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Generating, prioritizing, 
and closing leads can be an 
overwhelming and time con-
suming process. From cold 
emailing prospects to figur-
ing out where to begin with 
your list of leads, we here at 
Pipestry feel your pain - And 
we’re here to alleviate it. In 
this extended article, we’re 
going to be giving you all the 
tools you need to become a 
lead generating master, and 
ensure you streamline your 
entire process from first con-
tact to closing the deal.

Cold Emails

Let’s face it -  The idea of cold 
emailing potential clients sends 
chills up your spine. Like it or not, 
the fact is that sending cold emails 
to your potential Business to 
Business (B2B) clients can be an 
extremely effective way to identify 
and connect with actual pros-
pects. Unfortunately, if you don’t 
know how to effectively send cold 
emails, it can be a complete waste 
of time. The team at Pipestry 
doesn’t want to see you spin your 
wheels, and that’s why we’re kick-
ing off our Cold Series, aimed at 
walking you through the process. 
Start strengthening your skills, 
and boosting your confidence to 
ensure that your cold emailing 
tactics get off to a successful start.
 
Why You Should Bother Sending 
Cold Emails
 
What’s the goal of sending B2B 
cold emails, anyway? The simple 
answer is targeting and reeling in 
new potential customers. But in 
reality it’s more than that.  Cold 
emailing is an exercise in confi-
dence, organization, and relation-

ship building; The goal of cold 
emailing isn’t to get the sale, it’s to 
start a conversation. You may be 
thinking that once you send the 
initial email out to a prospect they 
should respond and show imme-
diate interest in purchasing your 
product or service. The fact is that 
it simply doesn’t work that way.  

Welcome to
‘‘The Art Of 
Cold Emailing” The goal of cold 

emailing isn’t to get 
the sale, it’s to start 

a conversation.

Before sending anything you 
need to know your prospect well 
enough to make a genuine con-
nection and start a conversation.  
Once your conversation reaches 
a certain point, the prospect then 
becomes a qualified lead and more 
easily engageable. But, you have to 
put in the work of crafting better 
cold emails to spark their inter-
est, and learn how to engage with 
them in conversation once the 
connection is established.
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Where Do You Begin?
 
To start you must first develop your “buyer personas.”

•   Company size
•   Industry
•   How your offering solves their 
challenges and brings value
•   Geographic location  (if appro-
priate)
•   Their current priorities
•   Their pain points
•   The things that keep them up at 
night
•   What they read
•   What experts they follow
•   What they talk about

 
When you have your buyer perso-
nas built, you can start organizing 
your prospect lists by persona.  
Take it a step further by reverse 
engineering your list of personas 
- Once you have your list of perti-
nent information, you can build a 
list of contacts by doing research 

to find potential prospects that 
meet the criteria of each persona 
you’ve pieced together.
 
Get Inside Your Buyer’s Head
 
Now you’ve got your list and you’re 
ready to write, right? Wrong. 
You’re still not finished developing 
your characters.
 
After you’ve created and seg-
mented your list you need to 
learn more about your prospects, 
and that takes a bit of additional 
research. You need to be able to 
answer these question about  your 
buyer:
 
•   What are their pains?
•   How do they measure their 
success?
•   What are their career  ambitions 
or goals?
•   What keywords do they use?

How do you actually do this re-
search?
 
Start by selecting 5-10 names 
from your list, find their LinkedIn 
profiles and start to gather as 
much of this information as you 
can. Look at their background, 
their education, job experiences, 
and recommendations. You’ll see 
certain keywords in common with 
all or most of them, and you’ll 
also be able to make note of their 
career path and trajectories. These 
are the keywords and themes 
to make note of for use in your 
emails. 
 
Next do a full-on social media au-
dit - Visit their Twitter, Facebook, 
Instagram and any other social 
media profiles to view their activ-
ity. Skimming a prospect’s social 
channels will often reveal their 
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Think about it this way; if you 
were an author writing a novel, 
you need well developed charac-
ters. A character in a story with 
no details, development, depth, 
or thought  isn’t going to bring 
anything to the story and won’t 
propel the action forward.  Think 
of yourself as an author- before 
you can write your story, you need 
to know your characters.
 
You can’t create an effective cold 
email if you don’t know who you’re 
writing to, and this is where a 
fleshed out buyer persona comes 
in. To create your buyer persona(s) 
you must do your homework - 
Simply knowing someone’s title 
and email address is nowhere 
near enough. You need to gather 
and organize all the details that 
relate to your ideal prospects. This 
includes things like:
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interests, challenges and pains.
 
It’s also worth taking the time to 
scan through online forums that 
are popular with, and visited by, 
the prospects on your list. These 
forums will glean additional in-
sights into their challenges, goals 
and measurements of success.
 
Exercise
 
Let’s put it all into action! The 
below exercise will help you with 
buyer persona development skills 
so you can start seeing results 
from your cold email outreach.
 
1. Select 5 names  from your list
 
2. Track down and review their 
LinkedIn profiles
 
3. Look at their background, edu-
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cation, job experience, and recom-
mendations
 
4. Locate and scroll through their 
social media profiles
 
5. Visit online forums that you feel 
fit these individuals’ personalities 
to gain additional  insights
 
6. Write down and organize all 
of this information into a buyer 
profile
 
Now you’re almost ready to start 
writing some cold emails and con-
necting with potential prospects. 
Tune in Thursday for Part 2 of our 
Cold Email Series where we’ll be 
discussing understanding your 
competition, knowing yourself and 
what you can offer, and some key 
rules for killer cold emails!

Now, we’re going to break 
down the importance of 
self-awareness and how 
to sell yourself in the most 
concise and powerful way 
possible.

Building
the 

Framework 
of

Cold 
Emails
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Know The Competition
 
So by now you’ve done your re-
search and developed your buyer 
personas - At this point you’re 
thinking that you’re more than 
ready to dive into crafting the per-
fect cold email to your prospects.

Know The Benefits Of Your Prod-
uct Or Service
 
Once you know what makes you 
unique, you next must identify all 
of the benefits of your product or 
service. Remember; nobody buys 
features, they buy benefits and 
solutions to their problems.
 Not quite yet.

You need to know who you’re up 
against so you know how to stand 
out from your peers. Take some 
time to scour competitor web-
sites; What do they emphasize in 
their messaging? What are their 
key selling points? What are the 
primary services and experiences 
being offered to potential clients? 
Do as much reconnaissance work 
as you can, and take the informa-
tion you gather from these sites 
to start to figure out what makes 
your company different. Why are 
you clearly the better choice? You 
need to determine what makes 
you a better pick for your pros-
pect. Start to put together a clear 
and concise list of your superior 
selling points so you can effec-
tively differentiate your offering 
from that of other companies you 
compete with in the marketplace.

As Socrates once 
stated so simply, 
“Know thyself.”

What pain points and problems 
can you solve for the prospects 
from your buyer personas? What 
are the benefits of hiring your or-
ganization? As Socrates once stat-
ed so simply, “Know thyself.” If you 
can’t easily list, expand on, and sell 
the benefits and unique aspects of 
your business, you’re not ready to 
start making cold email contact.
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Rules Of Engagement
 
You’ve done the homework, you’re self-aware and self-assured in what 
you can offer - It’s time to start building the framework of your B2B cold 
emails. Below are some rules that we at Pipestry strongly recommend 
you keep in mind when starting to craft your copy:

Keep your email short and to the 
point – No more than 4-5 sen-
tences and they should be evenly 
spaced, otherwise you risk losing 
people. Why? Because too much 
text and too much space gives the 
immediate impression that your 
email is just going to take too long 
to read. And no one hangs around 
to read novel-length emails.
 

Make it personal – The more per-
sonalized your email, the better. 
That being said, when sending 
higher volumes this becomes 
more difficult, and if you’re send-
ing out dozens upon dozens of 
emails each day, it’s going to be 
next to impossible to customize 
and personalize each and every 
one. So here’s a tip; Try to at least 
personalize the recipient’s name 
and, if appropriate, their company 
name. Any additional personaliza-
tion that you can spare the time to 
add in will only help increase read 
and response rates.

Focus on the benefits – Like we 
mentioned earlier, people don’t 
buy features, they buy benefits. 
Tell your prospects what’s in it for 
them. What results or outcomes 
will they receive if they use your 
product or service? That’s what 
they care about. You know what 
makes your business unique and 
what your top selling points are, 
so lean on them. Put the focus 
on why you are a superior choice, 
how you can solve their issues 
and pain points, and what sets you 
apart from the competition. And do 
it concisely and quickly.
 

Don’t overwhelm them –  One top-
ic per email, please. Hone in on a 
specific focus and stick with it. This 
helps to avoid confusing or losing 
the reader.

Talk about them…not you – You’re 
amazing; we know that, you know 
that, but they don’t care about that 
quite yet. Your prospects don’t 
want to read about you, they want 
to know what you can do for them. 
So don’t kick things off by talking 
about who you are. Instead, start 
by discussing something you have 
in common or a problem they have 
that you can solve.

Be conversational – Don’t try to 
showcase your awesome vocab-
ulary, and don’t be verbose. The 
more you throw in fancy words or 
corporate speak, the colder your 
cold email gets. Write like you 
speak. It’s easier for your recip-
ients to read and they are more 
likely to feel a connection with you 
as a result.

accelerate@pipestry.com                   888.552.787411



Make it easy for them to respond 
–  Your prospects are busy so you 
want to make it easy for them to 
respond. To do this simply ask a 
targeted question that has a one-
word or very short answer; yes or 
no, always or never, I would or I 
wouldn’t. Don’t make them have to 
pore over your email to formulate 
an answer, make it something they 
can answer immediately. An added 
tip is to include a link they can 
click at the bottom of the email 
to your website or a specific page 
(maybe one of your services pag-
es) that will act as a follow-up and 
lead them to respond.

...Now, you’re ready to write, and 
today we’re talking tone and feel, 
and showing you how to craft an 
email that feels personal and gets 
to the point.
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Email Tone 
and Look
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First, let’s talk tone. If you’re in the 
habit of using the third person, it’s 
one you’re going to have to break. 
When it comes to one-on-one 
contact with a potential prospect, 
third person writing feels deeply 
impersonal and generic. Neither 
of those things lead to more sales; 
in fact it’s the fastest way for your 
email to elicit and eye roll and a 
trip to the trash can.
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Decision makers 
receive hundreds 
of solicitations per 
week and read a lot 
of it on their phones 
while on the go.  Be 
sure that every sen-
tence is well thought 
out, adds value, and 
is easy to read.

You want to speak to your po-
tential buyers in your emails the 
same way you’d speak to them 
face-to-face. Every email is an op-
portunity to make someone’s day a 
little brighter and make a positive 
impression, so try writing your 
email with a positive, good-hu-
mored tone. Don’t be aggressive 
or obnoxious, and don’t ever trash 
talk your competitors. You may 
think dumping on your competition 
leaves room to sell yourself, but in 
actuality it’s bad form and will only 
reflect poorly on you.
 
It’s also important that you come 
across as an equal, that is found-
er-to-founder, manager-to-man-
ager, or successful person-to-suc-
cessful person. You may be the 
expert in your field, and you may 

know all there is to know about 
your services and skills, how 
you can benefit a company, and 
how you can solve a buyer’s pain 
points. And you may want think by 
demonstrating how smart you are, 
you’re somehow demonstrating 
some form of value. But you’d be 
wrong. Really wrong. The second 
you posture and try to prove your-
self, you sound like a condescend-
ing know-it-all. And no one wants 
to work with a know-it-all. Show 
some humility and speak like an 
equal.
 
And speaking of tone, don’t for-
get to personalize your emails as 
much as possible (without spend-
ing an inordinate amount of added 
time doing it.) Customization can 
often be the reason people feel 

obligated to respond. You address 
them by name or toss in some 
personal facts, and you just made 
a connection that they’ll be hard 
pressed to ignore.

The open rate 
for e-mails with 
a personalized 
message was 18.8%, 
as compared to 
13.1%  without any 
personalization in 
2016. (Statista 2016)

The best part is, these types of 
personalizations are easy - Things 
like name, company,  location, and 
buyer persona. You can always 
dive a little deeper and add in 
more personalized pieces if and 
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when you have the time and en-
ergy, for example sharing a timely 
fact or article.
 
The look of your email is important 
too. Don’t send these cold emails 
out from platforms like MailChimp 
or Constant Contact; their use of 
HTML gives the feel of bulk email, 
and that destroys all your efforts 
to create personalized content.
 
Be sure to use plain black sans 
serif text with a well-formatted 
email signature, and as a general 
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rule, you should never use more 
than six sentences in your email. 
Remember - Decision makers 
receive hundreds of solicitations 
per week and read a lot of it on 
their phones while on the go.  Be 
sure that every sentence is well 
thought out, adds value, and is 
easy to read. Nothing superfluous 

or inessential.
 
These emails are also not the time 
to use bullet points. You may think 
they will give a more organized 
and concise look to your copy, 
but they’ve actually been  proven 
to result in lower response rates 
because they give the impression 
of bulk email. Furthermore, links 
outside of a simple signature have 
also been proven to distract read-
ers from your call to action (CTA) 
by taking them away from your 
email instead of encouraging them 

to stay and respond. One more 
thing to remember – don’t use 
attachments or large images. They 
could result in your email ending 
up in your recipient’s Spam folder 
instead of their inbox.

According to WordStream, email is the third most 
influential source of information for B2B audiences, 
behind only colleague recommendations and indus-
try-specific thought leaders.

So just to recap:
 
Tone
-Conversational
-Come across as equal
 
Look
-3-5 sentences max
-Space sentences evenly apart
-Make sure it looks good on mo-
bile
-Always use plain text
 
Goals
The goal of your cold sales email 
is to either set up a meeting, have 
your prospect reply with informa-
tion, or to have them click on a 
response link. But don’t get greedy 
- You should select only one goal 
for each email you send.
 
Introduction
Make a strong statement or ask a 
thoughtful question, perhaps re-
lated to your prospect’s problems 
that your product or services may 
solve. Focus on your prospect, and 
don’t talk about yourself. Remem-
ber to never start an email with 
something negative or obvious 
like, “We’ve never met.” No duh. 
They know this already and it’s a 

surefire way to get your prospect 
to quit reading and trash your 
email, or opt out altogether.
 
Benefit-oriented value proposition
Focus on one, and only one, key 
benefit per email. You don’t want 
to overwhelm, bore, or confuse the 
reader with your life story or every 
single feature of your product. 
Only share specific details regard-
ing benefits as they relate to the 
solution  of your prospect’s prob-
lems or needs.
 
Credibility
Include positive results received 
by your current or prior customers 
who are similar to your prospect. 
You may also choose to include 
a key statistic that supports the 
claims of your value proposition; 
This evidence will strengthen your 
message and make it more real to 
your reader.
 
Call to Action (CTA)
Every email should have a clear 
one-sentence call to action. Be 
specific about  what you want your 
reader to do (for example: meet, 
provide information or download 
a white paper) and specify for how 
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long (i.e. a 15-30  minute meeting). 
Ask for a meeting and include 
details including method, whether 
it be phone, Skype, or in person. 
This is an important piece of in-
formation as everyone’s preferred 
method of contact and meeting 
has shifted as tech advances and 
more options become available. 
And remember, your CTA needs to 
be a compelling question to inspire 
a response; don’t use yes or no 
questions as they make it easy for 
the reader to say “no” and move 
on. Try using words  like “when”, 
“how”, and “does” to elicit a more 
positive and detailed response.
 
Email Signature
Your email signature is more than 
your name and title; it’s a great 
opportunity to provide additional 

information regarding you, your 
business, and your services. All 
email signatures should contain 
your name, title, phone, website 
URL, and logo (optional), but it’s 
also a perfect space to add links 
to recent press articles or white-
papers. Regardless of what you 
include in your signature, it is 
important to make them short and 
sweet.
 
Opt-out link
You may want to add an opt-out 
link and your physical address 
to be fully CAN-SPAM compliant. 
This is worth strongly consider-
ing because let’s be serious, who 
wants to put in all this effort for 
their emails to end up snagged in 
a spam folder.
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Writing a subject line for your 
email is like creating the title of 
your book; It’s better to write it 
after you know what your story 
(or in this case, email copy) is 
going to include.
 
Your subject line is a key aspect 
of getting someone to open your 
email; it’s the first thing they’ll 
see, and the reason they’ll open 
or trash your note. So let’s go 
over the five main strategies to 
writing a strong and solid subject 
line:

Their 
Importance 
and How To 
Write Them

Subject 
Lines
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Inspire Curiosity
Make it sound like something of interest to them, and some-
thing that other similar individuals and buyers like them are 
already using. For example: “One simple tip to...” or “Three 

easy steps to help you...” You get the idea - Make it compelling.

Offer Value
This kind of springboards off of the previous point; If your 
prospects feel they’ll benefit from your message, they’re 
more likely to open it. For example: “One simple tip to in-

crease workforce productivity.” Now, who doesn’t want to know what that 
tip is and how they can apply it to their own business? You want the first 
thing that your prospect thinks to be that you can help him make his life 
a little easier.

Pose a Question
Questions are intriguing and conversational, but make 
sure your question is relevant to your prospects. “Is your 
workforce productivity being tracked?” - Good. “What’s the 

secret to losing belly fat?” - Try again.

Create Fear
This sounds more extreme than it really is. What we mean 
is, if your prospects think they or their businesses are at 
risk of missing out on something - whether it be advice, 

information, or a valuable service - they’ll want to take protective action. 
For example: “Not tracking workforce productivity is terrible.” The sense 
of their actions (or lack thereof) being a misstep in some way will press 
them to respond and take action.

Be Informal
You have a couple words to get their attention and con-
vince them to open your email and care about what you’re 
saying. Now isn’t the time for formalities. People often read 

emails in a hurry, so writing a brief subject line has proven to be effective 
in many cases. Try something like “Hello, {FirstName}”

 
Review Your Copy (Before You Send It)
After you’ve drafted your email, read it out loud and listen for any parts 
that don’t make sense or are difficult to read. Look at every sentence 
critically. Remove all the filler and jargon. You don’t need to make your 
message overly complicated or time-consuming to read. Keep it simple 
and make sure it’s conversational, simple, and concise.

01
02

03
04

05 Brands that personalize promotional marketing 
emails experience 27% higher unique click rates and 
11% higher open rates than those that do not person-
alize. ( Experian, 2016)
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Response Handling
As you receive responses from 
contacts who are indeed the cor-
rect people to speak with at each 
prospective company, you need 
to remove them from your cold 
outreach list, and while you’re at 
it, don’t forget to also remove any 
and all other contacts from that 
company as well.
To save yourself some precious 
time, create a set of 4-7 pre-writ-
ten response templates to sim-
plify the response process. This 
is especially helpful for when you 
receive a large volume of respons-
es to your cold emails or when 
you are on the run - Being able 
to shuffle through a pool of great 
pre-populated templates means 
you don’t need to stop in your 
tracks and craft a response on the 
go. And remember, these respons-
es should be short and sweet, and 
never too pushy.
 
Testing
Always be A/B testing. Test and 
see what your audience responds 
to best. Test subject lines to op-
timize for open rates. Test value 
propositions and CTAs to optimize 
for response rates, particularly 
positive response rates; in fact, 
a great metric to keep track of 
is positive responses over the 
amount of emails delivered. You 

need to do a little field work and 
experimentation to really hone in 
on what works and what doesn’t 
so you can ensure you maximize 
your success rate.
 
Following Up
The foundation work may happen 
in the research of buyer personas 
and crafting your emails, but the 
magic is in the follow ups. Typi-
cally we recommend following up 
3-7 times before letting a prospect 
go dormant. After that, we recom-
mend sending nurturing content 
for a few weeks before starting 
another outreach cycle.Follow ups 
can either be short and sweet, re-
state your initial value proposition, 
or present a secondary or even a 
third value proposition. Feel out 
the prospect and determine what 
they are going to respond best to. 
Everyone is different, and so your 
approach in follow ups is going to 
vary from prospect to prospect. 
When it comes down to it, the 
fact is that effective cold emails 
start warm conversations with 
your prospects. The more times 
you move through this process, 
the better you will get and the 
greater results you will receive. 
So now that you’re armed with all 
the tools you need to build some 
amazing cold emails, get out there 
and start putting it all into action.

MIZE
OPTI
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The goal of your cold sales 
email is to either set up a 
meeting, have your pros-

pect reply with information, 
or to have them click on a 

response link. But don’t get 
greedy - You should select 

only one goal for each email 
you send.

Additional 
Components 

and Recap
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Goal
Pick only one (set up meeting, 
click a link, or reply with info)
 
Introduction
Make a strong statement or ask a 
thoughtful question, perhaps re-
lated to your prospect’s problems 
that your product or services may 
solve. Focus on your prospect, and 
don’t talk about yourself. Remem-
ber to never start an email with 
something negative or obvious 
like, “We’ve never met.” No duh. 
They know this already and it’s
a surefire way to get your prospect 
to quit reading and trash your 
email, or opt out altogether.
 
Benefit-oriented value proposition
Focus on one, and only one, key 
benefit per email. You don’t want 
to overwhelm, bore, or confuse the 
reader with your life story or every 
single feature of your product. 
Only share specific details regard-
ing benefits as they relate to the 
solution  of your prospect’s prob-
lems or needs.
 
Credibility
Include positive results received 

by your current or prior customers 
who are similar to your prospect. 
You may also choose to include 
a key statistic that supports the 
claims of your value proposition; 
This evidence will strengthen your 
message and make it more real to 
your reader.
 
Call to Action (CTA)
Every email should have a clear 
one-sentence call to action. Be 
specific about  what you want your 
reader to do (for example: meet, 
provide information or download 
a white paper) and specify for how 
long (i.e. a 15-30  minute meeting). 
Ask for a meeting and include 
details including method, whether 
it be phone, Skype, or in person. 
This is an important piece of in-
formation as everyone’s preferred 
method of contact and meeting 
has shifted as tech advances and 
more options become available. 
And remember, your CTA needs to 
be a compelling question to inspire 
a response; don’t use yes or no 
questions as they make it easy for 
the reader to say “no” and move 
on. Try using words  like “when”, 
“how”, and “does” to elicit a more 
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positive and detailed response.
 
Email Signature
Your email signature is more than 
your name and title; it’s a great 
opportunity to provide additional 
information regarding you, your 
business, and your services. All 
email signatures should contain 
your name, title, phone, website 
URL, and logo (optional), but it’s 
also a perfect space to add links 
to recent press articles or white-
papers. Regardless of what you 
include in your signature, it is 
important to make them short and 
sweet.
 
Opt-out link
You may want to add an opt-out 
link and your physical address 
to be fully CAN-SPAM compliant. 
This is worth strongly consider-
ing because let’s be serious, who 
wants to put in all this effort for 
their emails to end up snagged in 
a spam folder.

Lead Yield
Lead yield is key approach to not 
only help strategically invest in 
growth by quantifying the ROI 

for marketing channels, but also 
forecast more accurately, and 
efficiently and effectively prioritize 
your company’s efforts. 

DO NOT
• Start emails by introducing 

who you are
• Start emails from a position of 

weakness
• Start emails with “We don’t 

know each other” or some-
thing obvious

• Speak in third person
• Use bullets (Yes, we appreciate 

the irony here)
• Be overly vague
• Make unrealistic claims
• Lie in an email

The process of making initial 
contact with a prospect to signing 
on the dotted line and closing a 
deal doesn’t have to be so difficult. 
Armed with the right knowledge 
and our handy guide, you’ll be able 
to streamline your workflow and 
scale your sales - So study up and 
get to work!

We’re on a mission to make scaling sales pipeline easy.

To learn more, please visit our website.
www.Pipestry.comaccelerate@pipestry.com                   888.552.787427


