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Your Step-by-Step Guide 
to Building Pipeline with 
Buyer-Focused Emails

EMAIL PIPELINE 
ACCELERATOR 
PLAYBOOK



KEY STATS:

80% of B2B emails fail due to lack of 

personalization and segmentation (litmus)

Companies that personalize emails see 26% 

higher conversion rates and $36 ROI for every 

dollar spent (litmus)

Segmented email campaigns can lead to a 760% 

increase in revenue compared to non-segmented 

campaigns (mailmodo)

THE CASE FOR BETTER 
EMAIL MARKETING

With 6–10 decision-makers per deal, each with 

unique concerns and priorities, it’s easy to see 

why B2B marketers are overwhelmed and 

challenged by sharing relevant and impactful 

messages at scale. Email marketing allows you 

to nurture these multiple stakeholders 

simultaneously with personalized content that 

addresses their pain points.

https://www.litmus.com/blog/infographic-the-roi-of-email-marketing
https://www.mailmodo.com/guides/email-segmentation-statistics/


“We’re in a relationship 

economy. Buyers need 

experiences that feel 

human, not transactional.”

SHERI OTTO, 
GROWTH MARKETING MANAGER, 
REDWOOD SOFTWARE



Success requires more than “spray and pray.” 

Successful B2B marketing requires segmentation, 

dynamic content, and automation tailored to the 

buyer’s journey.

WHAT THIS PLAYBOOK WILL HELP YOU SOLVE:

How to avoid sending emails that get ignored.

How to create buyer-centric, value-driven 

emails at scale.

How to use data enrichment and automation 

to boost engagement and conversions.

OVERCROWDED INBOXES:
Difficult to Stand out

Most B2B Marketers 
Face These Challenges:

LOW ENGAGEMENT AND 
HIGH CHURN:
Due to Lack of Segmentation

SCALING 
PERSONALIZATION:
Overwhelming for Small Teams



THE EMAIL PIPELINE ACCELERATOR FRAMEWORK: OVERVIEW

The framework helps B2B marketers create a structured, repeatable approach to driving pipeline 

growth through email marketing.

QUALIFY ICP FIT 

Ensure leads match your Ideal Customer Profile (ICP)

ENRICH

Add key data for personalized email outreach

SEGMENT

Group contacts for targeted, relevant nurture campaigns

AUTOMATE

Scale nurturing and follow-ups with strategic 

automation 

 

1

2

3

4

CRAFT

Write compelling, value-driven emails

PERSONALIZE

Align messaging to buyer personas and pain points

DEPLOY

Track, analyze, and optimize email performance 
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Q: WHERE DOES EMAIL FIT 
INTO OUR FRAMEWORK?

A: EMAIL POWERS EVERY 
STAGE OF THE FRAMEWORK



Email fuels every phase of the buyer journey, 

ensuring seamless alignment between 

marketing and sales. It delivers the right 

message at the right time, guiding buyers 

toward conversion and long-term loyalty.

MARKETING’S ROLE: 

Create campaigns, newsletters, and 

automations to educate and engage.

Build templates and workflows that 

enable scalable outreach.

SALES’ ROLE: 

Personalize outreach using marketing’s 

templates and sequences.

Strengthen relationships and close deals 

with timely messaging.



STEP 1: QUALIFY ICP FIT

“Stake out the smallest market you can imagine. The smallest market 

that can sustain you, the smallest market you can adequately serve.”

SETH GODIN, AUTHOR OF PERMISSION MARKETING

We have a saying at Vende, “Trying to sell to everybody is actually selling to nobody.” Qualifying 

your contacts as they come into your system is a critical first step. This step ensures that efforts 

are focused on high-value, high-fit prospects.

By focusing only on ICP-aligned leads, you will avoid wasting resources on irrelevant audiences, 

enabling greater efficiency and better outcomes downstream.

72 3 4 5 61



ACTION PLAN:

Analyze your best customers and look for 

commonalities (lifetime value, repeat customers, 

high satisfaction scores, etc.).

Define core ICP attributes (e.g., firm size, industry, 

buying role).

Leverage AI tools to help spot nuance and 

commonalities that humans might miss. 

Use LinkedIn look up this ICP to test the size 

(target should be >10K contacts).

This shouldn’t be a one-time exercise. As your 

business evolves and more data becomes 

available, refine and adjust your ICP.

STEP 1: QUALIFY ICP FIT

IDENTIFY:

• Firmographic

• Role/Function

• Psychographic

• Competitive Gap

• > 10K in LinkedIn

Happiest & Profitable 
Customers

Closed 
Won/Lost

LinkedIn

RIGHT NICHE (ICP)

72 3 4 5 61



STEP 2: ENRICH YOUR LEAD DATA

AI-POWERED 

ENRICHMENT

AI is revolutionizing lead 

enrichment to detect and 

correct data errors in real 

time, ensuring accurate, 

up-to-date lead 

information without 

manual effort.

    • Breeze Intelligence

       (formerly Clearbit) 

    • Seamless.ai

    • Clay

Collect additional data about the lead, such as company size, industry, and other relevant attributes. Enriched data allows 

for more precise targeting, segmentation, and messaging, ensuring that communication feels tailored to the recipient's 

unique business context.

INTENT DATA 

INTEGRATION 

Buyer intent data 

platforms enrich leads by 

tracking online behavior, 

helping companies 

identify interested 

prospects and enabling 

targeted, timely outreach.

   • ZoomInfo

   • 6Sense

   • Rollworks 

BEHAVIORAL DATA 

COLLECTION

QUALIFY 

CONTACTS

Build automations 

to flag or mark 

contacts as ICP fits 

or disqualify if they 

don’t meet your 

criteria.

3 4 5 61 2 7

Track customer 

interactions with your 

website, campaign 

responses, and customer 

service engagements.

https://www.hubspot.com/products/artificial-intelligence?hubs_content=www.hubspot.com%2Fsearch&hubs_content-cta=Breeze%2520Product%2520Overview%2520Page%2520%257C%2520Inbound%25202024&search=breeze&from_search_result=true
http://seamless.ai
https://www.clay.com/
https://www.zoominfo.com/
https://6sense.com/
https://www.rollworks.com/


STEP 2: DATA ENRICHMENT WORKFLOW

Today we have lots of options to automatically enrich lead data to improve email segmentation and personalization at scale. 

Here is a simple workflow to get started.

3. ENRICH
Sync with an enrichment tool to 

auto-fill missing data:

1. IDENTIFY DATA GAPS 
Find missing details in your CRM 

(e.g., company size, industry, job 

role, tech stack).

2. TRIGGER
When new leads enter via forms 

or imports.

a) Company-Level Data: Industry, annual 

revenue, employee count, HQ location.

b) Individual-Level Data: Job role, LinkedIn 

URL, seniority, engagement score.

4. ROUTE
Automate how leads are handled 

based on enriched criteria:

a) ICP fit: Tag as high-priority.

b) Low ICP match/missing data: Route 

for manual review.

3 4 5 61 2 7



STEP 2: DATA ENRICHMENT WORKFLOW

Step Action Tool Outcome

New Lead Captured Lead Enters via Form Fill HubSpot/Form Tool Lead captured in CRM 

Data Enrichment 
Auto-fill fields using 
enrichment 

Seamless.ai/Clearbit 
Missing fields enriched (e.g., 
industry, job role) 

Lead Routing 
Send enriched lead to 
appropriate sequence 

HubSpot Workflow 
Prioritized and ready for 
follow-up 

Manual Review (if needed) 
Alert team if data is 
incomplete 

Slack/Email 
Lead flagged for further 
manual research 

EXAMPLE WORKFLOW VISUAL (SIMPLE)

3 4 5 61 2 7



RADIUS BRAND VOICE PROFILESTEP 3: SEGMENT FOR MAXIMUM IMPACT

With enriched contacts that match your ICP, you 

can now segment them into actionable groups 

based on:

Industry

Company Size

Lifecycle Stage

Buyer Journey Stage

ABM Tier

Buying Role

Interest Category

Lead Score

WHY IT MATTERS:

Personalized emails to smaller, more 

targeted groups consistently outperform 

generic mass emails. Instead of sending 

one-size-fits-all blasts that get ignored, 

you’ll deliver messages that align with 

the buyer’s journey, improving relevance 

and engagement.

2 4 5 61 3 7



PRO TIP:
Build CRM reports to visualize 

segment performance refine 

your strategy

LIFECYCLE SEGMENTATION
• Divide leads into stages (example: awareness, consideration, decision)
• Deliver content aligned with their needs at each stage

BEHAVIORAL SEGMENTATION 
• Group leads based on actions like:

a. Webinar attendance

b. Form Submissions
c. Content Consumed

ABM TIERING
• Prioritize high-value accounts and assign them to specialized, high-

touch nurture sequences

1

2 4 5 61 3 7STEP 3: SEGMENT FOR MAXIMUM IMPACT

ACTION PLAN:
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PRO TIP:
Combine segmentation with 

Personalization Tokens (e.g., 

{Company Name}, {Recent 

Activity}) to boost email 

relevance

DYNAMIC SEGMENTATION
• Automatically update segments in real-time based on activity 

and engagement

ASSIGN CONTACTS TO LISTS 
• Create lists in your CRM so contacts are grouped into actionable 

segments

COMBINE MULTIPLE SEGMENTATION CRITERIA
• Create more refined segments by combining different criteria. 

For example:

a. Role + Industry + Event attendance

b. Engagement level + Company size + Previous purchases
c. Lead score + Industry + Content consumed

4

2 4 5 61 3 7STEP 3: SEGMENT FOR MAXIMUM IMPACT

ACTION PLAN:
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STEP 4: AUTOMATE WORKFLOWS
Now you can start building a process to ensure the right people in your CRM are getting the best and most relevant 

information. You do this by establishing workflows, signals, triggers, and alerts to ensure timely and relevant communication 

with prospects based on their actions or engagement levels.

WITHOUT PROPER 

AUTOMATION YOU’LL 

END UP DEALING WITH

Manual follow-ups that slow you down and take more time.

Leads fall through the cracks without proper workflows.

Inconsistent touchpoints due to lack of automation.

PRO TIPS FOR 

AUTOMATING 

WORKFLOWS

BEHAVIOR-BASED VARIATIONS: Create workflow branches based on lead behavior (e.g., 

“Opened but didn’t click” → nurture email vs. “No open” → resend with a new subject line).

MULTI-CHANNEL TOUCHPOINTS: Add optional LinkedIn messages or SMS follow-ups to 

complement key email steps.

REVIEW CYCLE: Include a built-in review step for optimization every 3 months.

2 3 5 61 4 7



STEP 4: AUTOMATE WORKFLOWS

ACTION PLAN IDENTIFY KEY ENGAGEMENT TRIGGERS: Define actions that indicate lead interest (e.g., demo 

request, whitepaper download, webinar interaction).

AUTOMATE RE-ENGAGEMENT FLOWS: Build sequences to follow up with leads who go cold 

(e.g., a 3-email reactivation series) and personalize by adding snippets based on their role and 

company insights.

ADD TASK AUTOMATION: Automate tasks for sales teams (e.g., assign tasks to follow up 

after key touchpoints or send reminders if no engagement).

INCORPORATE MULTI-CHANNEL OUTREACH: Add email, LinkedIn messages, and SMS 

reminders for important workflows. Coordinate personalization across channels to maintain 

consistency.

TIMING AND SEQUENCE OPTIMIZATION: Use engagement history and time zones to send at 

optimal times, ensuring higher engagement.

2 3 5 61 4 7



Use this guide to create workflows that respond to specific buyer actions or inactions, 

ensuring timely and relevant engagement.

WORKFLOW GOAL: Define the purpose of the workflow (e.g., lead nurture, demo follow-up).

TRIGGER EVENTS: Identify behaviors that activate the workflow (e.g., webinar engagement, 

form submission, content download).

TOUCHPOINTS: Map communication steps (e.g., Day 1: Thank-you email, Day 3: Follow-up 

with additional resources).

DYNAMIC ADJUSTMENTS: Set rules that adapt workflows based on user actions (e.g., exit 

workflow if a meeting is booked).

METRICS FOR SUCCESS: Track KPIs (e.g., open rates, click-through rates, conversions) to 

evaluate performance.

MULTI-CHANNEL OPTIONS: Use a mix of email, SMS, and LinkedIn outreach to keep the 

conversation relevant.

PERSONALIZATION TAGS: Use dynamic fields like {First Name}, {Company}, or {Last Viewed 

Content} for tailored messaging.

BEHAVIOR-BASED WORKFLOW PLAYBOOK 2 3 5 61 74



Trigger Type Behavior Signal Workflow Action Automation Example Personalized Idea

Webinar Engagement 
Attached live or viewed 

recording

Send follow-up with 

webinar highlights

Trigger thank-you email 

with CTA

Add personalized intro 

referencing webinar 

content

Form Abandonment
Started form but didn’t 

complete

Send reengagement email 

within 2 hours

Email with value 

proposition and chat 

support

Add “Need help?” 

dynamic CTA

Demo Request
Booked a demo but didn’t 

show

Send calendar reschedule 

prompt

Trigger SMS reminder 1 

hour before new time

Include pre-demo 

checklist relevant to 

persona

Content Download Downloaded whitepaper
Send related content 

follow-up

Automatically send invite 

to related webinar

Reference downloaded 

content and next-step 

resources

Email Link Click
Clicked on case study but 

no response

Send case study follow-up 

with testimonial

Automated email with 

success stats

Reference relevant 

industries and outcomes

EXAMPLE WORKFLOW

STEP 4: 2 3 5 61 4 7



Field Description/Example

Workflow Name Webinar Follow-Up Workflow

Goal Convert Attendees into SQLs

Trigger Use attends live or watches recording

Day 0 Thank-you email with link to recap

Day 2 Follow-up email with additional insights

Day 5 CTA to schedule a consultation

Automation Tag engaged contacts, notify sales team

KPIs 40% open rate, 15% CTR, 5% consultation bookings

EXAMPLE PLANNER

STEP 4: 2 3 5 61 4 7



STEP 5: CRAFT COMPELLING 
EMAIL CONTENT

Develop content that resonates with your buyers by 

addressing their unique challenges, goals, and 

questions. Deliver value through educational, 

engaging content that builds trust and positions 

your brand as a partner in your customer’s success. 

Focus on value over promotion to strengthen 

relationships and drive deeper engagement.

2 3 4 61 5 7



STEP 5: CRAFT COMPELLING EMAIL CONTENT

KNOW YOUR AUDIENCE
• Identify persona challenges, goals, and questions

Analyze engagement data (click-throughs, page 

views) to refine topics

BUILD CONTENT THEMES
• Align content to key topics like efficiency, cost 

reduction, innovation

• Use a mix of formats: blogs, infographics, videos, 

case studies

MATCH CONTENT TO THE BUYER’S JOURNEY
• Awareness - Share educational content (e.g. blogs, 

industry insights)

• Consideration - Offer solution-driven content (e.g. 

case studies, webinars)
• Decision - Provide conversion-focused assets (e.g. 

demos, ROI calculators)

1

2

3
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MAKE CONTENT ENGAGING
• Hook readers with compelling subject lines and statistics

• Use stories, case studies, and examples to bring content 

to life
• Add GIFs, and images to increase engagement 

WRITE LIKE A HUMAN
• Keep a conversational tone, avoid jargon

• Position your brand as a partner, not a salesperson

• Offer clear next steps that align with buyer needs

USE A CHOOSE-YOUR-OWN-ADVENTURE APPROACH
• Provide multiple content paths (e.g., “Read a blog” vs “ 

View a success story”)

• Track popular content and contact engagements and 

tailor recommendations (“Hulu method”)

CONTENT CREATION ACTION PLAN:

2 3 4 61 5 7



PRO TIP:
Implement a 90/10 content-to-

promotion rule. Ensure 90% of your 

email focuses on value-add insights, 

educational resources, and 

storytelling, while only 10% includes 

direct promotion. Consider 

embedding short video summaries 

for an extra layer of engagement.

STEP 5: CRAFT COMPELLING EMAIL CONTENT

DIVERSITY CONTENT FORMATS
• Offer text, visuals, videos, guides, and infographics

• Emphasize key points with visuals like comparison charts 

or infographics
• Ensure visuals enhance and do not overwhelm the 

message

BOOST CREDIBILITY WITH SOCIAL PROOF
• Include testimonials, case studies, and data-driven insights

• Build trust by showcasing real results and industry success 
stories

OPTIMIZE CTAS FOR ACTION
• Every email needs a clear, compelling call-to-action (CTA)

• Example: Instead of “Learn More,” say “Send Me the Free 

Growth Playbook”

7

8
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CONTENT CREATION CHECKLIST:

2 3 4 61 75



STEP 5: CRAFTING THE PERFECT 
B2B EMAIL CHECKLIST

FROM NAME
• Use a recognizable name 

SUBJECT LINE HOOKS
• Keep it concise (40-60 characters)

• Highlight value or solve a pain point 

• Use personalization 

• Create urgency or curiosity 

PREVIEW TEXT
• Complement the subject line by 

expanding on the value

• Keep it within 40-90 characters

• Tease specific benefits or key 

content 

LANGUAGE CHOICE
• Use active voice

• Employ industry-specific terms sparingly

• Keep sentences concise

• Maintain professional warmth

FORMAT OPTIMIZATION
• Mobile-first design

• Scannable layouts

• Clear hierarchy

• Consistent branding

ENGAGEMENT DRIVERS
• Clear value propositions

• Specific action items

• Time-sensitive elements

• Social proof integration

STRUCTURAL ELEMENTS
• Use short paragraphs (2-3 lines)

• Incorporate bulleted lists for scanning

• Include white space for readability

• Add subheadings for navigation

STRATEGIC VISUAL ELEMENTS
• Comparison charts

• Process diagrams

• Data visualizations

• Brand-aligned imagery

DYNAMIC CONTENT
• Animated GIFs for key points

• Video thumbnails with play buttons

• Interactive elements

• Progressive disclosure elements

2 3 4 61 5 7



STEP 6: PERSONALIZE 
AT SCALE

The previous 5 steps have prepared you to 

connect the dots between the person, their pain 

points, and the value proposition of your product 

or service. Personalization goes beyond [First 

Name] to deliver highly relevant insights, offers, 

or solutions. Deep personalization builds trust 

and relevance, which are critical in B2B 

marketing where decisions often involve multiple 

stakeholders and longer sales cycles.

2 3 4 51 6 7



STEP 6: PERSONALIZE AT SCALE

DEVELOP ROLE-BASED MESSAGING
Tailor content to job roles:

• C-Suite: ROI, Strategy

• Mid-Level Managers: Tactical guides, success stories
• Practitioners: How-to tutorials, quick wins

PRE-BUILT SNIPPET LIBRARIES 
Build persona-based content snippets (e.g. summaries, tips)

DYNAMIC EMAIL TEMPLATES 
Create modular templates with replaceable blocks (e.g., 

CTAs, industry case studies)

PERSONALIZE TOUCHPOINTS 
AI-generated snippets adjust based on role, industry, and 

challenges. Include enriched value propositions based on the 

prospect’s business challenges.

1
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DYNAMIC CONTENT BLOCKS
Embed dynamic content sections that change based on lead 

attributes (e.g., industry, past engagement).

• Examples: Industry-specific success stories, product tutorials 
for new users

“HULU METHOD” FOR PERSONALIZATION
Monitor content consumption and suggest related resources.

• Pre-build email templates offering multiple content paths (e.g., 

“Learn More,” “Watch the Webinar,” or “Download the Report”)

DYNAMIC PERSONALIZATION TAGS
Add personalized snippets such as {Last Viewed Content}, 

{Company Pain Point}, and {Role-Specific Insights} to make each 

email feel customized

SMART SEGMENTATION
• Dynamically adjust content menus based on user preferences 

(e.g. swap a guide for a webinar if they prefer video)

Follow these tips to create emails that feel like they were written just for the person receiving them and exactly what they wanted. 

4

8
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STEP 6: PERSONALIZED CONTENT 
CUSTOMIZATION LAYERS

INDUSTRY-SPECIFIC 

ELEMENTS
• Relevant benchmarks

• Industry terminology

• Sector-specific challenges

• Competitive insights

1 ROLE-BASED 

CUSTOMIZATION
• Decision-maker priorities

• Technical specifications

• Implementation concerns

• Budget considerations

2 COMPANY-SIZE 

ADAPTATION
• Enterprise vs. SMB focus

• Resource allocation guidance

• Implementation timelines

• Scale considerations

3

BEHAVIORAL & 

ENGAGEMENT-BASED 
• Past email interactions  

• Content consumption history 

• Website activity tracking

• Recent engagement triggers 

4 SALES CYCLE STAGE 
• Awareness-stage: 

Educational  

• Consideration-stage: Case 
studies/ guides

• Decision-stage: 

Calculators/FAQs/Offers

• Post-sale: Onboarding 

resources/feature updates

5 CONTACT LIFECYCLE
• New contact: Introductory 

resources

• Repeat visitors: Deeper content  
• Existing customers: 

Upsell/cross-sell opportunities

• Unengaged: Personalized re-

engagement sequences

6

2 3 4 51 6 7



Launch with precision, track KPIs, and refine based on 

insights to boost engagement. Continuous optimization 

keeps emails relevant, improves deliverability, and 

aligns with buyer preferences—helping you stand out in 

crowded inboxes. 

Deploying with a plan and optimizing iteratively keeps 

your emails aligned with your buyers’ evolving 

preferences and behaviors.

STEP 7: DEPLOY AND OPTIMIZE 2 3 4 51 6 7



1. A/B TEST DEPLOYMENTS

A. Experiment with subject lines, email design, and CTA 

styles/placement to find what resonates best.

B. Example: Test curiosity-driven vs. value-based 

subject lines.

2. TIMING OPTIMIZATION

A. Analyze engagement trends to schedule emails at 

peak times for different segments.

B. Example: Send early-morning emails to C-level execs 

and mid-afternoon emails to practitioners.

DEPLOY WITH PRECISION

STEP 7: DEPLOY AND OPTIMIZE

1. USE ANALYTICS DASHBOARDS

(Ex: Google Analytics or HubSpot):

A. Track performance metrics like open rates, click-through 

rates, response rates, and conversions.

2. CONTENT PERFORMANCE METRICS

A. Open Rates by Content Type: Identify which types of emails 

(e.g., case studies, guides) resonate most with your 

audience.

B. Click-Through by Message Style: Measure the effectiveness 

of educational vs. promotional messages.

C. Engagement Time Tracking: Track how long recipients spend 

engaging with your content.

D. Content Preference Patterns: Discover which resources (e.g., 

videos, blogs, reports) are most popular.

E. Response Rates by Format: Compare responses to plain-text 

emails vs. highly designed formats.

MONITOR, ANALYZE AND OPTIMIZE

2 3 4 51 6 7



NEWS & PRESS RELEASE MONITORING:

MELTWATER: Enterprise media monitoring 

platform that tracks news, social media, and 

press releases

MENTION: Real-time media monitoring tool that 

catches brand mentions across web and social 

media

GOOGLE ALERTS: Free tool for monitoring news 

mentions and website changes

NEWSWHIP: Predictive media monitoring 

platform that tracks trending stories and 

company mentions

APPENDIX: EMAIL ACCELERATION TOOLS

WEBSITE CONTENT ANALYSIS:

DIFFBOT: Uses AI to extract structured data from any 

website, including company information, product 

details, and team members

IMPORT.IO: Web scraping platform that can 

automatically extract and monitor website content 

changes

PHANTOMBUSTER: Automation platform with 

specific extractors for company websites and social 

media

BRIGHT DATA: Enterprise-grade web scraping 

infrastructure for large-scale website data collection



TECHNICAL STACK & DIGITAL 

FOOTPRINT:

BUILTWITH: Identifies technologies used on 

websites

G2: Reveals software stack through review and 

usage data

SLINTEL: Technology adoption intelligence 

platform

HG INSIGHTS: Technographic data provider 

focusing on enterprise tech stacks

APPENDIX: EMAIL ACCELERATION TOOLS

COMPANY & CONTACT DATABASE 

PLATFORMS:

ZOOMINFO: Comprehensive B2B database with 

company and contact information

CLEARBIT: API-first data enrichment platform 

that provides company and person data

APOLLO.IO: Sales intelligence platform with 

extensive B2B data

CRUNCHBASE: Detailed company information 

focusing on funding, acquisitions, and growth 

metrics



APPENDIX: EMAIL ACCELERATION TOOLS

SOCIAL MEDIA & PROFESSIONAL NETWORK DATA:

CLAY: LinkedIn and social media data enrichment 

platform

LUSHA: B2B contact and company data platform

LEADIQ: Sales prospecting platform with social selling 

features

SEAMLESS.AI: AI-powered contact data platform



READY TO TURN 
EMAILS INTO 
PIPELINE?
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You’ve got the framework—now let’s put it into 

action. Whether you need guidance, strategy, or 

hands-on execution, we’re here to help.

>> Tap the link to connect with us and start 

building email campaigns that drive real results!

https://vendedigital.com/contact-us/
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