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FOREWORD

Read this first.

This playbook is not a "10 hacks to 10x your reply rate" listicle. There are no growth-mindset quotes. There is no

AT prompt that will save you if your domain is burnt and your list is garbage.

It's the working document we use internally at Final Outreach. We've sent somewhere north of 80 million cold
emails across roughly 600 client accounts. We've watched campaigns that should have worked die in spam
folders, and we've watched ugly five-line emails outperform Salesforce-blessed templates by 8x. The patterns we

share here are the ones that survived contact with that reality.
A few things to know before you start:

* Cold email is not dead. What's dead is the version that ignores deliverability, copies a HubSpot template, and
blasts 10,000 contacts from one domain. That deserved to die.

* Volume is not strategy. If you're sending more to compensate for poor targeting, you're paying twice — once
for the tools and once for the burned reputation.

* Reply rate is the only vanity metric that occasionally matters. What matters more is qualified-meeting rate

and pipeline. Chapter 6 will get pedantic about this.

Read it once front to back. Don't implement as you read — you'll get tangled. Then come back to Chapter 1 with
a notebook and rebuild your stack from the bottom up. In our experience this takes a senior operator about two

weeks of focused work.

One last thing. Cold email is a craft, not a hack. The teams that win at it treat it the way a good writer treats their
first drafts — with patience, iteration, and a willingness to throw away what doesn't work. If you came here

looking for a shortcut, this isn't it. If you came here looking for a system, you're in the right place.

— The Final Outreach Team
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Infrastructure that
keeps you in the inbox.

Most cold email problems aren't copy problems. They're
infrastructure problems wearing copy costumes. If your
emails are landing in spam, the wittiest subject line in
the world won't save you.

IN THIS CHAPTER

Why one domain, one mailbox is the fastest path to a blacklist
The domain architecture we set up for every client

SPF, DKIM, DMARC — what they actually do, in plain English
Mailbox warm-up: the math, the timeline, and what to ignore
Sending volumes that don't get you flagged

The infrastructure audit checklist we run before any campaign
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The infrastructure problem, stated honestly.

Here is what nobody told you when you set up your G Suite account and started sending: every email provider on
earth — Gmail, Outlook, Apple Mail, Proton — assigns your domain a reputation score. That score is invisible,
undocumented, and updated constantly. It decides whether your email lands in the primary inbox, the promotions

tab, the spam folder, or simply gets bounced before the recipient ever sees it.

You do not control this score. You influence it. You influence it through hundreds of tiny signals: how old your
domain is, whether your DNS records are configured, how many emails you send per day, how many bounce, how
many get marked as spam, how many get replies, whether your sending volume is consistent or spiky, and roughly

forty other inputs no provider will ever publish.

The mistake almost every founder makes is to optimize copy first and infrastructure last. It's exactly backwards. A
great email sent from a poorly configured domain ends up in spam. A mediocre email sent from a well-configured

one gets read. The leverage is in the plumbing.

"You don't have a copy problem. You have a
deliverability problem with a copy problem layered
on top."

The domain architecture we use for every client.

If you take one thing away from this chapter, take this: do not send cold email from your primary domain.

Ever. Not even a little. Not even "just to test."

Here's what we do instead. For every client we set up between three and eight secondary domains that closely
resemble the primary. If the primary is acme.com , the secondaries might be getacme.com , tryacme.com,
acme.io, acmehqg.com . Each domain hosts two to three mailboxes. Each mailbox sends 25-40 emails per day,

max.

Why this matters: if one of those secondary domains gets flagged or blacklisted, you isolate the damage. Your
primary domain — the one your customers, your investors, your billing systems all rely on — never touches a

cold email and never gets penalized.
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SENDING VOLUME DOMAINS MAILBOXES PER DAILY PER

TARGET NEEDED DOMAIN MAILBOX
500 / day 3 2 30
1,500 / day 6 3 30
3,000 / day 10 3 30
5,000+ / day 15+ 3 30

COMMON MISTAKE
Founders see these numbers and think, "T'll just buy three domains and load each mailbox to 100/day to save
money." Don't. The 30/day cap is not arbitrary — it's the threshold above which Google's spam filters start

treating your account as a bulk sender. Going to 100 saves you on domain costs and costs you the channel.

SPE, DKIM, and DMARC — in plain English.

These three acronyms get explained badly all over the internet. Here's what they actually do, why mailbox

providers care, and what you need to set up.

SPF (Sender Policy Framework)

SPF is a DNS record that says, "These specific servers are allowed to send email on behalf of my domain." When
Gmail receives a message claiming to be from @yourdomain.com , it checks your SPF record. If the sending

server isn't on the list, the email is suspicious. Setting it up takes about ten minutes and is non-negotiable.

DKIM (DomainKeys Identified Mail)

DKIM is a cryptographic signature attached to every email you send. It proves the email actually came from your
domain and wasn't tampered with in transit. Think of it as a wax seal on a letter. If the seal is broken or missing,
the recipient should be skeptical. Most modern email providers (Google Workspace, Microsoft 365) generate

DKIM keys automatically — you just need to publish them in DNS.

DMARC (Domain-based Message Authentication)

DMARC is the policy layer that ties SPF and DKIM together. It tells receiving servers what to do when an email
fails the other two checks: ignore it, quarantine it, or reject it. It also gives you reporting — you can see who's

trying to spoof your domain. Start with a permissive DMARC policy ( p=none ) and tighten over time.
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If a deliverability tool tells you your DMARC is "not set," fix it that day. If it tells you SPF and DKIM aren't
aligned, fix that next. Everything else in this playbook assumes these three records are configured correctly.

Without them, you're shouting into a void.

Mailbox warm-up: the math.

A brand new mailbox — even on a brand new domain with perfect DNS — has zero reputation. Sending 30
emails a day to strangers from a fresh mailbox is like a stranger walking into a quiet office and immediately

handing out 30 business cards. Suspicious.

Warm-up is the process of building reputation before you start cold sending. The mechanics are simple: your
mailbox sends and receives "real-looking" emails to and from a network of other mailboxes for two to four weeks.
The volume starts at 5 a day and ramps up. The emails get opened, replied to, and marked as important — all

signals that train Gmail and Outlook that your mailbox is a real human being.

We use automated warm-up tools (Mailwarm, Warmup Inbox, Instantly's built-in warm-up) but the principle is the

same regardless of tool:

WEEK DAILY SEND VOLUME WHAT YOU'RE DOING

Week 1 5-10 Pure warm-up, no cold sending

Week 2 10-20 Warm-up + 5 manually personalized cold emails

Week 3 15-25 Warm-up + 15 cold emails

Week 4 20-30 Full sending, warm-up running in background

Ongoing 25-35 Maintain warm-up at 20% of sending volume permanently

That last row matters. People assume warm-up is something you do once. It's not. We keep warm-up running on
every active mailbox forever, at roughly 20% of total volume, as ongoing reputation maintenance. It's the

equivalent of stretching before a workout — boring, easy to skip, and the reason you don't pull a muscle.

The pre-launch infrastructure audit.

Before any campaign goes live for a Final Outreach client, we run this checklist. If a single item fails, we do not

send. No exceptions, no "let's just try it and see."

Secondary domain registered for at least 21 days (90 is better)

SPF record published and validated
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DKIM record published and aligned

DMARC record published, minimum p=none

MX records pointing to mail provider correctly

Custom tracking domain set up (not the sequencer's default subdomain)

Mailbox warm-up running for 14+ days, with positive engagement scores

Sending limit configured at 30/day per mailbox in the sequencer

Bounce handling automated — hard bounces remove contacts immediately

Spam-trigger word check run on all email copy

Plain-text version available for every HTML email (we recommend skipping HTML entirely)
Unsubscribe link present, clear, and functional

Reply-to address goes to a monitored inbox, not a no-reply

FIELD NOTE

The single highest-leverage habit we've developed is running this checklist before every campaign and again

after every two weeks of sending. Reputation drift is real. Domains that were healthy in January can be wobbly

by March if you're not watching. We've saved more campaigns through routine audits than through copy

revisions, by a wide margin.

What "good" deliverability actually looks like.

You'll see a lot of tools advertising "100% inbox placement." Ignore them. Here's what real, healthy cold email

infrastructure looks like in production:

* Open rates between 35% and 60%. Above 70% usually means tracking pixel inflation; below 30% suggests
deliverability issues.
* Bounce rate under 3%. Above 5% and providers start watching you. Above 8% and you're getting throttled.

* Spam complaint rate under 0.08%. Above 0.1% and you should pause and re-evaluate your list, your copy,

or both.

* Reply rate between 4% and 12% for well-targeted B2B outbound. Anything claiming 25%+ reply rates is

either a niche miracle or a lie.

If your numbers are outside these ranges, don't panic — diagnose. The rest of this playbook will help you figure

out which lever to pull.

Final Outreach - The Cold Email Playbook 8



ICP lists, and triggers.

A great email sent to the wrong person is just spam
with better grammar. Targeting is upstream of

everything else — copy, sequence, channel — and it's
the work most teams do worst.

IN THIS CHAPTER

The ICP definition exercise we run with every client (and why most are wrong)
Building a list from the bottom up vs. buying one

The data sources we trust and the ones we don't

Trigger-based outbound: how to email people at the moment they're ready to buy

List hygiene — why your 10,000-contact list might really be 2,000
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Stop calling it "ICP." Start calling it "the list of people
who would actually buy."

The acronym ICP — Ideal Customer Profile — has been so overused it's lost meaning. Most teams write down
"VPs of Sales at SaaS companies, 50-500 employees, US-based" and call it done. That's not an ICP. That's a
market segment. There are 80,000 people who match that description and almost none of them are going to buy

from you this quarter.

A real ICP answers a much harder question: among all the people who could theoretically buy from us, which ones
have the conditions in place to buy right now? The conditions matter more than the demographics. A VP of Sales
at a 200-person SaaS who just hired three new SDRs and rolled out a new CRM in the same month is in a buying
window. A VP of Sales at a similar company who's been in role for four years and just shipped a major initiative is

not.

We define ICPs across three layers:

LAYER WHAT IT CAPTURES EXAMPLES

Firmographic Static facts about the Industry, headcount, revenue, region, tech stack
company

Persona Static facts about the buyer Role, seniority, function, tenure

Trigger Dynamic events that signal New hire, funding round, leadership change, product launch,
readiness expansion into new market

Most teams define the first two and skip the third. The third is where the leverage is. Without triggers, you're
emailing people based on what they look like. With triggers, you're emailing them based on what's happening to

them.

"The right message to the right person at the wrong
time is just noise."

The ICP exercise we run on day one.

When we onboard a new client we do not let them describe their ICP from scratch. We ask them to pull up their

last twenty closed-won deals and answer three questions about each:

1. What was happening at the company in the 90 days before they signed?

2. Who was the first person to say yes — not who signed the contract, but who first said "this is interesting"?
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3. What were they doing manually, badly, or with a competitor before us?

The patterns that come out of this exercise are usually startling to the founder. They've been describing their ICP
as "mid-market e-commerce" when in fact 80% of their wins came from Shopify Plus brands that had recently

switched 3PLs. That second sentence is an actionable ICP. The first one is a wish.

Building a list, layer by layer.
There are essentially three ways to build a target list:

1. Tool-based discovery (the default for most teams)

Apollo, ZoomlInfo, Clay, LinkedIn Sales Navigator. You filter by your firmographic and persona criteria, export,
enrich. Fast, scalable, and the data quality varies wildly. Apollo's emails are 40-70% accurate depending on the
segment. ZoomlInfo is more expensive and slightly better. Sales Nav is the most accurate for personas but needs to

be paired with an email finder.

2. Trigger-based discovery

Instead of filtering by what people are, you filter by what they're doing. Tools like Clay, LeadMagic, and
Common Room let you build lists from job changes, funding announcements, technology adoptions, hiring spikes,

and content engagement. These lists are smaller but much warmer.

3. Manual research (the highest-converting list type)

For high-ACV deals — anything north of $30K ARR — we still build lists by hand. A researcher spends an hour
per account, identifies three to five buying-committee members, and writes a one-line custom note for each. The

volume is small (maybe 50 accounts a week) but the conversion is 5-10x higher than tool-based discovery.

Match your list-building method to your deal size. Sub-$10K ACR: tool-based, high-volume. $10K-$50K:
trigger-based with light enrichment. $50K+: manual research. Mismatching these is the single biggest waste of

outbound effort we see.

The triggers that actually predict pipeline.

Not all triggers are created equal. Here are the ones we've consistently seen produce the highest reply and

conversion rates, ranked roughly by leverage:
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TRIGGER WHY IT WORKS WHERE TO FIND IT

New hire in target role New leaders want to make a mark; budgets and tools are LinkedIn, The Swarm,
reviewed in the first 90 days Champify

Funding round Capital deployment pressure creates buying urgency Crunchbase, Pitchbook,

announcement Clearbit

Recent layoffs / Tools that automate or consolidate are top of mind Layoffs.fyi, news APIs

restructuring

Tech stack change Adjacent tools become reviewable BuiltWith, Wappalyzer, HG
Insights

Hiring surge in a Indicates a strategic priority and budget LinkedIn job posts,

function Predictleads

Public mention of a pain Prospect has self-identified the problem you solve Twitter / X, podcasts,

point conference talks

Competitor switch / Account is reviewing the category G2 reviews, public RFPs,

departure manual

The trigger doesn't have to be the email's main message — but it should anchor your opening line. "Saw you
joined Acme as VP of RevOps two weeks ago — congrats" is dramatically different from "Hi {firstname}, hope

you're well." One is research. The other is filler.

List hygiene: why your 10K list is really 2K.

If you've built a list of 10,000 contacts, the actual sendable list — the one that won't bounce or hurt your

reputation — is probably closer to 2,000. Here's the typical attrition:

* Invalid emails: 15-25% of any cold list, even from premium providers. Always verify with NeverBounce,

Bouncer, or Million Verifier before sending.

* Catch-all domains: Another 10-20%. These don't bounce but rarely deliver. Send to them sparingly, on

separate domains.

* Role-based addresses: info@ , contact@, support@ — never send to these. They convert at near-zero

and tank your engagement scores.

* Already-customers / already-contacted: Cross-reference with your CRM. Sending a "cold" email to an

existing customer is a quick way to lose trust internally.

* Suppression list: Anyone who's opted out, anywhere, ever. This list grows. Maintain it religiously.
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HARD RULE
Bounce rate above 5% will get you throttled by Google within days. Above 8% and you can lose the mailbox
entirely. We verify every contact, every time, even on lists we've used before — addresses go stale at roughly

22% per year.

The list audit we run weekly.

Lists rot. The contact you found two months ago may have changed jobs, the company may have been acquired,
the email format may have changed when they migrated from Google Workspace to Microsoft 365. We re-verify

our active sending lists weekly and flag for review any contact that has:

* Bounced once (remove immediately)
» Shown a job change since enrichment (re-research and re-target)
* Been emailed three times with zero opens (likely deliverability issue, not interest issue)

* Replied with "wrong person” or "not me" (research the new owner of the role)

This sounds like a lot of overhead. It is. It's also why our campaigns hit reply rates that look implausible — we're

not magicians, we're just removing dead weight before it drags us down.
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Subject lines, openers,
and CTAs.

The job of a cold email is not to close a deal. It is to
earn a reply. Everything in your copy should be in
service of that one outcome — and most copy fails
because it tries to do too much.

IN THIS CHAPTER

The three-second rule and why most subject lines fail it

Subject line formulas that actually get opened

Openers: the death of "Hope this email finds you well"

The body — what to include, what to cut, and the ideal length
CTAs that convert (and the soft-CTA technique we use most often)

Writing in the voice of a peer, not a vendor
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The three-second rule.

Imagine your prospect is on their phone, in line at a coffee shop, scanning their inbox. Your email has about three
seconds to clear the bar of "interesting enough to open" and another five to clear the bar of "interesting enough to
read past the first sentence.” If you don't earn both, the email is dead — not because it was bad, but because it

never got a fair hearing.

This is the lens you should hold every piece of copy up to. Not "is this clever?" Not "does this explain our

product?" But: does this clear three seconds in a coffee-shop line?

Subject lines: the rules.

We've A/B tested probably 4,000 subject lines across client accounts. The patterns we see are remarkably

consistent. The subject lines that work share four traits, and the ones that fail share five.

» Lowercase. Yes, really. A lowercase subject line looks like a real human typing on their phone. A Title-Cased

Subject Line looks like marketing.
* Short. Three to six words. Long subject lines get truncated on mobile and feel like ads.

« Specific. Reference something only they would recognize — their company, their role, their recent news.

"Question about Acme's RevOps stack" beats "Quick question."

« Curiosity-creating, not curiosity-faking. A real question invites a real answer. A fake question ("Are you the

right person?") triggers eye-rolls.

* ALL CAPS or excessive punctuation (!!!, ??7?)

» Words like "free," "guarantee," "deal," "offer" — they trip spam filters and feel transactional
* Re: and Fwd: fakes — recipients catch on within one read

» Names of the prospect's company combined with vague claims ("How Acme can grow 3x")

» Anything that sounds like a newsletter
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Subject line formulas that consistently win

FORMULA EXAMPLE

question about [their thing] question about your sdr team

[their first name], thoughts on [topic]? sarah, thoughts on outbound in q2?
{trigger event} congrats on the series b

{their name} + {our name}? acme + final outreach?

[mutual reference] jamie suggested I reach out

quick {topic} question quick deliverability question

Openers: the first sentence is the whole email.

Here is the truth nobody wants to hear: the first sentence of your email is read with full attention. The second is
read with half. By the third, your prospect has decided whether to keep reading or hit archive. So the first sentence

is not throat-clearing. It's the email.

"Hope this email finds you well" is not an opener. It is an apology for sending the email at all. Same for "I know
you're busy, so I'll keep this short." (You're already wasting their time by saying that.) Same for "My name is X

and I work at Y." (They can see who you are. Stop introducing yourself.)

What works instead:

The trigger opener

Saw Acme just rolled out the new self-serve checkout — feels like a step up from the legacy flow. Curious
how the support team is handling the spike in onboarding tickets.

The observation opener

Your engineering team's blog post about replatforming off Heroku was the most honest writeup of that
migration I've read this year. The bit about the 3 a.m. database swap landed.
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The peer opener

We work with three companies in your space — Linear, Cron, and Nylas — and the same problem keeps
coming up: SDR onboarding takes 4-6 weeks before reps are quota-ready.

And what to never write again

DON'T

Hi Sarah, hope this email finds you welll My name is Mark and I'm the founder of Final Outreach. We help
B2B companies improve their cold email reply rates by up to 300%. | noticed you're the VP of Sales at
Acme and thought our solution might be a great fit. Do you have 15 minutes next week for a quick demo?

Five things wrong with that last email: the apology opening, the unnecessary self-introduction, the unverifiable
claim ("up to 300%"), the lazy personalization (just slotting in the title), and the ask that's both vague and

demanding. It also asks for fifteen minutes when you've earned about four seconds of attention. Mismatch.

The body: short, specific, one idea.

The ideal cold email body is between 50 and 90 words. That's not a guideline — it's measured across millions of
sends. Below 50 words you can't establish credibility. Above 90 you start losing readers on mobile. The sweet spot

is short enough to be read in full and long enough to make a real point.
Every cold email should answer four implicit questions, in order:

1. Why are you emailing me, specifically?
2. What do you do?
3. Why should I care right now?

4. What do you want from me?

If your email skips any of these, the prospect fills in the blanks unfavorably. If your email answers more than

these, you're trying to sell instead of book a meeting.

FIELD NOTE

One of the best cold emails we've ever helped a client send was 47 words long. It referenced a specific quote

from a podcast the prospect had been on, named the exact problem they'd described, said "we've solved this for

two of your competitors,” and asked one question: "worth a 15-minute call?" The reply rate was 38%. The reply

rate on the same client's previous template — 240 words — was 4%.
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CTAs: the soft ask wins.

The strongest CTA in cold email is not "book a meeting." It's "is this worth a conversation?" The difference is
psychological: "book a meeting" demands a calendar commitment from a stranger. "Is this worth a conversation?"

asks for a yes/no, which is much cheaper to give.

Once you have the yes — once they've replied "yeah, send me a time" — booking the meeting is trivial. The hard

part is the first reply. Optimize for that.

CTA TYPE EXAMPLE WHEN TO USE
Soft yes/no "Worth a quick chat?" Default. Use 70% of the time.
Information ask "Are you the right person to talk to about When you're unsure of role fit.
X"
Resource offer "Want me to send the case study?" Mid-sequence, when a meeting feels premature.
Direct calendar "Here's my calendar — pick a time." Only after they've said yes. Never in the first
link email.
Permission "Can I send a 90-second walkthrough?" Asynchronous prospects who don't take
meetings.

Voice: write like a peer, not a vendor.

The fastest way to make a cold email feel cold is to use vendor language. "Solutions." "Synergies." "Streamline
your workflows." "Drive efficiencies." Every one of these phrases tells the prospect: this email was written by

someone who has never done my job.

The fix is not to dumb down — it's to specify. Don't say "streamline your workflow." Say "cut the time your SDRs
spend on list-building from 6 hours to 90 minutes." The first is vendor-speak. The second is something a peer

would say to another peer at a conference happy hour. Specificity is the entire game.

A test we use internally: read your email out loud. If it sounds like a press release, rewrite it. If it sounds like

something you'd say to a smart friend who happens to be in the buying seat, ship it.
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Multi-touch sequencing
without the spam smell.

The single email is dead. It's also been dead for ten
years — most reply data is generated by follow-ups, not
first sends. The art of sequencing is following up
enough to matter without becoming the person they
block.

IN THIS CHAPTER

Why most replies happen on touch 3 or later

The 4-6 step sequence we use as a default

Day gaps: the rhythm that doesn't trigger annoyance
Multi-channel: when to bring in LinkedIn, calls, and video
The break-up email — and why it should never be a guilt trip

Sequence templates we use across deal sizes
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Where replies actually come from.

Look at any cold email program with proper attribution and you'll see roughly the same distribution: about
20-25% of replies come from the first email, 30-40% from emails two and three, and 35-45% from emails four
through six. This is true across industries, deal sizes, and target personas. The first email is rarely the email that

gets the meeting — it's the one that gets the prospect to remember your name.

The implication is uncomfortable: if you give up after one or two emails, you're leaving most of your pipeline on
the table. The teams that win at outbound are the teams that follow up persistently and politely. Persistently is the

easy part. Politely is where most teams fail.

The sequence we use as a default.

For mid-market B2B with deal sizes between $10K and $75K ACR, this is the sequence we deploy as a starting

point. We adjust from here based on industry and persona, but the structure is consistent.

STEP DAY CHANNEL PURPOSE LENGTH

1 Day 0 Email Trigger-based opener, soft CTA 50-90 words
2 Day 3 Email (reply to step 1) Add value or context 40-60 words
3 Day 7 LinkedIn connection or comment Surface yourself in another channel N/A

4 Day 10 Email (new thread) Reframe with a different angle 50-80 words
5 Day 14 Email (short) Pattern interrupt — one sentence 1-2 sentences
6 Day 21 Email (break-up) Polite close-out, no guilt 30-50 words

Six touches over three weeks. That's the upper bound for most B2B audiences. Push past six and reply rates climb
only marginally while spam complaints climb sharply. We almost never go past seven touches in a single

sequence.

Day gaps: the rhythm.

The mistake most teams make with sequencing is sending follow-ups too quickly. A "bump" the day after the first
email feels desperate. We've found the sweet spot looks roughly like this: 0, +3, +4, +3, +4, +7. Spaced enough to

feel respectful, frequent enough to stay top of mind.
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Two practical notes on timing:

« Skip Mondays and Fridays for first sends. Tuesday-Thursday produces meaningfully better engagement.

Mondays bury you in the weekend backlog; Fridays get dismissed as next-week problems.

* Send between 7 a.m. and 9 a.m. local time. Email is most often triaged in the first hour of the workday.

Land at the top of that triage and you get read; land in the middle and you get archived.

What each step actually does.

Step 1: the opener

Your best email. Trigger-based. Specific. Soft CTA. This is the email you spend the most time crafting, because

everything downstream is calibrated against it.

STEP 1 EXAMPLE

Subject: question about the rev ops hire

Sarah —

Saw you're hiring a Sr. RevOps Manager with a focus on outbound. The job posting mentions "owning
sequencing and deliverability infrastructure" — which is exactly the work we do for ~30 SaaS teams in your

stage range.

Two quick questions before that hire is fully ramped: are you set up on secondary domains, and is your
warm-up running > 14 days?

Worth a quick chat either way?

— Mark

Step 2: the bump

A reply to Step 1, in the same thread. Short. Adds something — a piece of context, a relevant data point, a specific

resource. Never just "bumping this!" or "did you see my last email?"

STEP 2 EXAMPLE

Quick follow-up — we just published a deliverability audit framework that walks through the SPF/DKIM/
DMARC setup most teams miss. Happy to send if useful, no obligation either way.

Also, if RevOps isn't owning outbound infra at Acme, point me at whoever is and I'll close the loop?
Step 3: LinkedIn surface

This is where most teams skip and where the best teams double down. Connect on LinkedIn. Comment

thoughtfully on one of their posts. Engage with their company page. Don't pitch — just exist in their peripheral
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vision. A prospect who's seen your name three times in two weeks reads your fourth email very differently than

one who's seen it once.

Step 4: the reframe

New thread, new angle. If your first email led with their hiring trigger, this one might lead with a peer reference. If
the first was a question, this one might be a story. The point is to give them a second on-ramp into the

conversation, in case the first didn't resonate.

Step 5: the pattern interrupt

One sentence. No subject line trick. Just direct.

STEP 5 EXAMPLE

Sarah, last try — should | keep this on your radar or close the loop?

Reply rates on this single sentence are usually 6-9%. People appreciate the brevity and the absence of pretense.

Step 6: the break-up

The break-up email is not a guilt trip. It's not "I guess you're not interested." It's a polite close-out that leaves the

door open.

STEP 6 EXAMPLE

No worries on the silence — | know inboxes are brutal. I'll close the loop here.

If outbound infrastructure becomes a priority later in the year, my door's open. Best of luck with the build-
out.

This email frequently produces a reply that the previous five did not. Ending the pursuit is its own form of

pressure release.

AVOID

The "permission to close your file?" email is overdone and sounds passive-aggressive in 2026. Same for "Should
I assume you're not the right person?" Both of these were clever in 2018. They are now widely recognized

templates and prospects react to them poorly. Just be a human and say goodbye.
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Multi-channel: when, why, and how.

Email-only sequences cap out somewhere around 8-12% reply rates for well-executed B2B campaigns. To go

higher you have to add channels. The order we typically layer them in:

1. LinkedIn (almost always). Connection request after step 1, engagement on content between steps 2 and 4.

Direct messages only if they accept the connection and the conversation is warm.

2. Phone calls for high-ACV deals ($30K+). Two well-timed calls — one between steps 3 and 4, one between
steps 5 and 6 — can lift reply rates by 30-50%.

3. Personalized video (Loom, Vidyard) for executive personas. A 60-second video referencing their specific

situation cuts through the email pattern and is much harder to ignore.

4. Direct mail for enterprise deals only. Niche, expensive, and effective when targeted carefully.

The principle behind multi-channel is not "be everywhere." It's "be visible enough that the prospect remembers
you when they're ready to act." Most B2B buying decisions happen on a timeline you don't control. Your job is to

be top of mind on the day the timeline starts.

The sequence calibration table.

Different deal sizes and personas need different sequence shapes. Use this as a starting framework, then adjust

based on what your data tells you.

SEQUENCE
LENGTH

STEPS CHANNELS PERSONALIZATION

<$10K ARR 3-4 Email only Light (token-level) 10-14 days
$10K-$50K 5-6 Email + LinkedIn Medium (snippet-level) 18-24 days
$50K-$150K 6-8 Email + LinkedIn + Heavy (manual, per account) 30-45 days
Calls
$150K+ 8-12 All four channels Account-based, multi- 60-90 days
threaded
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Reply handling,
qualification, and
handoft.

The reply is where outbound stops being a lead-gen
exercise and starts being a sales process. Most teams
nail the prospecting and fumble the handoff. The deal
you generated dies because the response email took six
hours and read like a script.

IN THIS CHAPTER

Reply triage: positive, neutral, negative, and the fourth bucket nobody talks about
Response templates for the common reply types

The qualification questions to ask (and the ones to skip until later)

SDR-to-AE handoffs without dropping the ball

Objection patterns and how to defuse them

How to handle "remove me" with grace
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Reply triage in four buckets.

Every cold email reply falls into one of four buckets. Most teams only train their SDRs on three of them. The

fourth — the "soft no" — is the bucket where the most opportunity hides.

BUCKET WHAT IT LOOKS LIKE WHAT TO DO

Positive "Yes, send me a time" / "Sounds Respond within 30 minutes. Skip the qualification dance
interesting" — book the meeting.

Neutral / "Tell me more" / "What does this Answer the literal question, then ask one qualifying

curious cost?" follow-up.

Soft no "Not right now" / "Maybe in Q3" / Acknowledge graciously, gather one piece of intel,
"Wrong person" schedule a polite re-touch.

Hard no / opt- "Remove me" / "Stop emailing" Suppress immediately. No reply. No "sorry to bother."

out

The soft no is the bucket teams underinvest in. A "not right now" today is often a "yes" in 60 days. The question is

whether you'll still be on their radar then.

Response speed is a sales weapon.

One of the largest meta-studies of B2B inbound responses (the original was Harvard Business Review, 2011, and
it's been replicated repeatedly) showed that responding to a lead within five minutes increases conversion by ~7x
compared to responding within an hour. Cold email replies aren't quite as time-sensitive — but the principle holds.

We measure SDRs on first-response time and aim for under 30 minutes during business hours.

The reason is simple: the moment a prospect replies "tell me more," they've cleared a psychological hurdle. They
are temporarily warm. Every hour you wait, that warmth cools. Reply within 30 minutes and you can ride the

momentum. Reply the next day and you're starting the conversation cold again.

Build a Slack channel that pipes every cold email reply in real time, with the prospect's name, company, and
original email thread. Whoever owns the response gets pinged. We've found this single workflow change

improves first-response time by 60-80% in most teams.

Final Outreach - The Cold Email Playbook 25



Templates for the common reply types.

Reply type: "Tell me more."

Don't dump your whole sales deck. Answer the question they asked (if any), then route to a meeting with a clear

value statement.

RESPONSE TEMPLATE

Hey Sarah,

Sure — quick version: we run cold email infrastructure end-to-end for B2B teams. Domains, mailboxes,
warm-up, sequencing, and reply handling. Most clients see reply rates lift from 2-3% to 8-12% within 60
days. The stack pays for itself by month two for most teams in your size range.

Easiest way to see if there's a fit: 20 minutes next week, I'll walk through what we've done for two of your
direct competitors. Tuesday at 10 or Wednesday at 2 work?

Reply type: "What does this cost?"

Always answer with a range, never a hard number. Pricing in a vacuum loses deals you would have won.

RESPONSE TEMPLATE

Good question. Engagements for a team your size typically run between $4-8K/month, depending on
volume and the level of personalization layer you want. Happy to scope more precisely once | understand
the volume target — what kind of monthly send are you imagining?

Reply type: "Wrong person.”

This is one of the most valuable replies you can get. They've told you something useful — your targeting is off —

and they've signaled willingness to engage. Treat it as a gift.

RESPONSE TEMPLATE

Apologies for the misfire — appreciate you flagging. Who at Acme owns outbound and SDR infrastructure
these days? Happy to redirect and close the loop with you.

Reply type: "Not right now."

The temptation is to argue. Don't. Get the timing intel, set a reminder, move on.

RESPONSE TEMPLATE

Totally understand — appreciate you saying so directly rather than ghosting. If it's useful, what would have
to be true for this to become a priority? I'll set a reminder to check back when that's closer.
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Qualification: what to ask, what to skip.

Most SDRs over-qualify in the first reply. They've been trained on BANT or MEDDIC and they try to surface the

budget, the authority, the timeline, and the pain in one breath. It's overwhelming and it kills the conversation.

The first reply is for one thing only: confirming there's enough mutual interest to warrant a 20-minute call. That's
it. The qualifying happens on the call. The reply just needs to confirm that the prospect is in the right role, has a

real problem in your category, and is willing to spend twenty minutes exploring it.
The two questions we ask in nearly every first reply:

1. Are you the person who'd own this if it moved forward? (Confirms role fit.)

2. Is this currently a priority, or more of a "should look at someday"? (Confirms timing.)

Both questions are answerable in one sentence. Both reveal critical information. Neither requires the prospect to

feel sold to.

SDR to AE: the handoff most teams botch.

If you have a split SDR/AE motion, the handoff is the highest-stakes moment in your funnel. A clean handoff feels
seamless to the prospect. A sloppy one feels like getting transferred between departments at a bank, and that

feeling kills deals.
The handoff playbook we use:

1. SDR introduces the AE in writing first. Same thread. Three sentences. Names the AE, says why they're
being introduced, sets the next step.

2. AE replies within 2 hours. Confirms the meeting time, restates what they understand the prospect's situation
to be, asks one clarifying question.

3. SDR drops off the thread silently. No "Great chatting, I'll let you and Mark take it from here!" The prospect
doesn't need the meta-narrative.

4. AE prepares from the SDR's notes, not from scratch. If the SDR did their job, the AE should walk into the

call already knowing the trigger, the role, the pain, and the timing.

FIELD NOTE
The single biggest leakage point in B2B outbound is between the "yes, send me a time" reply and the meeting
actually happening. We've measured it across dozens of clients: somewhere between 25% and 40% of booked

meetings either get rescheduled into oblivion or no-show entirely. The fix is not in the booking — it's in the 48

hours after. Send a thoughtful pre-call note. Remind them what they replied yes to. Make showing up the path of

least resistance.
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Objection patterns.

Cold email replies surface a recognizable handful of objections. Knowing them in advance lets you respond in

seconds instead of fumbling.

WHAT IT USUALLY

OBJECTION HOW TO RESPOND
MEANS
"We already use They've solved the basic "Got it — most of our customers came from [competitor].
[competitor]" problem but may have unmet The thing they couldn't get there was [specific differentiator].
needs Worth 15 minutes to compare?"
"Send me more Often a polite brush-off; Send one specific resource (case study, not a deck) and
info" sometimes legitimate propose a call to walk through it. Filter for real interest.

1

"Not a priority’ Either timing is wrong or pain Don't argue priority. Ask what is a priority and listen for

isn't acute enough adjacency.
"We built it in- They have ego invested in the "That's impressive — most teams underestimate the
house" build but it's likely brittle maintenance load. What's the team size keeping it running?"
"Too expensive" You haven't established value, "Fair — what would it need to deliver to be worth $X?" Get
or you genuinely are too them quantifying value, not price.
expensive

Handling "remove me."

Remove-me replies are not failures. They're signals. The prospect is telling you, accurately, that you're not

relevant to them right now. Two rules:

1. Suppress immediately. Across all your domains and tools. A second email after a remove-me request is a fast

track to spam complaints and is likely a CAN-SPAM / GDPR violation depending on jurisdiction.

2. Don't reply. No "sorry for the bother," no "removed!" The most respectful response to a remove-me is silence

and execution.

If your remove-me rate is above 1%, your targeting or copy is wrong. Below 0.3% is healthy. Track it as a quality

metric, not a vanity one.
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Measurement that
actually predicts
pipeline.

Open rates lie. Reply rates flatter. Both are leading
indicators of nothing if you don't measure what comes
after. The metrics that matter are the ones that connect
a sent email to a closed deal — and there are fewer of
them than most teams think.

IN THIS CHAPTER

Why open rate is the most overrated metric in outbound

The five metrics we actually report on weekly

Cohort-based measurement: tracking sequences, not snapshots
Diagnostic metrics — which lever to pull when something breaks
The weekly outbound review meeting we run with every client

The dashboards that prevent the wrong fires from being put out
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The metrics most teams over-trust.

If you ask a typical outbound team how their channel is doing, they'll tell you their open rate. This is bad for two
reasons. First, open rate has been increasingly unreliable since Apple's Mail Privacy Protection started inflating
opens automatically in 2021 — it's now common to see 70-80% reported open rates that have no relationship to
actual reads. Second, even when accurate, opens are uncorrelated with revenue. We've seen campaigns with 65%

opens that produce zero meetings, and campaigns with 38% opens that produce strong pipeline.

Reply rate is better but still misleading on its own. A campaign that produces 12% replies but 90% of those are
negative or off-target is worse than a campaign with 5% replies that are mostly qualified. Replies are a step toward

the metric that matters. They aren't the metric.

"Vanity metrics make you feel busy. Pipeline metrics
tell you whether the work matters."

The five metrics we report on every week.

Across every Final Outreach engagement we report on the same five metrics, in this order. They form a funnel that

connects activity to outcome.

METRIC WHAT IT MEASURES HEALTHY BENCHMARK
1. Sends per week Activity volume Per the per-mailbox cap; consistency more important
than peaks
2. Reply rate Engagement quality 5-12% for B2B mid-market
3. Positive reply rate Replies that are not negative or 40-60% of total replies
unsubscribes
4. Meetings booked % of sends that become meetings 0.8-2.5% of sends
rate
5. Pipeline $ value of opportunities sourced Cost-of-channel x 6+ in mature programs
generated

The relationship between these metrics is what tells the story. A campaign with high reply rates and low positive
reply rates has a copy or targeting problem — you're hitting the wrong people, or hitting them the wrong way. A
campaign with high positive replies but low meetings booked has a handoff problem. A campaign with strong
meetings booked but weak pipeline has a qualification problem at the AE level. The funnel diagnoses itself if

you're tracking it correctly.
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Cohort-based measurement.

The biggest measurement mistake in outbound is reporting on rolling time windows. "Last week we sent 5,000
emails and got 3% replies." Useless. Those 5,000 emails were sent across maybe twelve different sequences, and
the replies came from emails sent up to three weeks earlier. You're averaging signal that has no business being

averaged.

The fix is to measure sequences as cohorts. A cohort is "everyone who entered Sequence X in Week 12." You then
track that cohort's behavior over time — not just first-touch reply, but full-sequence reply, meetings booked, and

pipeline generated. This lets you compare apples to apples and tells you which sequences are actually working.

Cohort tracking is what lets you say "Sequence A converts at 1.4% sends-to-meetings; Sequence B converts at
0.6%; we should kill B and reinvest." Without cohorts you can't make that decision — the data is too tangled.
Most CRM and sequencer tools don't make cohort views easy. We usually export to a spreadsheet or BI tool

weekly to do this analysis cleanly.

Diagnostic metrics: which lever to pull.

When something breaks in outbound — and something always breaks — you need to know which lever to pull.

The five-metric funnel above tells you something is wrong. The diagnostic metrics tell you what.

WHERE TO
LOOK

SYMPTOM DIAGNOSTIC METRIC LIKELY CAUSE

Reply rate dropping Open rate, bounce rate, spam Deliverability issue Chapter 1

complaint rate

Replies present but mostly Reply sentiment breakdown Targeting or copy Chapters 2 & 3
negative mismatch

Replies positive but no Reply-to-meeting conversion Handoff or response Chapter 5
meetings speed

Meetings happen but no Meeting-to-opportunity rate Qualification weakness Chapter 5
pipeline

Pipeline present but no Opportunity-to-close rate Sales process, not Outside this
closes outbound playbook

This table is the single most useful artifact we share with clients. When something is wrong, walk down the table
from top to bottom and find the first row where the diagnostic metric is unhealthy. That's your problem. Resist the

temptation to fix things lower in the table when something higher is broken.
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The weekly outbound review.

Every Final Outreach engagement runs a 30-minute weekly review meeting. The agenda is the same every week

and the discipline of running it is what compounds over time.

1. Five-metric review (5 min) — Numbers up or down vs. last week, and is the change meaningful?

2. Cohort comparison (5 min) — Which sequences are working, which are not?

3. Diagnostic walk-through (5 min) — If anything is broken, which lever do we pull?

4. Reply review (10 min) — Pull 10 actual replies. What patterns are showing up? What language is the
prospect using?

5. One change for next week (5 min) — What's the single test we're running this week? Not three. One.

The "one change" rule matters. Teams that test five things at once can never tell which thing moved the metric.

Teams that test one thing per week can build a year's worth of compounding learnings.

The dashboard we build for every client.

The dashboard isn't fancy. It's a single spreadsheet (or Looker page, or Tableau view — the tool doesn't matter)

with three tabs:

* Tab 1: Funnel. The five metrics, by week, for the last 12 weeks. Trend lines. Color-coding for healthy /
unhealthy.

* Tab 2: Cohorts. Each sequence as a row. Sends, replies, positive replies, meetings, pipeline. Sorted by sends-

to-meetings rate.

« Tab 3: Diagnostics. The deliverability metrics — bounce, spam complaint, open rate by domain, mailbox

health. Updated weekly.

That's it. Three tabs. Not twenty-five. The discipline is in the simplicity — a dashboard you actually look at every

week is infinitely more useful than one with thirty charts that nobody reads.

The metric we don't track (and you shouldn't either).

"Engagement score." Some sequencers will give you a composite "engagement" number that bundles opens, link
clicks, and reply behavior. Ignore it. It's a black-box average that obscures more than it reveals. Track the five
metrics above explicitly and you'll always know where you stand. Trust a vendor's composite number and you'll

always be one bad week away from confusion.

What success looks like, ninety days in.

If you've done the work in this playbook from end to end, this is roughly what your numbers should look like

ninety days into a fresh outbound program:

* Sending volume: 1,000-3,000/week, depending on team size
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* Bounce rate: under 3%

* Reply rate: 6-10%

* Positive reply rate: 45-60% of replies
* Meetings booked: 0.8-2% of sends

* Pipeline-to-cost ratio: 4-6x in month three, climbing toward 8-12x by month six

If your numbers are well below these, walk back through the chapters. The fix is almost always upstream of where

you think it is — and the answer is almost always to do less, more carefully.
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— END OF PLAYBOOK —

That's it. Now go send.

This playbook is a living document. We update it roughly twice a year as Gmail,
Outlook, and the broader B2B landscape shift. If something in here is wrong,

outdated, or unclear, we'd genuinely like to know.

If you implement what's here and want a second pair of eyes, our door is open.

We're picky about who we work with, but we read every reply.

— The Final Outreach Team

FINAL OUTREACH - v3.1 - APRIL 2026
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