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Why your cold email
spend isn't turning into
pipeline.
A complete guide to building a deliverability-first outbound

system for B2B SaaS teams, from list quality to the metrics that

diagnose what is actually broken.
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I NTR O DUCT I O N

Who this guide is for

You have done the work that is supposed to produce pipeline. A sequencer is in place, an SDR or

two are sending, the list came from a reputable provider, and the copy has been tested and

rewritten. The activity is real. What the dashboard does not show is meetings.

Reply rates are thin and seem to drift lower over time. Cost per booked call keeps climbing. The

usual explanation, that the messaging needs another rewrite, has stopped feeling true, because

you have rewritten it already and the numbers did not move. This guide is for the person who owns

that outcome: a SaaS founder, a Head of Sales, an agency running campaigns for clients, or an

SDR lead accountable for pipeline. You do not need to be technical. Every concept is explained

before it is used.

B E F O R E  YOU  STA RT

A 20 to 25 minute read. You leave with a

model of the full outbound system and where

it fails, a method for sourcing and verifying a

list, a framework for handling catch-alls at

volume, the domain setup outbound now

requires, and a scorecard that tells you which

number to fix first. Assumes you run, or are

about to run, cold email at meaningful

volume.

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

It reframes the problem before prescribing a

fix. The first two sections establish why

outbound fails and what a working system

looks like. The middle sections build that

system in order: list, verification,

infrastructure, copy, cadence. The final

section is a scorecard that stands on its own.

If you read one section, read that one.

C O NT E NTS

What this guide covers

Reframe first, build second, diagnose last. Read straight through, or jump to the scorecard in

section 8.

01 Why most SaaS outbound fails

Why failing outbound is usually an infrastructure problem, not a messaging one.

02 The anatomy of a cold email system that works

The eight-stage system behind reliable outbound, and where most teams have a gap.

03 ICP targeting and a prospect list worth sending to

Defining the right contacts and sourcing list data that is accurate at the source.

04 Email verification: non-negotiable at scale

What verification protects, and how to handle catch-all addresses at volume.

05 Domain and inbox setup

Secondary domains, inbox counts, and the authentication outbound now requires.

06 Cold email copy that earns a reply

Relevance-first frameworks, with ten openers, five that work, five that don't.

07 Sequences, cadence and knowing when to stop

How many touches, how to space them, and the point where more sending does damage.

08 The SaaS outbound scorecard

A self-contained set of metrics and benchmarks for diagnosing what is broken.

010101 Why most SaaS outbound fails

You are about to decide where to spend the next quarter of outbound budget. Before it goes to

another copywriter, data source, or SDR, it is worth being precise about what is actually failing,

because the most common diagnosis is also the most expensive wrong answer.

When a SaaS outbound motion underperforms, the instinct is to treat it as a messaging problem:

people are not replying, so the message must not be landing. So the team rewrites subject lines,

tests new frameworks, and hires for copy. But that assumes the message is being read and

rejected, and for a large share of underperforming campaigns the assumption is simply false. The

message is not being rejected. It is not being seen.

The deliverability-first idea

There is a layer beneath the copy that decides whether an email reaches a human at all: list quality,

domain reputation, authentication, and sending behavior. When that layer is broken, the symptoms

look exactly like a copy problem. A deliverability-first system inverts the usual order of attention, it

treats reaching the inbox as the problem to solve before copy and offer become worth optimizing.

If 17 percent of your sends never reach a visible inbox, close to the global average, your best

subject line is being tested on 83 percent of the audience you paid for, and the rest is pure loss no

matter how good the writing is.

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

I N S I G HT

Low reply and open rates are not proof of a copy problem. They are the shared symptom of a
copy problem and a deliverability problem, and the two are indistinguishable from the dashboard.

The only way to tell them apart is to check the deliverability layer directly, and teams that skip
that check spend quarters rewriting messages that were never the cause.

Underperforming outbound is diagnosed as a copy problem far more often than it is one.

List quality, domain reputation and authentication decide whether an email is seen at all.

A broken deliverability layer produces the exact symptoms of weak copy.

The fix is sequence: solve reaching the inbox first, then optimize the message.

020202 The anatomy of a cold email system that works

If outbound is a system rather than a message, the next question is what the system is made of.

Naming its parts is what lets you find the gap, because a system fails at its weakest stage, and the

weakest stage is usually the one nobody owns. A working B2B SaaS motion has eight stages, and

they run in a fixed order because each depends on the one before it.

STAGE WHAT  IT  DOES WHAT  BREAKS WHEN IT  IS  WEAK

1 ICP definition Defines precisely who is worth
contacting

Effort spreads across contacts who will
never buy.

2 List building Sources contact data matching
the ICP

The campaign starts from inaccurate or
stale data.

3 Verification Removes invalid and risky
addresses

Bounces rise and domain reputation
erodes.

4 Domain setup Authenticates and protects the
domain

Mail is filtered or rejected regardless of
content.

5 Copy Makes a relevant case for a
reply

Delivered mail fails to earn a response.

6 Sequencing Structures follow-up across
touches

Most of the available replies are never
captured.

7 Follow-up Persists with new value, then
stops

Over-sending raises complaints and
damages the domain.

8 Analysis Measures each stage to locate
the fault

The team optimizes the wrong stage for
months.

The order matters because failures compound downward. A weak ICP makes even accurate data

low-value; unverified data makes domain setup unable to protect you; a poorly set-up domain

makes copy irrelevant.

Where the gap usually is

In practice the gap is almost always stages three and four: verification and domain setup. They are

the least visible stages, the least interesting to work on, and the easiest to assume someone else

handled. They are also the stages that decide whether the work in every other stage reaches a

person. A team can have a sharp ICP, good data, strong copy, and a sensible cadence, and still fail

entirely because the verification step was skipped and the domain was never warmed. That is why

the next two sections go deep on exactly those stages.

Most teams invest heavily in stages five and six, copy and sequencing, while stages two, three and

four quietly cap the ceiling on everything downstream. The work is real, but it is being spent on the

visible part of the system while the invisible part leaks.

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

WA R N I N G

The most expensive version of this mistake is investing in stages five through eight while three

and four are broken. You will see small improvements from better copy and cadence, enough to

feel like progress, while the real ceiling stays fixed. Months later the pipeline still has not moved,

and the budget that could have fixed the actual gap is gone.

Outbound is an eight-stage system, and it fails at whichever stage is weakest.

The stages run in a fixed order because each failure compounds into every stage below it.

The gap is almost always verification and domain setup, the least visible stages.

Copy and cadence can only perform up to the ceiling those earlier stages set.

030303 ICP targeting and a prospect list worth sending to

The list is the first stage you control directly, and it sets the ceiling for everything after it. A

campaign sent to the wrong people, or to the right people at addresses that no longer work,

cannot be rescued by anything downstream. This section is about both halves: who you target,

and how accurate the data is when it reaches your sequencer.

Define the ICP narrowly enough to be useful

An ideal customer profile is a precise description of the accounts and people most likely to buy

and stay. For B2B SaaS it is built from firmographic traits, company size, industry, stage, and role

traits, the specific title and seniority of the person who feels the problem your product solves. The

common failure is defining the ICP too broadly, because a broad ICP feels safe and produces a

bigger list. But a bigger list of weak matches lowers reply rates, raises complaints, and burns

sending capacity on people who were never going to respond. A narrower ICP is a better ICP,

because outbound rewards relevance and punishes spread.

Source data, then expect it to be wrong

B2B contact data decays at roughly 22 to 30 percent per year. People change jobs, companies

restructure, addresses are deactivated. Even a list bought from a strong provider last quarter

already contains a meaningful share of dead addresses. When you evaluate a source, the

questions that matter are how recently the database was refreshed, whether records are verified

at the point of export or only in bulk afterward, and how the provider handles catch-all and role-

based addresses. A provider that cannot give you an ICP-matched sample to test before you buy

is one to be skeptical of.

Why list quality at the source matters before verification

Verification, covered next, removes bad addresses. It does not improve the targeting of the good

ones. If the list is sourced against a vague ICP, verification hands you a clean list of the wrong

people. The two steps solve different problems: sourcing decides whether you are reaching the

right accounts, and verification decides whether you are reaching them at a working address. You

need both, in that order, because verifying a badly targeted list is effort spent making a weak

campaign deliverable.

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

I N S I G HT

A smaller, well-targeted, verified list consistently outperforms a larger one with high decay.

Database size is not a quality signal. The instinct to maximize list size is the same instinct that

broadens the ICP, and it produces the same result: more sends, more complaints, lower reply

rate, and a domain absorbing damage for contacts that were never going to convert.

QU I C K  TE ST

Take the last list you sent and check the date it was sourced. If it is older than 90 days and has

not been re-verified since, apply the decay rate: somewhere between 5 and 8 percent of it is

likely dead already. That is your bounce risk before you account for anything else, and the first

thing to fix before the next campaign.

The list sets the ceiling for the whole campaign; nothing downstream can raise it.

A narrow ICP outperforms a broad one because outbound rewards relevance.

B2B data decays 22 to 30 percent a year, so any list over a quarter old is a liability.

Sourcing decides if you reach the right accounts; verification decides if the address works.

040404 Email verification: non-negotiable for outbound at
scale

This is the stage most often skipped and most often the real cause of a failing campaign. It is also

the stage where the damage is slowest to surface, which is exactly why it gets skipped.

What verification actually protects

Email verification confirms whether an address is real and able to receive mail, without sending to

it. It checks the format, confirms the domain has working mail servers, and tests whether the

specific mailbox exists. Removing the addresses that fail protects three things at once: your

bounce rate, because dead addresses produce hard bounces; your domain reputation, because a

high bounce rate is one of the clearest signals a provider uses to decide you are untrustworthy;

and reply-rate consistency, because a verified list does not silently lose performance as bad

addresses accumulate.

HARD BOUNCE RATE WHAT  HAPPENS TO DELIVERY

Below 2% Healthy. Reputation holds steady and copy performs on a stable
base.

Above 5% Inbox placement drops sharply for your valid contacts too, the
provider has decided the whole domain is suspect.

Above 10% Blocklisting becomes a real risk.

An unverified list runs hot on bounces, drags reputation down week over week, and slowly poisons

delivery for every contact on it. A verified list keeps bounces low and holds reputation steady.

Catch-all addresses: the problem that scales with you

A catch-all domain, also called accept-all, is configured to accept mail to any address whether or

not a real mailbox exists. Roughly 12 to 15 percent of B2B domains are set up this way. When a tool

checks an address on a catch-all domain, the server accepts everything, so the tool cannot

confirm whether a real person is behind that specific address. Most tools handle this by returning

a status of unknown and leaving the decision to you.

At small volume that is a minor annoyance. At scale it is structural. If 12 to 15 percent of a large list

comes back unknown, that is thousands of addresses your tool declined to decide about. Send

them all and you are mailing thousands of potentially dead addresses and spam traps. Suppress

them all and you have discarded thousands of real buyers, because catch-all configuration is

common at exactly the mid-market and enterprise accounts a SaaS team most wants to reach.

Neither blanket choice is correct.

What enterprise-grade catch-all handling looks like

What serious outbound teams need is not a binary valid-or-invalid result. It is a risk classification

that turns the unknown bucket into an actionable decision. Email Awesome's catch-all detection

analyzes these addresses and classifies them by risk, which are safe to send, which to suppress,

and which to watch and test at lower volume. Email Awesome also does not charge for results

returned as unknown, which is real cost certainty for a high-volume team.

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

WA R N I N G

The slowest, most invisible damage in outbound comes from unmanaged catch-all sends. They
do not bounce immediately, so your dashboard stays green while a stream of zero-engagement
sends and possible spam traps erodes the domain. By the time reply rates visibly fall, weeks of
sending have already done the damage.

Verification protects bounce rate, domain reputation and reply-rate consistency at once.

Bounces above 5% drop placement for valid contacts too; above 10% risks blocklisting.

Catch-alls are 12 to 15% of B2B domains, and a flat unknown forces a bad blanket choice.

Risk classification turns the unknown bucket into a send, suppress, or watch decision.

050505 Domain and inbox setup: protecting your sending
reputation

A verified list reaches the inbox only if the domain sending it is set up to be trusted. This is the

second half of the deliverability layer. It is technical, but the decisions are strategic, and a non-

technical owner needs to understand them well enough to know whether they were made

correctly.

Do not send cold email from your primary domain

Cold outreach carries reputation risk by nature: recipients did not ask for the message, and some

will complain. If that risk lands on your primary business domain, a damaged reputation affects

every email your company sends, invoices, support, replies to customers. The standard practice is

to run cold outreach from one or more separate domains, often close variants of your main

domain, so outbound risk is isolated. If a sending domain is damaged, the business domain is

untouched.

How many inboxes, and why

Each sending address has a sane daily volume ceiling during and after warm-up. To reach

campaign volume without pushing any single address past that ceiling, teams run multiple inboxes

across a small number of secondary domains and distribute sending across them. Each address

builds its own reputation and must be warmed independently, warming one address does not pre-

warm the others. The number of inboxes is target volume divided by the safe per-address ceiling,

not a number to maximize.

Authentication is mandatory now, not optional

Three DNS records prove you are authorized to send. SPF lists the servers allowed to send for the

domain. DKIM adds a cryptographic signature proving the message was not altered. DMARC tells

providers what to do when SPF or DKIM fails, and requires the visible From domain to align with

the authenticated domain. Since Google and Yahoo's bulk-sender requirements took effect in

2024, with Microsoft following, all three are effectively mandatory. Missing or misaligned

authentication can mean outright rejection, not just a spam folder.

Warming the domain before volume

A new sending domain has no reputation, and a domain with no reputation that suddenly sends at

volume looks identical to a spammer. Warm-up ramps volume gradually while generating genuine

engagement, so the provider builds a record of good behavior before the real campaign begins. In

2026 this takes around six weeks for a new domain, longer if your prospects are mainly on

Microsoft 365, where filtering is most aggressive. Warm-up is not a one-time step; healthy

domains keep a low volume of warm-up sends running underneath live campaigns as a buffer.

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

I N S I G HT

Verification and domain setup are not two separate projects. A warmed, authenticated domain

still gets damaged by sending to a bad list, and a verified list still lands in spam if sent from an

unauthenticated domain. They are two halves of one deliverability layer, and a campaign needs

both sound at the same time. Fixing one and skipping the other leaves the ceiling exactly where

it was.

Run cold outreach from separate domains so outbound risk never touches your business

domain.

Inbox count is target volume ÷ the safe per-address ceiling; each address warms
independently.

SPF, DKIM and DMARC are mandatory since 2024; a failure can mean rejection, not just
spam.

Verification and domain setup are one layer; a campaign needs both sound at once.

060606 Cold email copy that earns a reply

With the deliverability layer sound, copy finally becomes worth optimizing, because now it is being

tested on mail that actually reaches people. This is written for someone who owns the outcome,

not someone who writes for a living.

Relevance is a deliverability advantage, not just a copy one

Mailbox providers weight engagement heavily. A message that earns opens and replies improves

the domain's reputation; one that earns deletes and complaints damages it. So relevant copy is

not only more persuasive, it is a deliverability input. A campaign of irrelevant mass-blasted

templates does not just convert poorly; it actively degrades the domain that sends it, lowering

delivery for the next campaign. Relevance compounds in both directions.

Frameworks are scaffolding, not a script

AIDA moves a reader through attention, interest, desire and action; PAS names a problem, agitates

its cost and presents a solution. Both work, but in 2026 the framework that matters most for cold

SaaS outreach is relevance-first: open with specific evidence that you understand the recipient's

situation, before any pitch. A perfectly structured email about a problem the recipient does not

have still fails.

The structure of an opener that works

A strong opener does three things in a few lines. It demonstrates a specific, researched reason for

contacting this person, something a mass template could not contain. It connects that observation

to a problem your product addresses, framed as their problem rather than your feature. And it

makes a small, low-friction ask, a question, not a demand for a demo. Keep it short, and write one

clear idea per email: a message trying to land three points lands none.

Five openers that earn a reply

Each is short on purpose, and each contains something a mass template could not.

D O  ·  H I R I N G  S I G N A L

“I saw your team posted three SDR roles this month. Scaling outbound headcount that fast usually
means the data layer gets stretched before the new hires ramp.”

Why it works. A specific, verifiable observation that could only apply to this company, tied to a problem they are
likely feeling right now, without naming a product.

D O  ·  P R O DUCT  C H A N G E

“Your pricing page moved to usage-based billing last quarter. Teams that make that switch tend to see

signup volume rise faster than their email list quality can keep up with.”

Why it works. References a real, dated change and ties it to a consequence the recipient recognizes. The value

is framed as their emerging problem, not a feature pitch.

D O  ·  LOW-F R I CT I O N  QUE ST I O N

“Quick question: when your reps export a lead list from your CRM, who checks it before the sequencer
sends? Asking because that handoff is where most bounce problems start.”

Why it works. A small question that is genuinely easy to answer, not a demo ask. A reply costs one sentence, so
the ask matches the trust a first cold email has earned.

D O  ·  TR I G G E R  EVE NT

“Congrats on the Series A. Most teams use that raise to scale outbound, and the first thing that breaks

is sender reputation, because volume climbs before infrastructure does.”

Why it works. A relevant trigger connected to a specific, credible failure mode, not a generic congratulations. It

shows the sender understands what happens next for this company.

D O  ·  PUB L I C  I N F E R E N C E

“I noticed your careers page lists Outlook and Microsoft 365 across the company. If your team runs
cold outreach, that detail changes how aggressively you can ramp sending.”

Why it works. A precise inference from public information, turned into something useful regardless of whether

they buy. One idea, one insight, a reason to want the next sentence.

Five openers that get ignored

The fault is never grammar. It is that the message could have been sent to anyone.

AVO I D  ·  G E N E R I C  I NTR O

“I hope this email finds you well. I wanted to reach out to introduce our company and see if you'd be
open to a quick 30-minute demo this week.”

Why it fails. Nothing true about the recipient, so it reads as one of hundreds of identical sends, and it makes a
large ask before earning a single second of attention.

AVO I D  ·  VAGUE  SUP E R L AT IVE S

“We are the leading all-in-one platform that helps companies like yours unlock growth, streamline

workflows, and maximize revenue across every channel.”

Why it fails. Entirely about the sender, in superlatives the recipient cannot verify. “Companies like yours” is a tell

that no research was done; three benefits at once means none registers.

AVO I D  ·  FA K E  P E R S O N A L IZAT I O N

“Hi {{first_name}}, I came across {{company}} and was really impressed by what you're doing in the
{{industry}} space.”

Why it fails. Merge fields are not research. A generic compliment that would fit any company tells the recipient

the sender knows nothing specific, and signals an automated send directly.

AVO I D  ·  TH E  B A R E  BUM P

“Just following up on my last email to see if you had a chance to review it. Let me know if you'd like to

hop on a call. Looping back in case this got buried.”

Why it fails. No new information or value, a bare bump that asks again without a reason to respond. Read as

pressure, and over a sequence these raise complaint rates.

AVO I D  ·  F E ATUR E  L I ST

“Our tool has 50+ features including AI scoring, real-time dashboards, native integrations, and
enterprise security. Here's a link to our pricing page and a case study.”

Why it fails. A feature list, not a message. It asks the recipient to figure out which feature solves their problem,

carries multiple ideas at once, and frames everything as capability. A cold opener is not a brochure.

070707 Sequences, cadence and knowing when to stop

A single cold email captures only part of the response available from a list. A sequence captures

the rest, but only up to a point, after which continued sending stops adding replies and starts

adding damage. This section is about finding that point.

How many touches, and why follow-ups matter so much

Four to five touches is the range that most reliably captures the available replies for B2B SaaS

outbound. The first email captures only a portion of all the replies a sequence will ever generate,

and the first follow-up alone adds a substantial lift on top of it. A team sending one email and

stopping is leaving the majority of its potential replies uncaptured. The follow-ups are not optional

politeness; they are where most of the pipeline is.

Each follow-up needs a new reason to exist

The common failure is the bare bump: a message that adds nothing except asking again. Each

follow-up should carry a new angle, a different value point, a relevant resource, a reframed version

of the problem, so it earns attention on its own. A sequence of four genuinely different messages

outperforms one message sent four times, without the complaint risk.

Spacing, channel, and when to stop

Space touches several business days apart; a tight cadence reads as pressure and raises

complaints. Pairing email with a LinkedIn touch spreads the contact across channels. After four to

five touches with no engagement, the probability of a reply is low and the cost of continuing is

real, a prospect with no engagement after a full sequence should exit the active campaign.

Stopping is not giving up on a lead; it is protecting the reputation the rest of your pipeline depends

on.

WA R N I N G

Over-sending is a reputation problem disguised as persistence. Every additional email to an
unresponsive contact raises the chance of a spam complaint, and complaints lower delivery for
the entire domain. A sequence with no defined stopping point is a slow leak in the deliverability
layer the earlier sections worked to protect.

080808 The SaaS outbound scorecard

This is the section to keep and reuse. Outbound fails quietly, one stage at a time, and the

scorecard is how you find which stage before a quarter of budget goes into the wrong fix. Each

metric maps to a stage of the system, so a number out of range tells you where to look.

METRIC HEALTHY  RANGE WHAT  IT  TELLS YOU

Delivery rate 98% or higher List quality and domain health.

Bounce rate Below 2% List quality. Above 2% means unverified or
decayed.

Open rate Loose signal Inflated by image preloading; a rough
indicator only.

Reply rate ~3.4% avg; 5%+ strong Copy and targeting, once delivery is
healthy.

Positive reply rate Tracked as trend Targeting quality. Replies that are not
rejections.

Meeting booked rate Tracked as trend Offer and qualification.

Spam complaint rate Below 0.1% Relevance and cadence. The signal that
ends campaigns.

Pipeline generated Against cost The outcome. Everything above exists to
move this.

Read the metrics top to bottom, and stop at the first one out of range, a fault early in the list distorts

everything below it.

How to diagnose with the scorecard

Read in order and stop at the first number out of range. Each condition points at one stage to fix

next, and only that stage.

DELIVERY <98% / BOUNCE >2% The problem is the list or the domain. Do not touch copy. Verify the
list and check authentication first.

REPLY RATE LOW Delivery and bounce healthy but few replies: the problem is copy or targeting. Now

copy work is warranted, it is being measured on mail that arrives.

POSITIVE REPLIES LOW Reply rate healthy but few positive replies: the problem is targeting. You are

reaching working inboxes, but the wrong people. Return to the ICP.

MEETINGS LOW Positive replies healthy but few meetings: the problem is the offer or the call-to-

action, not the top of the sequence.

COMPLAINTS RISING The problem is relevance or cadence. Tighten targeting and confirm the

sequence has a defined stopping point.

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

I N S I G HT

Most outbound budget is wasted not because teams fix nothing, but because they fix the wrong

stage. The scorecard converts a vague sense that outbound is underperforming into a single

specific number, and a single number points at a single stage. Diagnosis before prescription is

the whole discipline.

Outbound fails one stage at a time, and the scorecard is how you find which stage.

Read the metrics in order and stop at the first out of range; early faults distort the rest.

Low delivery or high bounce is a list or domain fault, never a reason to rewrite copy.

The discipline is sequence: diagnose the stage, then fix that stage, and nothing else.

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

See your full deliverability picture before the next
campaign goes out.
If the scorecard pointed you at delivery rate or bounce rate, the fault is in the deliverability

layer, and the fastest thing you can verify is your list. If your last verification export had a

large unknown or catch-all bucket, a meaningful share of every campaign is going out as an

unmanaged risk you cannot currently see. Bring your list and we will run it through

verification, including the catch-all risk classification that turns the unknown bucket into a

send, suppress, or watch decision.

WH AT  TO  B R I N G WH AT  YOU  G ET

Your current prospect list as a CSV, ideally

the one for your next campaign.

Your recent campaign metrics, so the result

can be read against your scorecard.

Your monthly sending volume, so the right

plan is matched to your outbound.

A verified list segmented into deliverable,

risky, catch-all and undeliverable.

A catch-all risk classification: which

addresses to send, suppress, or watch.

A clear before-and-after view of the

deliverability risk in your current outbound.

YOUR  L AUN C H  O F F E R  ·  US E  AT  C H E C KOUT

SALES50SALES50
Eligible plans: 50K and 250K validation plans. First purchase only. Available

to the first 100 eligible redemptions. Use code SALES50 at checkout to

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

recurring renewals on eligible 50K and 250K 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/cold-sales#pricing

