10 TON DIGITAL CONSULTING
Cold Email Template Pack
Eleven messages built on relevance rather than volume, plus the legal requirements and the practices that get you blocked.

The honest position
Cold email at volume works badly and is getting worse. Filters have improved, sending reputation matters more than it did, and recipients have less patience than ever. A business sending five hundred generic messages a week will see almost nothing except a damaged domain.
Cold email at small scale, to people who genuinely have the problem you solve, still works. Twenty carefully researched messages will outperform five hundred templated ones on every measure that matters, and they will not put your domain at risk.
If you are not willing to spend ten minutes researching each recipient, this channel is not for you and the effort belongs in referral or local visibility instead.
The legal requirements
Rules differ by country and this is not legal advice. In the United States the CAN-SPAM Act applies to commercial email and the requirements are straightforward.
· Do not use misleading headers or subject lines
· Identify the message as an advertisement where it is not otherwise obvious
· Include a valid physical postal address
· Provide a clear way to opt out, and honour it within ten business days
· Do not sell or transfer the address of somebody who opted out
Penalties are assessed per message, so a bulk send that breaches the rules is expensive rather than merely embarrassing. If you send to recipients in the European Union, the United Kingdom, or Canada, the requirements are stricter and consent based, and you should take advice before sending anything.
The practical version: say who you are, say where you are, and make it easy to be told to stop.
Where the list comes from
Legitimately, and from your own research. Public business registrations, directories, association member lists, local news about openings and expansions, and people you have actually encountered. Every one of those tells you something about the recipient, which is what makes the message worth sending.
Purchased lists and scraped addresses fail on every count. The data is stale, the addresses include spam traps that damage your sending reputation permanently, and you know nothing about the recipient, which means the message will be generic and will read as such.


Before You Write

The ten minute rule
Spend ten minutes on each recipient before writing. Look at their website, find something specific, and establish whether they actually have the problem you solve. If you cannot find a reason to contact this particular business rather than any business, do not send the message.
Structure that works
· Subject line: specific and plain, never clever
· First line: why them, specifically. This is the whole message
· Second: the problem you noticed or expect, in their words
· Third: what you do about it, in one sentence
· Fourth: a small ask, easy to accept and easy to decline
· Signature: name, business, phone, address, and how to opt out
Length
Under one hundred and fifty words. A cold email that requires scrolling on a phone is deleted before it is read, and the length itself signals that you are asking for a lot from somebody who owes you nothing.
The ask
Make it small. A reply is a bigger commitment than most people will make to a stranger, and a meeting is considerably bigger. Asking whether it would be useful to send something specific, or whether they are the right person, is easy to answer and starts a conversation.
Never ask for fifteen minutes in a first message. It reads as a sales call request, because it is one.


Partner Outreach
The highest return use of cold email for a small business. These people already serve your customers.

1. Professional who serves the same customers
	TEMPLATE ONE
Subject: Question about your new business clients

Hi [Name],

I saw you work with a lot of businesses in their first year in [area]. I do the digital side for the same kind of client, which usually comes up right after they have sorted the legal and accounting side with somebody like you.

I am not asking for referrals. I wondered whether it would be useful to have somebody to point them at when they ask you who does websites, since I get asked the same about accountants.

Worth a conversation, or shall I leave it?

[Name] · [Business] · [Phone]
[Postal address]
Reply with no thanks and I will not contact you again.


The strongest partner message says what you will give rather than what you want. Attorneys, accountants, insurance brokers, commercial agents, and business bankers all field questions they cannot answer, and being the answer is worth more than asking to be referred.
2. Complementary supplier
	TEMPLATE TWO
Subject: [Their trade] and [your trade] on the same jobs

Hi [Name],

We keep turning up on the same projects in [area]. Customers who need [their work] usually need [your work] within a month or two, and at the moment both of us are hoping they remember to ask.

Would it be worth swapping details so we each have somebody to name when it comes up?

[Signature block]


3. After meeting somebody briefly
	TEMPLATE THREE
Subject: Following up from [event or place]

Hi [Name],

We spoke briefly at [event] about [the specific thing]. I said I would send you [the thing you promised], so here it is: [link or attachment].

No need to reply. If [the topic] comes up later, you know where I am.

[Signature block]


This is not cold and it outperforms everything else here. Send it within forty eight hours while they still remember the conversation.
Direct Outreach

4. Something specific you noticed
	TEMPLATE FOUR
Subject: Your booking page on mobile

Hi [Name],

I tried to book with you on my phone yesterday and the form would not submit. I do not know whether you are aware, and it seemed worth telling you either way.

Fixing it is straightforward. Happy to explain how in a reply so you can do it yourself, or I do this for a living if you would rather not.

[Signature block]


The most effective cold email is a useful observation. It must be real, specific, and correct, and you must be willing to explain the fix for free.
5. Following a trigger
	TEMPLATE FIVE
Subject: Congratulations on the [new location or milestone]

Hi [Name],

Saw in [source] that you have opened on [street]. Congratulations, that is a good spot.

One thing worth checking early is that the new address is correct everywhere it appears online, because it usually is not and it costs enquiries quietly. I can send you a short list of the places to check if that would help.

[Signature block]


6. A business at the stage you serve
	TEMPLATE SIX
Subject: First year businesses in [area]

Hi [Name],

I work exclusively with businesses in their first year, and I noticed [specific detail suggesting they are early].

Most of what I do at this stage is stopping people spending money on the wrong things in the wrong order. That is usually a conversation rather than a project.

If it is useful, I am happy to look at what you have and tell you what I would do first. No charge and no obligation.

[Signature block]


7. Reconnecting with somebody you know
	TEMPLATE SEVEN
Subject: Been a while

Hi [Name],

It has been a couple of years since [the context]. I am now doing [what you do] for [who you serve], mostly in [area].

Not selling you anything. Just letting the people I know what I am doing, in case it is ever relevant to you or somebody you deal with.

Hope things are going well.

[Signature block]


Send this to everybody you have dealt with professionally. It is the highest converting message here and most people never send it.
Follow Up
Two follow ups at most. Then stop, permanently.

8. First follow up, four to seven days later
	TEMPLATE EIGHT
Subject: Re: [original subject]

Hi [Name],

Adding one thing to the message below in case it is more useful than what I originally said: [the specific, concrete thing].

If this is not relevant, tell me and I will stop.

[Signature block]


Add something rather than asking whether they saw it. A follow up that repeats the request is where most recipients decide you are a nuisance.
9. Final message
	TEMPLATE NINE
Subject: Re: [original subject]

Hi [Name],

Last message from me on this. If [the thing] becomes a priority later, I am at [phone] and happy to help then.

[Signature block]


Saying it is the last message and meaning it earns more replies than any other line here, and it protects a future approach.
10. When they reply to say no
	TEMPLATE TEN
Thanks for telling me, [Name]. I will leave it there. If it changes, you know where I am.

[Signature block]


11. When they reply with interest
	TEMPLATE ELEVEN
Thanks [Name]. The simplest next step is probably [the specific small thing], which takes about [time]. Does [day] or [day] suit for a short call, or would you rather I sent something over first?

[Signature block]


Practical Matters

Subject lines
· Plain and specific: Your booking page on mobile
· A question they can answer: Are you the right person for the website?
· Context they recognise: Following up from the chamber breakfast
Avoid: Quick question. Touching base. Opportunity. Anything with Re: on a first message, which is a deception and breaches the rules as well as annoying people.
Sending
· Send from your real address, never from noreply or an alias
· One at a time, individually, never a bulk tool at this volume
· Ten to twenty a day at most from a new domain
· Plain text with no images, tracking pixels, or attachments on a first message
· Tuesday to Thursday, mid morning, and never Friday afternoon
What never to do
· Buy a list, scrape addresses, or guess at email formats in bulk
· Use a fake name, a fake company, or a misleading subject
· Send more than two follow ups
· Contact somebody again after they have said no
· Attach anything to a first message
Track what happens
· Who you contacted, when, and why them specifically
· Replies, positive and negative
· Anything that became a conversation
Thirty messages is enough to see a pattern. If nothing comes back from thirty researched messages, the problem is the offer or the audience rather than the wording, and sending three hundred more confirms that expensively.

This document is not legal advice. Requirements differ by jurisdiction and change. Confirm what applies to you before sending to recipients outside the United States.
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