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I have helped small and large businesses create dynamic email  
campaigns. Great email marketing can help you grow your 
business and generate revenue. I developed this toolkit to help 
you get started with email marketing for your product-based 
business. If you’ve already dabbled in email marketing, I hope 
this toolkit will offer you suggestions for improving your email 
marketing efforts.  
 
I love email for several reasons. First, email marketing is a great 
way to promote your products to people who have already  
expressed interest in your business.  Email marketing also helps to  
reinforce your branding. Email marketing efforts are measurable – by diving 
into analytics, you can tell what’s working and what’s not. Most of all, email 
marketing when done correctly can help you make money – and that’s  
important, right?  
 
Creating emails to market your business can sometimes seem overwhelming. 
There’s definitely a lot of planning involved and steps to creating an  
effective email campaign. You have to plan the emails (from subject line  
to text to graphics), create the content, and then make sure everything  
displays and works correctly. If you don’t have a good system, it can be a  
huge undertaking. 
 
I’ve developed this toolkit to help you get started. It’s a practical resource 
that contains things to consider and expert tips and guides on creating your 
next email campaign with ease. 
 
So, let’s get started! 

Hi,  I’m Kia

WHO THIS TOOLKIT IS FOR: 
This toolkit is designed especially for small and medium-sized  
businesses that sell physical products online. The purpose of 
this toolkit is to help guide you in creating email promotions 
that will grow your brand awareness and sales. It’s geared  
towards businesses that sell to consumers, but many of the 
principles can be applied to B2B and even service businesses. 

Kia  Dolby
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There are several things you should consider before you start any new email  
campaigns or promotions.

Consider style and branding 
Your emails should have a consistent 
look and feel. Overall style should 
match your website and other  
marketing materials. Content  
should be written in a tone that is  
appropriate for your customer base.  

Know what your customers want
Decide what types of emails you  
will send out. Your emails may be 
sales or promotion driven, or you 
may create emails that increase 
brand awareness like behind-the-
scenes information, content that 
reinforces the company’s mission  
and goals, staff profiles, or  
informaton about company- 
supported causes. Use the customer 
persona worksheet to get started. 

Watch the competition
Evaluate the email campaigns your  
competition and brands that may be 
similar to yours send.  
Monitor frequency of their email  
campaigns, the types of promotions 
they offer, and overall content  
they provide.  

Set goals
Start any email efforts with end goals in 
mind. Are your goals purely sales driven, 
or do you also want to drive traffic or 
sales to a physical store location or  
increase brand awareness? 

START WITH A GREAT FOUNDATION

Before you begin...

Kia’s favorite:
I   love   Mail chim p! 

It’s   cost-effectiv e  
 and   easy to  use.
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Determine your tools
You will need to use email marketing software for creating your emails. Your  
software should allow you to easily build emails as well as track stats like open rates, 
clicks and possibly sales. You’ll need a tool that will keep your emails compliant so 
your emails are delivered to your customer’s inbox (not spam), and that you are 
kept off blacklists. Your software should allow customers to easily unsubscribe. 

Before you commit to a software, 
evaluate several tools for cost, ease 
of use and other features. Some 
popular tools are MailChimp, Con-
stant Contact, Vertical Response, 
Klayvio, GetResponse, AWeber and 
Emma - just to name a few. 
  
Make an offer
You’ll also want to encourage  
people to sign up to receive your 
emails. Consider a special offer like 
free shipping, a dollar amount or  
percentage off their first order,  
or even a free gift. Make sure  
the sign up and offer details are  
prominently located on  
your website. 

 
Tidy up your list

Make sure you have permission to use any emails you add to your list (either from 
an opt-in on your website, or a signup sheet you display in your store, or at trade-
shows). It’s good to also let subscribers know how often you typically send emails as 
well as that you do not sell or share their emails. 

Evaluate your website
Now is also a good time to do a simple review of your website. Are your product 
descriptions clear and concise? Can customers easily shop, apply promo codes and 
check out? Is your branding consistent? Is it easy for potential customers to sign up 
to receive emails and updates? Is your mission and purpose clearly stated on your 
site? If you aren’t sure, hire someone or ask a friend to evaluate.

Now that you’ve create a firm foundation, it’s time to start planning your emails!



[ 5 ][ 5 ]

Know your customers
 
Customer personas/profiles are a useful tool to help you create comprehensive 
profiles of your customers. Knowing who your target customers are will help ensure 
you are creating appealing content for your audience. Most busineses will find most 
of their target or ideal customers can be summarized in 2-3 personas.

Use this worksheet to help you create customer profiles. You can then use these 
profiles to make sure you create content that appeals to your customers. 

PERSONA NAME 

Age: 
 
Occupation: 
 

Profile Summary:
 
 
Key Interests and behaviors:

Media and brands:

Motivations:

Frustrations:

Influences:

Other Information:
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Plan Your Promotional Calendar 

Your email marketing calendar is the document you’ll use to plan all your efforts. 
Before creating a plan, take a big picture view of your goals and objectives and 
break those into smaller tasks for the year, quarter, month and week. 

Big picture brainstorming
Start with a brainstorming list of all the ideas you have for email, promotions or 
your business in general. Your brainstorm list is the creative starting point for your 
email marketing efforts. Approach the creation of this list not just as a task that you 
do one time, but as an ongoing, fun process that becomes a part of your routine.  

THINGS TO CONSIDER WHEN PLANNING YOUR CALENDAR.

Reasons and Seasons to promote your business
Plan email content and promotions around reasons people shop for your products 
and relevant seasonal activities. For instance, you may have products that are 
great for Mother’s Day, or others that are better for use in specific seasons (like 
swimsuit promotions in the summer). You may want to tie-in seasonal  
promotions in a general way. For instance, many companies use holidays like  
President’s Day as an opportunity to create promotions. Brainstorm ideas around 
the following reasons and seasons:

 Holidays(Christmas, Mother’s Day, Halloween) 

 Days to remember  
 Months or days to honor a cause (cancer  
 awareness), little known days to celebrate  
 (did you know November is “Adopt A Senior  
 Pet Month”)?

 Seasons 
 This can be the literal seasons (spring, winter,   
 summer, fall), as well seasons for certain activities  
 like summer break, football season, camping  
 season,  wedding season, graduation, etc. Think of  
 the things your customers may be interested in   
 during these times.

Product, stock and inventory
You’ll also want to think about product inventory when planning your promotions.  
For instance, there may be times you want to plan a sale around slow-moving  
inventory. Or you may want to make sure you have sufficient inventory ahead of a 
big promotion.
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New product releases
You may occasionally add new products to your offerings. Be sure to promote 
new product launches with previews, teasers and discounts.
 
Brand awareness
You may want to create emails just to promote brand awareness. These are  
informational emails that let people get to know you and your business and not  
necessarily sales driven. Customers support businesses they know, like and trust. 
Allowing people inside look at your business helps to establish and grow your 
brand.  Some ideas for creating emails to grow brand awareness might include 
behind-the-scenes stories, staff profiles or product features. 

Frequency
Determine the general cadence you will follow for sending email. Will you send 
emails monthly, weekly or daily? Be realistic about the resources and time you 
will need to create emails. 

More about Resources
Depending on the size of your business, determine the resources you need for 
each email. Will you have photograhy shot, or will you use stock photography? Do 
you need a writer or can you write your own content? Do you need a dedicated 
staff person or freelance resource to help you on an ongoing basis with emails? 

Putting together a calendar
Once you have established ideas, determined email frequency and have a handle 
on resources, you can begin to put together a real tentative schedule. Everyone is 
different, but I like to have a draft view of several months of emails and a detailed 
view of one-two months. This allows me to plan multiple emails at a time.



E M A I L   C A L E N D A R  T E M P L AT E

Customize this template for use on your 
editorial calendar.

Send Date Title FocusPromo Codes Assigned To

JANUARY

FEBRUARY

Add or delete
fields as needed  to fit

your needs.
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From Planning to Creation 
Every email campaign is different, but here are the basic steps I  
follow for all of my email marketing and promotions.

Plan content 
Establish email idea and promotion. Determine what resources are 
needed. Determine date and time email should be sent.

Create content
Choose images and write draft of email. Hire help when needed to  
assist with photography, content writing or for technical assistance. 
 
Promotion set up 
Set up promo codes, create any accompanying graphics for website 
that may need ot be added like promo banners. Make sure to include 
terms of promotion like end date and exclusions in both email and on 
website.  

Create email 
Start with a template. Add content and images. Make sure you have a 
unique and captivating subject line and CTAs (Call to Action).

Add analytics
Make sure all traffic and analytics are in place.  

Test 
Check all links. Make sure promo codes and 
discounts work at checkout. Make sure email 
displays correctly in various browsers and on 
mobile devices.

Deploy
Schedule time and date for your email to  
be sent.

Measure
After your email is sent, review open rates, peak performance time 
and sales generated by email. It often takes about 3-5 days after send 
to get a true idea of email performance.
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Don’t go it alone
 
I can help you create, plan and execute your email marketing campaigns. When 
you work with me, you’ll find a partner who is just as excited about your business, 
your goals and your vision as you are! If you are a small business, organization or 
a solopreneur looking for someone to help you navigate your next email  
campaign, branding project or site redesign, I would love to work with you. 
 
•Visual Branding and Design
•Web Design
•Email Marketing
•Marketing and Communications Strategy
•Social Media Strategys

KiaDolby.com 

kia@kiadolby.com

kiadolbycreative

kiadolby

In conclusion 
Creating great emails can be fun and rewarding. Your business can 
truly thrive with email marketing once you establish a good system 
and the right resources you need to execute your campaigns. 

I hope this toolkit helps inspire your marketing efforts and serves as a 
resource you can refer to as you plan and implement your email  
campaigns. Feel free to contact me with your questions and  
success stories.

Kia



[ 12 ]

Glossary 
Autoschedule: A way to post content using a tool so that it is published at a  
specific time and date. 

Call to Action (CTA): An instruction to provoke a response or immediate action. 

Content Plan: Document used to manage content development. 

Conversion: An action performed by a visitor to your site, like signing up for a
newsletter, registering for a seminar, or buying product. 

Demographic: Information about a typical member of a group or audience such 
as age, income, geographic location, marital status, income or sex. 

Drip campaign: A prewritten set of content delivered at a predetermined interval. 

Editorial Calendar: A tool used by publishers to plan and manage content for a
website, social media, a magazine, a blog, or other publication. 

Engagement: To hold the attention of an audience. Engagement is hard to mea-
sure, but some indicators of engagement are site participation, subscriptions, 
number of return visits or length of visit on a site or social channel. 

Retargeting: Email retargeting, sometimes called remarketing is a strategy to 
target email contacts or returning customers who don’t convert by either offsite 
advertising, onsite CTAs, or email marketing. 

List: A list of people who have agreed to allow you to send them emails, market-
ing offers, newsletters or other promotions. 

Campaign: one or several emails sent to solicit sales or build brand awareness


