dormant-network conversion rate.®
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IN PRACTICE / ONE BOUNDED EXAMPLE

A tool can reduce the retrieval
work. It cannot supply the
judgment.

Linkenite's Reach is an Al agent designed to help an individual inspect their own
LinkedIn network and message history, surface people for review, and draft
messages for human approval. It runs inside the user's own browser session; no

password is shared and no desktop install is required. Those are product-

description facts, not evidence that the approach produces meetings or revenue.

5 21 EUR 149 Human

places in the founding days of assisted use first month approval required
cohort
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05 MEMORY / COMPOUNDING

Why the System Compounds

The compounding effect is better memory, not

more automation.

A relationship pipeline improves when each interaction leaves the next decision

easier than the last. A reply can reveal timing. A role change can reveal a new

buying situation. A polite decline can prevent an ill-timed follow-up. A referral can

show which problem the market associates with the seller. A non-response can

mean almost anything - which is why it should not be mistaken for a verdict.

COLD-VOLUME LOOP

Add names to a list
Send a common message
Inspect reply and meeting rates

Replace the names that did not move
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RELATIONSHIP LOOP

Retrieve the shared context
Choose a reason before a message
Send a relevant, permissioned note

Record the relationship's new state
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PROCESS VIEW / TWO OPERATING LOOPS

COLD-VOLUME LOOP

Inspect reply and Replace names that

Add names Common message X .
> & - meeting rates did not move

Cycle repeats by replacing names that did not move.

RELATIONSHIP LOOP

Send a relevant, Record the new

Retrieve context > Choose a reason > . X .
permissioned note relationship state

Cycle improves the next decision by preserving context.
The loops optimize for different memory; relationship work does not make cold acquisition

unnecessary.

Two loops, two kinds of memory. The relationship loop adds context retrieval and state
recording to the work.

The second loop creates a more legible base from which to decide what
acquisition is still needed. Over time, the seller learns which relationships are
genuinely active, which are useful sources of insight, which are capable of
referring, and which should no longer consume attention.

A network compounds through memory, not
just accumulation.
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LIMITS / PERMISSION

The Honest Limit

What the evidence supports - and what it does not.

ATLAS 04 / JUDGMENTIS A The right action may be a pause, a question, or no
BOUNDARY message.

Dormant does not mean receptive. A past relationship may have changed,
ended badly, or simply lost relevance. The correct action may be no message.

Research is not a revenue guarantee. The strongest evidence here concerns
knowledge, job mobility, social capital, and referral behavior. It does not

establish a universal conversion rate for reactivation.

Activation has friction. In a seven-study research program on old friends, fewer
than one third of participants sent a message even when they wanted to
reconnect, believed the recipient would appreciate it, had contact information,
and were given time to draft and send. That is not a sales benchmark; it is a
reminder that intention does not automatically become action.
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More automation can mean more error. If a message ignores the prior
context, overstates familiarity, or creates pressure where none was intended, the
system has destroyed rather than mobilized relationship value.

Reactivation is one layer of growth. It should sit alongside reputation,
referrals, content, partnerships, and carefully chosen cold outreach - not replace

them.

A USEFUL BOUNDARY

The question is not whether a tool can generate a message. The question is
whether the owner can see why this person was surfaced, decide whether
contact is warranted, and preserve the other person's ability to decline without
pressure.

REFERRALS / WARM PATHS

Referrals and Warm PPaths

A referral is a relationship handoff, not a shortcut
around trust.

Existing networks create more than one commercial path. A seller can reopen a
direct conversation, ask for perspective on a market or role, or request an
introduction to a relevant person. These are different acts. A direct re-opening
asks the contact to resume a relationship. A perspective ask asks for knowledge. A
warm introduction asks the contact to spend some of their own reputation on a
third party.
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PATH 01

Reopen

Use shared history to
restart a conversation
without forcing an
offer.

PATH 02

Learn

Ask a relevant contact
what has changed
before deciding what
to sell.

PATH 03

Introduce

Make the ask specific
enough that the
referrer can judge
whether it is

appropriate.

WARM PATH / THE HANDOFF CARRIES RISK

reopen

® O -

shared history judged ask

introduce

Warm paths are conditional. The context must be real, the fit plausible, and the recipient able to
opt out without social cost.

Research summarized in Harvard Business Review found that referred customers
not only buy more, but refer 30% to 57% more new customers than other
customers. The result comes from referral research in customer settings; it is not a
universal B2B conversion benchmark. Its relevance here is the possibility of a
reinforcing loop: when a relationship creates a good experience and the next
action is easy to understand, one trusted path can create another.®

The operating discipline is simple: ask only when the fit is specific, give the
referrer enough context to make an informed choice, and close the loop
afterward. A vague request for “anyone who might need help” transfers all the
work and risk to the other person. A precise request respects their judgment.

Warm paths are not universally superior to cold outreach. A careless referral can
be more damaging than a respectful cold message because it borrows someone
else's credibility.
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LEGIBILITY / OPERATING COMMITMENTS

Make the Network Legible

The strategic asset is not the size of the network. It
is the quality of the decisions it enables.

THE CLOSING POSITION

Relationships become
commercially useful when they
become visible, current, and

worthy of judgment.

For founder-led B2B sellers, the relationship pipeline is a practical
middle ground between a passive network that exists only as a
connection count and an aggressive outbound machine that
treats every person as a unit of volume.

Treat the network as relationship inventory, not a lead list.
Reopen with memory and relevance, not a generic pitch.
Classify the outcome, not just the reply.

Keep reactivation and acquisition visible as separate motions.

Protect human judgment at the point where a relationship becomes a message.

Start with ten names. Write down why each might matter now, then let the thread decide whether the
next move is a note, a question, a referral, or no message. View the founding-cohort invitation.

LINKENITE PERSPECTIVES SERIES - ISSUE 02

16


https://reach.linkenite.com/login?invite=v0sqAwV4VusG41XGrJqq

SOURCE REGISTER

References

Endnotes are numbered in order of first appearance. The URLs below point to the
publication, publisher, or institutional research page used to verify the associated
claim.

Heath, Ty. "95-5 Rule.” LinkedIn Marketing
Solutions, B2B Institute, 2025.
https://business.linkedin.com/advertise/resourc
es/b2b-institute/b2b-research/trends/95-5-
rule

Levin, Daniel Z., Jorge Walter, and J. Keith
Murnighan. "Dormant Ties: The Value Of
Reconnecting.” Organization Science, 22(4),
2010. INFORMS.
https://pubsonline.informs.org/doi/abs/10.128
7/0rsc.1100.0576

Rondi, Emanuela, Daniel Z. Levin, and
Alfredo De Massis. “The Reconnection
Process: Mobilizing the Social Capital of
Dormant Ties.” Organization Science, 35(2),
2023. INFORMS.
https://pubsonline.informs.org/doi/abs/10.128
7/orsc.2023.1685

Granovetter, Mark S. “The Strength of Weak
Ties." American Journal of Sociology, 78(6),
1360-1380, 1973. University of Chicago Press.
https://www.journals.uchicago.edu/doi/abs/10.
1086/225469

Rajkumar, Karthik, Guillaume Saint-Jacques,
lavor Bojinov, Erik Brynjolfsson, and Sinan

LINKENITE PERSPECTIVES SERIES - ISSUE 02

LINKENITE PERSPECTIVES SERIES - ISSUE 02

Aral. "A Causal Test of the Strength of Weak
Ties.” Science, 377(6612), 1304-1310, 2022.
Stanford Graduate School of Business research
page. https://www.gsb.stanford.edu/faculty-
research/publications/causal-test-strength-
weak-ties

RAIN Group Center for Sales Research. "Top
Performance in Sales Prospecting.” RAIN
Group, 2026 page hosting the benchmark
summary.
https://www.rainsalestraining.com/sales-
research/sales-prospecting-research

Aknin, Lara B., and Gillian M. Sandstrom.
"People are surprisingly hesitant to reach out
to old friends.” Communications Psychology, 2,
Article 34, 2024. Nature Portfolio.
https://www.nature.com/articles/s44271-024-
00075-8

Gershon, Rachel, Zhenling Jiang, Will Fraser,
and Jitendra Gupta. "Research: Customer
Referrals Are Contagious.” Harvard Business
Review, June 18, 2024.
https://hbr.org/2024/06/research-customer-
referrals-are-contagious

LINKENITE OY - HELSINKI, EU

17


https://business.linkedin.com/advertise/resources/b2b-institute/b2b-research/trends/95-5-rule
https://business.linkedin.com/advertise/resources/b2b-institute/b2b-research/trends/95-5-rule
https://business.linkedin.com/advertise/resources/b2b-institute/b2b-research/trends/95-5-rule
https://pubsonline.informs.org/doi/abs/10.1287/orsc.1100.0576
https://pubsonline.informs.org/doi/abs/10.1287/orsc.1100.0576
https://pubsonline.informs.org/doi/abs/10.1287/orsc.2023.1685
https://pubsonline.informs.org/doi/abs/10.1287/orsc.2023.1685
https://www.journals.uchicago.edu/doi/abs/10.1086/225469
https://www.journals.uchicago.edu/doi/abs/10.1086/225469
https://www.gsb.stanford.edu/faculty-research/publications/causal-test-strength-weak-ties
https://www.gsb.stanford.edu/faculty-research/publications/causal-test-strength-weak-ties
https://www.gsb.stanford.edu/faculty-research/publications/causal-test-strength-weak-ties
https://www.rainsalestraining.com/sales-research/sales-prospecting-research
https://www.rainsalestraining.com/sales-research/sales-prospecting-research
https://www.nature.com/articles/s44271-024-00075-8
https://www.nature.com/articles/s44271-024-00075-8
https://hbr.org/2024/06/research-customer-referrals-are-contagious
https://hbr.org/2024/06/research-customer-referrals-are-contagious

