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OUR STORY
During the COVID-19 pandemic, as more people
turned to outdoor activities, picnicking surged—
along with the waste it created. Green Gatherings
was founded to address this problem by offering
biodegradable, sustainable picnic products made
from pressed leaves. Our mission: make
gatherings greener, without sacrificing
convenience or beauty.



THE RESEARCH
In order to better understand our target market, we sought to

understand... 
women, primarily between the ages of 30-50
young families with children between the ages 3-12
environmentally conscious people
people in the middle income range
and lastly those who live in Europe



30-50 Y/O WOMEN
Women aged 30–44: Significantly more likely to purchase
sustainable products, influenced by health, family, and values. 

 https://nypost.com/2024/10/17/lifestyle/most-parents-are-
concerned-about-the-environment-for-their-kids-heres-
what-theyre-doing-about-it/

According to a study published by the NIH, this demographic values
products appeared to be environmentally sustainable presumably
to conform to societal standards.

https://www.shorr.com/resources/blog/sustainable-packaging-
consumer-report/?
utm_source=chttps://www.shorr.com/resources/blog/sustainabl
e-packaging-consumer-report/
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YOUNG FAMILIES WITH
3-12 Y/O CHILREN

72% of parents worry about the future of their kids in reference to
global warming.
Parents want eco-friendly products that will help preserve the
future for their children.

 https://nypost.com/2024/10/17/lifestyle/most-parents-are-
concerned-about-the-environment-for-their-kids-heres-
what-theyre-doing-about-it/
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ENVIRONMENTALLY
CONSCIOUS
INDIVIDUALS

50% of total consumers rank sustainability among their top 4
purchasing wants.
This finding indicates that half of the population value sustainable
products.

https://meyers.com/meyers-blog/consumer-sustainability-
trends-in-the-packaging-industry



MIDDLE CLASS
Middle income individuals want to be sustainable, but only if they
can afford it. 
Middle income individuals actually lag behind high income buyers
for buying sustainable products. However. 64% of middle-income
people say that they’d chose sustainable products if they’re
affordable. 
This research suggests that if we’re to market to the middle class,
pricing is crucial.

https://packagingeurope.com/news/cost-of-living-and-
climate-change-main-concerns-in-pro-cartons-2025-
consumer-survey/12544.article?



EUROPEANS

Europeans automatically have higher EU sustainability standards to
comply with

https://ecomundo.eu/en/blog/ppwr-packaging-waste
In Europe, 84% of consumers look for cycling information on
package

https://www.packagingworldinsights.com/non-
food/packaging-sustainability-trends-84-of-european-
consumers-actively-look-for-recyclability-instructions-on-
products/?utm_source=chatgpt.com

https://ecomundo.eu/en/blog/ppwr-packaging-waste?utm_source=chatgpt.com
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Blog Post
Educational 
Conversational

In establishing the brand’s messaging, I wanted to be as positive
and educational as possible. People need to know the
company’s mission and that there is a current waste problem.
At the same time, I wanted to avoid being negative or
condescending. I wanted it to feel like having a conversation
with a friend. 

Warm
Optimistic 
Educational

Brand Voice & Tone Brand tone

Email Marketing
Actionable
Helpful

Product Landing Page
Simple & clean
Mission-driven

The tone and communication style did change slightly,
depending on the content platform. Though the content style
changed depending on the content, the mission remained the
same; to educate in a positive and conversational manner. 



Julia is a 32-year-old mom from London, balancing
career growth with raising two kids. She’s health-
conscious, budget-aware, and eco-minded. While she
can’t always afford premium sustainable brands, she
wants her everyday choices to make a difference.
Green Gatherings offers her a guilt-free, affordable
way to do something meaningful with her kids.

Julia Susan

Buyer Personas
To understand our target audience, we created two buyer personas, Julia and Susan

Ingrid is a 58-year-old grandmother in Europe who
enjoys cooking, gardening, and being outdoors with
her grandkids. She values health, family, and
sustainability. Picnics are her favorite way to gather—
and using biodegradable tableware allows her to
model eco-conscious habits while making memories.



LONG-FORM BLOG

The point of this blog article was primarily to
establish trust and credibility to those who
don’t know the brand yet. 
Additionally, a point of emphasis was to
influence visitors to sign up for the newsletter,
turning them into a lead. 

OBJECTIVE

The writing style for this blog leans heavily on a
conversational/friendly type of messaging. 
This is meant to educate without
intimidation/condescension. I think that
people, especially today, are wary of authority,
so I tried to write like I was having a
conversation with an old friend, and not your
teacher. 

CONTENT STRATEGY



PRODUCT LANDING PAGE

The intent of this landing page was to promote
the picnic kit set.

When opening the webpage, the first thing
the user sees is the kit, followed by
information about it. 

HERO SECTION

If the hero section of the website captures the
user’s interest, they can scroll down to the
product description which has more
information about the advertised product.
This section highlights the products strengths.

PRODUCT DESCRIPTION 

Lastly is the blog. If the user is interested in the
company and wants to learn more, the user is
free to read the blog and sign up for the
newsletter if he/she likes the content.

BLOG



REFLECTIONS

This campaign helped me see how interconnected
every piece of marketing is—from research to
content execution. Every persona, blog post, and
landing page element must align with the core
message. I’ve grown in my ability to think
holistically and communicate clearly, while always
staying grounded in the brand’s purpose.



Keyword
Analysis



Possible
Keywords



Chosen
Keywords
These short tail phrases had low difficulty
scores, essentially allowing me to be more
compeititve in organic searches

01 Sustainable Picnic Supplies

02 Biodegradable Picnic Set

03 Sustainable Living Tips



Blog
Article

Keyword Focus:
Sustainable Living Tips



Landing
Page

Keyword Focus:
Sustainable Picnic

Supplies



Rationale
Each of these keywords were utilized to
increase readability and both of the
page’s organic search ranking. On both the
landing page and the blog, “Sustainable
Picnic Supplies” & “Sustainable Living
Tips” respectively were used to emphasis
the focus of the content, enhancing the
website as a whole and boosting its online
search ranking.



Pageview Report



Traffic
Acquisition
Report



Analytics
1.Approximate 22 Opened Emails
2.9 Email Click Throughs
3.15 Landing Page Visits
4.7 Thank you page conversions



Summary

Upon looking at the raw numbers, the
campaign looked promising. The page views

kpi was especially promising as I almost
doubled the target value of 8. However,
when looking at the dates of the website

traffic, the majority of the home page views
came when the website was first launched.

The home page only received 5 views during
and following the email campaign. I ran into
the same problem with the thank you page

with only one visitor during the email
campaign.  

Though the end outcome of the email
campaign wasn’t met, there were some

positive insights. The average open
rate was 62.5% and the click through

rate was just one click shy of reaching
the target goal of 10. My strong email

open rate coupled with my weak
landing page visitor rate might suggest
that I need to work on the content of

my emails. 

The Bad The Good



Welcome Email



Email
Flowchart



Email: 1



Email: 2



Email: 3



Email: 4



Takeaways 
The more I learn about digital marketing, the more I don’t know, and I

absolutely love that. Throughout this Green Gathering project, I’ve
learned how to use various tools such as MailChimp and WordPress.
I’ve learned marketing fundamentals such as “Tone” and “Personas”
as well as marketing funnels. This project has utilized everything that
I’ve learned and I feel like there is still so much more to learn. If I was
to improve on one thing, I think would be consistency throughout the

whole project. I tent to just “wing” things and go with my gut, but
marketing is just as much of a science as an art. So I would like to

make more of a science of marketing going forward. 



Takeaways Pt. 2 
As far as this project, itself; my thoughts are that it did go pretty

smoothly. I would have liked to work with a much larger audience and
increase the length of the campaign so I could really dive into the
numbers. I fear that my Google Analytics numbers can’t really be

trusted because my audience is biased. The people subscribed to my
email list are either people that know me or people who are in the

course. Demographics are often the biggest limitation to most
studies and this project is no different. I look forward to learning and

growing more within and outside this course.  



As previously mentioned, when looking at the
overall campaign performance from start to
finish, the results appear to be nearly a
complete success. I was able to double my KPI
target for visitors reaching the “thank you”
page. However, a closer look at the timeline
reveals that the majority of these visitors
arrived before the email campaign was
launched. This indicates that the email
campaign itself had minimal impact on driving
conversions. Instead, it suggests that the
primary driver of success was the website’s
SEO and content, which likely played a
significant role in attracting and converting
visitors.

Recommendations



1.The most glaring statistic was the lack of
landing page views/click throughs during my
email campaign, despite having an
astonishing 62.5% open rate. This might
suggest that I need to work on the CTA and
content of the emails. 

2.The blog article failed to receive enough
attention as well which effected the amount
of email signups. I recommend improving the
blog content and SEO of the page to attract
more users. 

3.Over the 2-month span of the campaign, we
received approximately 80% of web-based
KPIs when the website launched. Rather than
immediately switching to an email campaign,
keeping momentum on the website might
have been the wiser move.  

4.Before starting another email campaign, generate
a larger audience through blogging. This will
ensure that we have more potential customers for
the email campaign.

Recommendations Pt. 2
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