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Please save a copy to get started using the 
7 Cold Email Templates That Your SDRs 
Should Steal!

THANKS FOR 
DOWNLOADING!



HOW TO USE THIS DECK
1. Save a separate copy.

Go to File > Make a Copy > Rename > Share the new version with your team. 
 

2. Download this deck and share as a PPT file.
Go to File > Download > Microsoft Powerpoint.

3. Copy & paste the individual templates.
The template slides are easy to simply copy and paste the text. You can go to the 
templates slide, highlight the text, and copy into any email provider. 
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There’s a few ways you can share the info in this view-only deck with your team. 



INTRO

To be fair, email has always been crowded real estate. 
But, the need to stand out among the masses has never 
been greater, especially in a channel that has only 
grown in popularity over the years. 

The truth is many SDRs struggle to break through 
the noise. And there’s a reason for that: 

A majority of today's cold outreach emails 
wouldn’t pass a simple Turing Test. 

Why? 
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Because personalization and authenticity can’t 
be accomplished with just a name token at the top 
of an email.

Sure, you might follow a best practice formula: Your 
World Now > What Your World Could Be > How We Can 
Get You There. 

But, no matter what template you follow there’s one 
thing that will always separate a forgettable email 
from a great one: Personality. 

Modern buyers can see right through an email 
template that was sent to a thousand other people.

According to a report by TOPO, the average SDR writes about 56 inbound and 40 
outbound emails per day. Yet, only 48% of SDRs are actually hitting their quota.

https://en.wikipedia.org/wiki/Turing_test
https://6sense.com/wp-content/uploads/2019/07/2019_Sales_Development_Benchmark_Report.pdf
https://www.drift.com/blog/how-to-hit-quota-early/


Through trial and error, we’ve learned that the 
best cold emails feel custom-built, not 
one-size-fits-all. And that’s not to say that tried 
and true cold email formulas should be thrown 
away. What it means is that how you choose to 
customize your templates matters. 

If you’ve ever received a Drift email before, you 
know they’re a little something special. From GIFs 
to videos to yes, emojis, everyone at Drift has been 
taught to write emails they would happily send to 
a friend. Our SDRs are no different.

We’ve thrown the stuffy, corporate, robotic B2B 
email rulebook out the window – and, we think 
you should too. So, we reached out to our SDR 
team and asked them what email templates they 
use to break through the noise, and how they 
customize them for buyers. 

Here’s the 7 they swear by...
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https://www.drift.com/blog/drift-video-gif-maker-for-sales/
https://www.drift.com/video/


THE EMAIL PLAYS
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1. The Customer Pain Point Play

An email that digs into a customer’s pain 
point is a great way to bring a problem – 
and solution – to a prospect’s attention. By 
addressing customers’ pain points, you are 
showing how your business can provide 
instant value to their bottom line.

In a cold email flow, things can feel less 
personal. By recording yourself on the 
prospect’s site, you’re not only connecting 
more intimately to their brand but also on 
a personal level. Drift SDRs use video 
frequently in email for this very reason.

What Works

https://www.drift.com/blog/how-i-book-meetings-with-drift-video/
https://www.drift.com/blog/how-i-book-meetings-with-drift-video/
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Subject line: [Account Name] buyer’s journey 

Hi [First Name] 👋 I recorded a video of your buyer’s journey:

[Insert Video of Account Buyer’s Journey Flow]

As you can see, there’s a number of roadblocks I faced during this process:
[Roadblock 1]
[Roadblock 2]
[Roadblock 3]

At [Company], we help businesses like [Customer],  [Customer], and [Customer] use [Value Prop] to solve for each of 
these roadblocks. 

Can I share how [Company] can help you solve for each of these? 

[Rep Name]

The Template



@DRIFT

1. Make It About Them
Spend 30 seconds thinking about what a prospect 
cares about – based on what they do or who they 
report to. It’s even better if you have some insider 
knowledge about upcoming projects they’re 
working on or goals their team needs to hit.

Making it about them – not you, not your product, 
not your company – is what matters.

How To Use Video During
The Sales Process

2. Be Human
When you have an idea or two in mind of what 
you’re going to say, get ready to press play! It’s key 
to be human and allow yourself to make mistakes. 
So introduce yourself, say your introductory 
research, and share why you made them the video. 
Then you have a few options to sign off: A personal 
favorite (that’s proven to work) is, “More than 
anything I’m looking for feedback, so please share 
what you think!”

Drift SDRs use Drift Video to “break through the noise” in their sales process. But like 
everything in sales, it helps to have a strategy before diving straight in. We reached out 
to former SDR and current AE, Haylee Taylor, for her tips on creating videos that convert:

*BONUS* 

https://www.drift.com/video/
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3. Send It
Copy and paste the video link into your email or 
LinkedIn message and press send – no message 
necessary. Seriously. Instead, use a playful GIF to 
intro the video. The GIF speaks for itself and will 
intrigue someone enough to click. Especially if 
you’ve got that “I’m dying to talk to you” smile on 
your face.

4. Get Ready To Have A Conversation
With Drift Video we get notifications once someone 
clicks or views our videos. Having a way to know 
when this happens and respond is super helpful for 
jumping straight into a conversation in real-time.

The goal is to get them to continue watching, so ask 
open-ended questions that would make you want to 
reply and start a conversation. Your opener can 
literally make or break whether or not you get a 
reply to your video. Also, timing is everything. So 
when or if you see that notification, jump right in.

You can learn more about how 
Haylee and other SDRs use 
video by reading her story on 
the Drift blog.

https://www.drift.com/video/
https://www.drift.com/blog/how-i-book-meetings-with-drift-video/
https://www.drift.com/blog/how-i-book-meetings-with-drift-video/


Few of us work in niche markets. 
The SaaS space, for example, has exploded 
with competitors that make it difficult for 
buyers to know what solution is right for 
them. Your job is to make that distinction 
easier. This template focuses on how to use 
your value prop as a differentiator for the 
prospect.

@DRIFT

2. The Differentiator Play

What Works
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Subject line: Differentiating from the pack

Hi <First Name>,

On the <Account Name> site now. It appears that [Introduce Problem].

In a world where consumers are overwhelmed with content and information, how does [Account Name] brand 
[Differentiating Statement; i.e., deliver better value and service for its customers]?

[Company] can help you proactively [Value Prop]. 

How are you working to deliver value for your customers? Companies like [Customer] use [Company] for this. 

- [Rep Name]

The Template



@DRIFT

3. The Competitor Play

All companies want their brand to be 
synonymous with a particular industry or 
value prop. How a company is perceived 
online is, well, how a company is 
perceived. This email template is unique in 
that it uses SEO and search to address the 
prospect’s competitive landscape, as well 
as introduce the “secret ingredient” to 
their competitor’s success: You.

What Works
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Subject line: I started searching for [THEIR INDUSTRY SOLUTION]...

And I got [# of Search Results], [First Name]!

Some of the top results include [Current Customer] and [Current Customer].

Guess what they have in common?

[Company Name] and [Value Prop]. 

Want to see if [Company Name] can do the same for your team? 

[Rep Name]

The Template
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4. The Social Influencer Play

LinkedIn is a powerful tool for the modern 
SDR – in more ways than one. If you’re 
looking to get the attention of an 
executive-level member of an account, 
investigating what they’re talking about is 
a great start. A lot of people use LinkedIn to 
share their professional expertise. If your 
prospect is one such person, use their 
content to relate back to your product or 
service.

What Works
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Subject line: [Article You Are Referencing]

I read what you [wrote/commented/shared] on LinkedIn – very interesting. What struck me most was the 
[Choose Part Related To Company Value Prop]. I agree with that idea wholeheartedly. 

[Company Name] and [Value Prop] is something that I think relates well to some of the ideas you mentioned. 

Are you open to taking a few minutes to talk through some of the ideas I have for using [Company Name] for 
[Account Name]? 

[Rep Name]

The Template
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Last year we teamed up with Outreach’s VP of Marketing 
Max Altschuler to conduct a study with the SDR community 
to share their winning cold email templates and examples.

While benchmarks for success ranged (58% had at least a 
10% reply rate and 33% had at least a 15% reply rate), there 
were a number of best practices that emerged:

We Analyzed 290 Cold Emails
And Discovered Personalization

● Plain text is best: 87% of high-performing emails 
were plain text 

● The shorter the better: 84% of high-performing 
emails were 150 words or less

● Hyper-targeting works: 53% of high-performing 
emails were sent to less than 200 people

● Ask people questions: 74% of emails asked at least 
1 question

You might be looking at all these templates and thinking: There’s a lot of personalization 
in here. Is it really worth my SDRs’ time? Our answer: Yes.

*BONUS* 

Is The Game Changer

https://www.linkedin.com/in/maxaltschuler/
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However, personalization had the biggest impact on 
meeting success, with 2x the reply rate than 
non-personalized emails. Coupled with 
hyper-targeting accounts, this number increased even 
more.  

So, yes, a lot of our templates use a good amount of 
personalization. However, if you’re hyper-targeting 
your accounts and messaging, the pay-off can be big. 

Check out other insights from 
the report here.

https://www.drift.com/blog/cold-email-study/
https://www.drift.com/blog/cold-email-study/
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5. The Teamwork Play

Deals, particularly when working with 
enterprise accounts, often involve multiple 
key decision-makers. Addressing the needs 
of all decision-makers is the best way to 
mitigate issues further down in the sales 
process. 

This template does this by first calling 
these colleagues out by name and then 
rallying them around a common purpose. 
It ends by suggesting a 30-minute meeting 
to address a particular pain point. 

What Works
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Subject line: [Co-Worker 1], Co-Worker 2] & [Co-Worker 3]’s recent discussions

Hi [First Name], 

It looks like you, [Co-Worker 1], Co-Worker 2], & [Co-Worker 3] are in charge of [job description related to 
product/service] for [Account Name]. 

Has [Company Name] been brought up in your discussions? 

[Relevant Customer] uses [Company Name] to [Use Case/Results].
Could you imagine something like this for [Account Name]?

If you could share two ideas with [Account Department Leader] that could provide more value in the next month 
and beyond, would it be worth spending 30 minutes in the coming week to discuss how to make it happen? 

[Rep Name]

(P.S. here’s some other great resources to share with your team). 

The Template
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6. The Redirect Play

It’s a common issue: A prospect engages 
with your company’s content but shows 
little interest in a discussion around your 
product or services. You see the value your 
company has for the account, but there’s 
little movement. Sometimes that can mean 
that you’re simply not talking to the right 
decision-maker. In these cases, there’s 
never any harm in asking – the right way – 
who the best person to speak with would 
be. Check out how the Drift SDR team does 
this 👉

What Works
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Subject line: Thanks for the love

I understand that engaging with our content does not necessarily mean you intend to buy [Company Name] soon. 

And that’s totally cool.

If you were to take a look at [Company Name] for [Account Name] though, who would be most interested? 
Typically, [Persona 1], [Persona 2], and [Persona 3] get the most excited.

Can you point me in the right direction?

Either way, appreciate you checking out our content – keep coming back! 

[Rep Name]

(P.S. you can check out more great content on our blog.)

The Template
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7. The Pre-Date Play
Congrats! You booked a meeting. But… there’s 
been radio silence over the last few days and 
you’re worried your prospect might be a 
no-show. This is a common issue for SDRs, and 
can easily cause friction with fellow Account 
Executives. A pre-meeting email is a good way 
to prevent future ghosting. 

Simply confirming attendance isn’t very 
customer-centric – or productive. What makes 
this template so useful is that it asks for 
additional information to enrich the demo or 
meeting to come. This demonstrates to 
prospects that 1) You’re doing your homework 
2) The demo/meeting will add clear value to 
their business and 3)  It gives the AE more to 
work with.

What Works

https://www.drift.com/books/10x-your-sales-development-teams-productivity/
https://www.drift.com/books/10x-your-sales-development-teams-productivity/
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Subject line: For our meeting...

Hey [First Name] - really excited to talk through [Company] with you.

So we can maximize our time, can you send over your numbers for these metrics before our call/meeting?

[Relevant Metric 1]: 
[Relevant Metric 2]: 
[Relevant Metric 3]: 

With these, I will be able to give you a good idea of how [Account Name] can get more value out of [Company].

Thank you,
[Rep Name]

The Template
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1. Write the way you speak.
We mentioned it before, but we’ll say it again: B2B is 
riddled with corporate-speak that is anything but 
personal and often comes off as superficial. Write like 
you speak, that goes for emails too. Remove big words, 
use emojis if you want, and be friendly.

7 Cold Email Best Practices
To Live By

2. Be specific and personalize where possible.
Personalization was a huge factor in the success of SDR 
cold emails in our previous year’s study. Taking the time 
to customize your templates with relevant talking points 
for prospects may be more time-consuming, but the 
benefits are undeniable.

Before we wrap things up, here are some best practices for tackling your 
cold emails moving forward:

https://www.drift.com/blog/cold-email-study
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3. Send targeted messages to a smaller group of people.
Sending to a more targeted list will make it easier to 
tackle personalization in cold emails. But, more than 
this, it will allow you to cater your messaging for 
account-based marketing campaigns. 

4. Show your face.
Drift SDRs use videos and GIFs not just to be more casual, 
but to remind prospects that we’re not just a company, 
we’re a group of people on a mission. Whether B2B or 
B2C, people buy from people – not companies. 

5. Have a strong, clear call to action.
All your emails should have a link, question, or takeaway. 
What action do you want your prospects to perform? Is 
that action clear from your email? 

6. Keep things short, sweet and to the point.
Long emails, on average, perform worse than short 
emails (around 150 words). Work on condensing your 
message down to no more than 3 paragraphs if possible. 
Remember, people read a lot of their emails on their 
phones. Meaning the longer the email, the longer the 
scroll.

7. Experiment, adjust, repeat. 
Keep track of your team’s email performance! We chose 
to highlight these particular templates in this book 
because they performed well over a period of time. You 
don’t have the time to waste on email flows that fail to 
deliver. Keep track of your team’s open rates, clicks, and 
unsubscribes every month. 

https://www.drift.com/video/


FINAL THOUGHTS
If that doesn’t scream sexy to you, chances are the 
people receiving your emails aren’t feeling the love 
either 💔

We hope these templates can help liven up your cold 
email outreach this year. Remember to copy these 
templates and share them with your team! 

We’d love to hear how they’re working for you, so reach 
out to us on LinkedIn and Twitter. 
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Cold email outreach can feel a lot like blind dating: 
Awkward, surface-level, and a bit of a numbers game.

And if you’re curious about some of the features we 
mentioned in this book, like Drift Email and Drift Video, 
let us know. We’d be happy to schedule a quick demo and 
show what conversational sales can do for your company.

Schedule a demo: https://www.drift.com/#getademo 

https://www.linkedin.com/company/drift/
https://twitter.com/drift
https://www.drift.com/product/email/
https://www.drift.com/video/
https://www.drift.com/siftrock/#getademo

