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Verify every email before it
enters your workflow.
The SMB guide to the Emailawesome API for signups, forms and

CRMs, five embed points, four workflow patterns, and the

engineering brief you hand off the same day.

EMAILAWESOME .COM 30  MINUTE READ ·  8  SECT IONS

I NTR O DUCT I O N

Who this guide is for

You run operations at a small or mid-sized business. You own the signup form, or the CRM, or the

lead-gen flow, or all three. You have noticed that a meaningful share of the email addresses

entering your systems do not actually work.

The consequences, bounced welcome emails, support tickets, broken automations, paid leads

that never convert, keep showing up in places that look like other problems. You are not a

developer. You will not write the integration. But you will brief the developer, scope the work, and

pick the plan. This guide is for that role. It covers what the Emailawesome API does, where to

embed it in your stack, what workflow patterns to use with each result type, how to roll it out in

four weeks, and exactly what to put in the brief you hand to engineering. No code, and no

assumed familiarity with APIs beyond the conceptual level.

B E F O R E  YOU  STA RT

About a 30 minute read. You leave with the

five embed points for verification in an SMB

stack, the four workflow patterns for handling

results, a four-week rollout plan, a filled-in

engineering brief template, and a plan tier

recommendation matched to your volume.

Assumes you have at least one form, signup

flow or CRM that ingests email addresses

today.

H OW  TH I S  GU I D E  I S  STRUCTUR E D

The first two sections cover the problem in

language your dashboard will recognise.

Section three introduces the API in plain

English. Sections four through seven are the

operating layers: where to embed, how to

handle results, how to roll out, and how to

brief engineering. Section eight is the buy

decision. If your developer wants the

technical reference, it lives at

developers.emailawesome.com.

C O NT E NTS

What this guide covers

Name the problem, meet the API, then build: where to embed, how to handle results, how to roll

out, how to brief, and what to buy.

01 The hidden cost of bad email data

The five downstream bills every bad email address creates, made specific for SMB

operations.

02 Why list cleaning happens too late

The gap between when the damage happens and when bulk cleanup runs, and what

intercepts it instead.

03 The Emailawesome API in plain English

What the API does, what it returns, and why its pricing is structured differently from

competitors.

04 Five places to embed verification in your stack

The highest-value insertion points for an SMB workflow, ranked by impact.

05 The four workflow patterns

What your systems do with each verification result, and which pattern fits which embed

point.

06 The four-week rollout

From the free tier on day one to a fully embedded verification layer by week four.

07 The engineering brief template

A worked example brief you hand to your developer the same day you finish reading.

08 Picking your Emailawesome plan tier

Matching your SMB volume to the right tier, and the no-charge-for-Unknown advantage

made explicit.

010101 The hidden cost of bad email data

A bad email address entering your system at signup does not look like a single problem. It looks

like five different problems, scattered across teams that do not always talk to each other. Most

SMB operators have all five symptoms, none of the diagnoses, and a vague sense that data quality

is somehow involved.

Paid acquisition BILL ONE

The lead often came from a paid channel. The bad email turns it into a non-convertible record, but the
cost-per-lead does not change. Your real cost per usable lead is higher than the dashboard reports, by
exactly the bad-email share.

CRM bloat BILL TWO

The bad email creates a record that gets enriched, scored, routed, segmented and counted in reporting.
Compound over twelve months and your CRM holds a population of phantom records that distort every
analysis you run.

Broken automation BILL THREE

The welcome sequence sends to a bouncing inbox, the confirmation never arrives, the onboarding flow
stalls. From inside the platform the automation looks fine. The customer experience, for that share of
customers, is broken.

Support load BILL FOUR

The password reset that never arrived, the missing activation link, each becomes a ticket. Real human
time, on a problem created at the entry point and debugged downstream.

Sender reputation BILL FIVE

Hard bounces accumulate in your bounce rate. Gmail and Microsoft throttle above 2 percent and collapse
reputation above 5. This month's bad signups degrade the delivery of every email you send.

Five bills, one root cause

These five bills are usually attributed to five different problems. Bill one looks like a paid

acquisition problem and goes to marketing. Bill two looks like CRM hygiene and gets a quarterly

cleanup. Bill three looks like an automation bug. Bill four looks like a support workflow issue. Bill

five looks like a deliverability problem. They are debugged separately, by separate teams, for

months.

TH E  S H O RT  V E R S I O N

I N S I G HT

All five bills have the same root cause, and that cause is the moment of capture, where an email

address that was never going to work entered your stack unchallenged. Each bill is small on a

single address. The compounding across thousands of monthly signups is large, and it is

invisible precisely because the cost lands in five different places.

One bad email address creates five separate downstream costs, in places that look unrelated.

Paid acquisition pays, CRM bloats, automation breaks, support absorbs, sender reputation
degrades.

Each bill is small on a single address; the compounding across thousands of signups is large.

The five bills share one root cause and one intervention point: the moment of capture.

020202 Why list cleaning happens too late

The standard SMB response to bad email data is to clean the list periodically. Once a quarter,

sometimes once a month, the team exports the active list, runs it through a bulk verifier, removes

the invalid addresses, and re-imports. The exercise is useful and it is the right thing to do on a list

that exists. It is also the wrong layer at which to intervene if you want to stop the five bills.

The asymmetry

The damage from a bad email address happens immediately. The welcome sequence sends within

minutes. The CRM record is created in seconds. The paid acquisition charge cleared the moment

the form was submitted. The support ticket arrives a day later. Bulk verification, by contrast, runs

on a cadence, weekly is unusual, monthly is common, quarterly more so. By the time it flags the

address, the welcome has already bounced, the ticket is already open, and the spend has already

cleared. The cleanup happens. The bills are already paid.

The only intervention that intercepts

The intervention that actually stops the bills runs between the form submission and the rest of

your stack. The user submits the form. Before your CRM creates the record, before the welcome

sequence triggers, before the ad platform counts the conversion, a verification call goes out,

returns a result, and the workflow decides what to do. If the email is invalid, no record gets created

and no bill can accrue, the conditions that create them never occur. That is what an API does: a

call inside the request-and-response cycle of the submission. A scheduled cleanup runs on its

own clock. The API runs on the user's clock, the only clock that matters.

TH E  S H O RT  V E R S I O N

WA R N I N G

Bulk verification has a real role: it cleans records that pre-date the API, it catches addresses that

became invalid after the original check, and it confirms the API is doing its job. What it cannot

do, by design, is prevent the five bills on new intake. Treating bulk as a substitute for real-time

verification at the door is the most common mistake SMB operators make on this problem.

Bulk verification runs on its own schedule; the five bills come due before the schedule does.

By the time monthly cleanup catches a bad address, the welcome bounced and the ticket
opened.

Only an intervention inside the form submission cycle stops the bills before they accrue.

That intervention is an API call. Bulk plays a supporting role on legacy data, not a starring
one.

030303 The Emailawesome API in plain English

An API is a way for two systems to talk in a structured, predictable format. Your form submission

system makes a call to the Emailawesome verification system, sends an email address, and

receives back a result. The call happens in milliseconds for most addresses, and within seconds

for the small share that need deeper checks. Your workflow then decides what to do. That is the

conceptual model; everything below is specifics.

What gets sent, and what comes back

Whenever your form submits, the email address goes to the API along with an API key that

identifies your account, a long string your developer stores securely. The response includes one of

three result values.

VALID
The address exists, accepts mail,
and looks healthy.

INVALID
The address or domain does not
exist, or the mailbox is
unreachable.

UNKNOWN
Standard verification could not
confidently resolve it, usually a
catch-all domain.

The catch-all risk score

UNKNOWN is the result most verifiers handle badly. Catch-all domains accept mail for any address

regardless of whether the mailbox exists, and they are common in B2B. A standard verifier returns

a flat UNKNOWN and leaves the decision to you. Emailawesome instead returns a risk score on

every UNKNOWN, calculated from engagement scoring across a sixty-day window, cross-

reference against spam-trap identifiers, and domain reputation. The same UNKNOWN that another

verifier would dump on your operations team arrives as actionable, not ambiguous.

The async-first model

Most verifications come back in under a second; some take longer, particularly catch-all domains

where engagement scoring needs more processing. The API handles this with an async-first

model: it can return immediately with an acknowledgement that the verification is in progress, then

call back to an endpoint your developer specifies when the result is ready. Your workflow can wait

inline for synchronous-feeling experiences like signup forms, or move on and process the result

when it arrives for higher-volume scenarios like CRM imports. Your developer chooses the right

model per embed point.

The pricing alignment

Most verification APIs charge per attempt, the same for a clear VALID, a clear INVALID, and an

UNKNOWN that gave you no actionable information. On a B2B list with twenty to forty percent

catch-all share, that is twenty to forty percent of your bill spent on results you could not act on.

Emailawesome does not charge for UNKNOWN results. The pricing assumes the verifier is paid to

resolve verifications, not to fail them.

TH E  S H O RT  V E R S I O N

I N S I G HT

The async-first model and the no-charge-for-Unknown pricing reflect one position: verification is

a service paid to resolve email addresses into actionable results, not to invoice attempts. The

catch-all risk score sits inside the same position. The three together are what make the API

usable at SMB scale without ballooning the verification line item.

The call sends an address with your API key and returns VALID, INVALID or UNKNOWN.

UNKNOWN comes back with a risk score, so your workflow can tell acceptable from risky
catch-alls.

The async-first model lets you pick inline or callback patterns per embed point.

You pay for resolved verifications, not for the ones that did not resolve.

040404 Five places to embed verification in your stack

The call has the same shape wherever you embed it: send an address, receive a result, decide

what to do. What changes is the workflow around the call and the volume it sits in. Five embed

points cover the high-value territory. Most teams start with one and add others as the rollout

progresses.

Signup forms EMBED 01  ·  HIGHEST  IMPACT

Account creation, membership signup, newsletter opt-in. The call sits between submission and account
creation, returning a result before the user sees a confirmation screen.

STOPS BILLS 1, 2, 3 & 5

Lead-gen forms EMBED 02

Contact, gated-content, demo-request and paid-ad landing forms, where paid spend turns into pipeline.
The call sits between submission and CRM record creation.

STOPS BILLS 1 & 2 + NURTURE BREAKAGE

CRM webhook on new lead EMBED 03

A webhook fires on any new lead, regardless of source. Catches manual entries and partner integrations
that bypassed form-level verification.

STOPS BILLS 2 & 3 + DOWNSTREAM OPS

Partner & client data imports EMBED 04

Lead lists, co-marketing audiences and campaign data from external sources. The call runs on each row
before import completes, using the async callback model because batches are high-volume.

STOPS ALL FIVE BILLS ON UNTOUCHED DATA

Pre-send checkpoint EMBED 05  ·  HIGHEST  STAKES

The last line of defense. Before a transactional send, password reset, order confirmation, onboarding step,
the recipient is verified once more. Catches addresses that went invalid since their original check.

STOPS BILLS 4 & 5

TH E  S H O RT  V E R S I O N

QU I C K  TE ST

Pick the one embed point in your stack that handles the highest volume of new email addresses.
That is your starting point; the other four come later. The single-embed-point rollout in week one
is the difference between a verification project that ships and one that stays in the planning doc
for six months.

Five embed points, ranked by how much traffic they intercept and cost they prevent.

Signup forms are the highest-impact starting point for most SMB stacks.

Each embed point uses the same call; the workflow around it is what differs.

Start with one. Add others as the rollout settles.

050505 The four workflow patterns

Once the call returns a result, your workflow has to decide what to do with it. Four patterns cover

the territory. Most SMB stacks use a mix, with different patterns at different embed points.

Verify and allow PATTERN ONE ·  THE DEFAULT

On VALID, proceed as normal. The user sees the success state, the CRM creates the record, the welcome
sequence triggers. Used at every embed point as the happy path.

Verify and block PATTERN TWO

On INVALID, reject the submission and ask the user to check the address. The block is gentle, most
legitimate users with a typo fix it and resubmit. A small friction event costs far less than the five bills.

Verify and quarantine PATTERN THREE

On UNKNOWN with a high risk score, accept the submission but flag the record. The welcome sequence
holds until a human or downstream check confirms the address. For high-value, low-volume forms where
review is feasible.

Verify and route PATTERN FOUR

On a medium risk score, or VALID matching certain rules (role-based, free domain on a B2B form), accept
and route to a specific branch, a different sequence, sales segment, or trickle send.

TH E  S H O RT  V E R S I O N

I N S I G HT

The instinct is to pick one pattern and apply it everywhere. That is the wrong shape. A freemium

signup form wants verify-and-block on INVALID and verify-and-allow on UNKNOWN, most

signups are personal email and resolve cleanly. A high-ticket B2B lead-gen form wants verify-

and-quarantine on a high-risk UNKNOWN: missing a real lead costs too much to block, letting a

phantom into the sales workflow costs too much to auto-proceed. Pattern selection is per-

embed-point.

Four patterns: one happy path and three ways to handle non-VALID results.

Allow is the default; block is for clear typos and fakes; quarantine and route are for the grey
zone.

Pattern selection is per-embed-point, different forms warrant different patterns.

Document the chosen pattern in the engineering brief so the developer wires what you want.

060606 The four-week rollout

From signing up for the free tier on day one to a fully embedded verification layer by week four.

The plan is sized for an SMB with one developer and one operator, assuming the developer can

spend roughly half a day each week on the build.

Sign up, embed one WEEK ONE

Day one: sign up on the free tier (1,000 verifications/month), generate the API key, forward the brief from
section seven pre-filled with your first embed point and pattern. Days two to five: the developer wires the
call into that embed point, a few hours for a signup form, and tests on staging. End of week one: the call
is live in production.

Instrument and tune WEEK TWO

Pull the week-one results and compare your bounce rate before and after. For a healthy signup form,
expect new-send bounce at or near zero by week's end. If results are noisier than expected, tune the
pattern: tighten the quarantine threshold, broaden the route logic, adjust the block message. End of week
two: the first embed point is calibrated.

Embed two WEEK THREE

Add the second embed point, most stacks pair signup form with lead-gen form or CRM webhook. The
developer reuses the week-one wiring, adjusting for the new pattern. End of week three: two embed
points live, combined volume monitored against your tier.

Confirm and upgrade WEEK FOUR

Review combined volume. If it nears the free tier's 1,000/month, upgrade to Basic ($7, 2,000) or Growth
($30, 10,000) depending on projected growth. Add the third embed point if volume justifies, and document
the final architecture for handoff.

TH E  S H O RT  V E R S I O N

WA R N I N G

The most common rollout mistake is trying to embed at all five points simultaneously. The call is
the same everywhere and the patterns are documented, so the temptation is real. Resist it: each
embed point introduces a workflow branch that needs calibration on real traffic, and calibrating
five at once is harder than one, then two, then three. The sequence works at SMB pace.

Week one is signup, key, and the first embed point.

Week two is observation and calibration on production traffic.

Week three is the second embed point, reusing week one's wiring.

Week four is the plan tier decision and a third embed point if warranted.

070707 The engineering brief template

This is the central deliverable. Fill it in for your chosen first embed point, send it to your developer,

and they have everything they need to wire the call into production. The worked example uses a

B2B SaaS signup form, substitute your own context.

BRIEF ROW WORKED EXAMPLE ·  B2B SAAS SIGNUP FORM

Goal Eliminate bad addresses from signup intake to prevent phantom accounts
and broken welcome sequences.

Embed point Account signup form at /signup. Submits via POST to /api/users.

Expected volume ~1,200 signups/month, growing 15% quarter on quarter.

Integration model Inline (synchronous). User waits for the result before the signup success
state.

Workflow pattern Block on INVALID. Allow on VALID. Quarantine on UNKNOWN with risk
score above 0.6.

Handling · VALID Create account as normal. Welcome triggers, CRM record created, no
flag.

Handling · INVALID Reject. Show: “We could not verify that email address. Please check the
spelling and try again.” Log the rejection.

Handling · UNKNOWN Under 0.6, proceed. 0.6 or above, create but flag; welcome held until
manual review or first login.

Error handling On timeout or network error, default to allowing the signup. Log the
failure. Do not block legitimate users on verifier downtime.

Success criteria Welcome bounce from 4.8% to under 1% within four weeks. “Never
received confirmation” tickets down 60%+.

Monitoring Daily dashboard review in week one, weekly after. Alert if VALID rate
drops below 75% or INVALID exceeds 25%.

TH E  S H O RT  V E R S I O N

QU I C K  TE ST

Fill in the goal, embed point, expected volume and workflow pattern rows for your own context.

Those four rows are enough to start the engineering conversation. The remaining rows can be

filled in collaboratively with your developer during the implementation week.

The brief is structured so a developer can wire from it without further clarification.

Goal, embed point, expected volume and workflow pattern are the rows the operator fills first.

Result handling, error handling and rate-limit handling are co-filled with the developer.

Success criteria and monitoring turn the integration into a measurable project.

080808 Picking your Emailawesome plan tier

Tiers are sized by monthly verification volume. The right tier depends on your combined volume

across all live embed points, plus a margin for growth and the occasional bulk run on legacy data.

T IER VOLUME /  MO PRICE FITS

Free 1,000 $0 Piloting one embed point, a low-traffic signup
form, internal-only forms.

Basic 2,000 $7 Light lead-gen traffic or a single SMB embed point
with room to grow.

Growth 10,000 $30 Two to three live embed points, moderate paid
acquisition, mixed B2C/B2B.

Pro 50,000 $125 Four to five embed points, significant paid
acquisition, or a tens-of-thousands CRM.

Business 250,000 $500 Full embed coverage plus regular bulk runs
alongside the real-time layer.

The no-charge-for-Unknown advantage, in plain numbers

On a B2B-leaning embed point with twenty-five percent catch-all share at 10,000 verifications a

month, a per-attempt competitor bills you for all 10,000, including 2,500 UNKNOWN results you

cannot act on. With Emailawesome those same 2,500 cost zero, and the catch-all risk score still

arrives, so they are not just free but more useful than a bare UNKNOWN.

Sizing checklist

Match your volume to a tier

Sum the monthly volume across every embed point you plan to have live by week
four.
Add 30% margin for growth across the next six months.
Add any bulk run on legacy CRM data, divided across the months it will run in.
Match the total to the table. Near a boundary, choose the higher tier, the cost
difference is small and the headroom prevents an interrupted month.
Start on Free for week one regardless. Upgrade in week four once real production
volume is known.

TH E  S H O RT  V E R S I O N

I N S I G HT

The tier decision is reversible at any point. Tier changes happen without interruption, and the no-

charge-for-Unknown structure means the only meaningful variable is your VALID and INVALID

volume. Most SMBs land on Growth or Pro within the first quarter. Start on Free, observe for a

week, sit on the right tier for the next eleven.

Five tiers; most SMB rollouts land on Growth or Pro after the pilot week.

No-charge-for-Unknown is a 15 to 30% saving against per-attempt competitors on B2B
traffic.

Start on Free for week one, upgrade once production volume is known.

Tier changes are reversible. Headroom beats stress.

R E A DY  TO  M OV E  F O RWA R D

Start verifying at the source this week.
If you recognised three or more of the five bills in your current operation, the path to closing

them runs through one embed point in your stack this week, and the other four within a

month. Signing up takes about three minutes, the free tier covers the pilot, and your API key

is in the dashboard immediately. Your developer can be wiring the first embed point the

same afternoon.

WH AT  TO  H AVE  O N  H A N D WH AT  H A P P E N S  WH E N  YOU  S I G N  UP

Your chosen first embed point, most SMB

stacks start with the signup form or highest-

volume lead-gen form.

Your first workflow pattern, block on INVALID

plus allow on VALID is the standard signup-

form start.

A rough monthly volume estimate, the free

tier handles up to 1,000, enough for almost

any pilot.

Your API key is generated immediately, hand

it to your developer with the section seven

brief.

The free tier starts the same day. No card

required to pilot; upgrade only when volume

justifies.

Documentation lives at

developers.emailawesome.com, the brief and

the docs are all they need.

US E  C O D E  AT  C H E C KOUT

API50API50
Eligible plans: 10K, 50K, 250K, and 500K validation plans. First purchase

only. Available to the first 100 eligible redemptions. Use code API50 at

checkout to receive 50% off for the first six months. The discount also

applies to recurring renewals on eligible 10K, 50K, 250K, and 500K plans

while the subscription remains active, in good standing, and under the

same plan structure. This offer cannot be combined with other promotions,

discounts, or credits. EmailAwesome may modify, replace, or discontinue

this promotion if pricing, plan availability, product features, provider costs,

or commercial terms change

Use the code →

https://www.emailawesome.com/use-cases/email-validation-api#pricing

