
Achievements 1 & 2
Presented By: 
Andrea Heisinger

Green Gatherings
Product Launch:
Content Marketing
Campaign

GREEN
GATHERINGS



Brand overview1.
Product launch & content
marketing campaign

2.

My role in the project3.
Deliverables4.
Achievement 1 reflections5.
Achievement 2 reflections6.

O v e r v i e w

GREEN
GATHERINGS



Green Gatherings
offers picnic products
made from
sustainable,
biodegradable leaves.
Our goal is to create
accessible
biodegradable
products and inspire
people to live more
sustainable lives while
respecting the planet.
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Overview
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Product Launch

Green Gatherings launched a range of biodegradable
picnic products made of leaves. 
This includes bowls, plates, cups and picnic kits.

Content Marketing Campaign

Goal is to increase brand awareness, generate leads
for an email list and produce sales leads.
Includes content at attraction, consideration and
decision parts of the funnel.
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I decided on the tone and voice of the brand and chose
imagery. 

Brand Messaging

I wrote a long-form blog article to appeal to our target
buyer persona.

Blog Article

I produced a landing page for one of the Green
Gatherings products. 

Product Landing Page

Market Research
I researched the target market and competitors.

What I Delivered

I came up with 2 buyer personas and a target customer
story.

Buyer Personas
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I set up analytics and produced reports on KPIs.
Website Analytics Reports

I wrote and designed 4 emails and planned when they
would be sent.

Email Course

Keyword Analysis
I researched and chose keywords to SEO optimize the
blog post and landing page.

What I Delivered

I made a welcome email, set it to go out for new
newsletter signups, and planned a course of 4 emails.

Email Automation & Planning



Deliverable 1: Market Research & Analysis 

We were asked to do target market research, competitor research
and industry research for Green Gatherings.
The goal is to better understand our target market and competitors
in order to customize the content for our campaign. 

GREEN
GATHERINGS



What’s In the Market Analysis?

Target market research that will make it easier to focus
the content in the campaign.
I also did competitor analysis and found the top
competitor. Then I looked at their website and social
media presence.
Based on the research I came up with 2 personas and a
main buyer persona.
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Reflections

I found researching the target market and
writing a synthesis was difficult.
Next time I would put more effort into
researching the target market. If I did this
it might be easier to write the target
market synthesis.
Doing market research is something I
need more practice with, and I hope it
would be easier to do with a product
that’s not so niche.
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Deliverable 2: Brand Messaging 

We were asked to come up with abbreviated brand messaging
guidelines. This included brand tone and voice, values and imagery.
The goal is to consistently and effectively communicate the Green
Gatherings brand in the content marketing assets.
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What’s In the Brand Messaging?

Our purpose is to make
sustainability and caring for
our planet fun and
accessible.
The voice and tone are
empathetic, authentic,
action-oriented, community-
focused and collaborative.
The tone and style vary
according to type of content.
Imagery evokes nature,
being outdoors, spending
time with other people,
having a picnic.
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Reflections

I had a hard time coming up with the
words to use for the voice and tone.
I used ChatGPT to help get me started,  
but in the future, I would look online for
examples and help instead.
Coming up with the brand voice and tone,
colors and visuals is difficult but
rewarding when you’re done and have a
brand that looks and sounds great.
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Deliverable 3: Buyer Personas

We were asked to create 2 buyer personas based on our
market research and target market.
The goal was to use the persona we chose to turn into a story
as the focus of our content marketing campaign.
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What’s in the Buyer Personas?

I summarized 7
categories to define 2
buyer personas.
This included
background,
demographics, lifestyle,
goals and dreams and
challenges.
Our chosen persona is a
45-year-old female
teacher worried about
climate change and her
role in it.
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Reflections

Filling in the demographic and background
information for the personas was difficult
because we don’t have customers yet and are
only going off research.
More practice and research into building
buyer personas would be helpful.
By the end I could visualize the personas and
think of them when building the web page
and writing the blog article.
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Deliverable 4: Blog Article

We were asked to write a blog article to appeal to the Green
Gatherings buyer persona goals.
The goal is to measure pageviews, as well as provide a place to
embed a sign-up form for our email list.
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What’s In the Blog Article?

It’s a listicle of 5 things
you can do to live more
sustainably. 
Before writing, a lot of
research was done for
sustainability tips and
facts.
Green Gatherings is
mentioned a few times
throughout.
At the end, there is an
embedded MailChimp
block to collect people’s
email addresses.
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Reflections

Researching and writing the blog article
was a good exercise in focusing on the
buyer persona. 
Keeping the content marketing campaign
goal of the blog post in mind while writing
made it easier to decide what to include. 
Once I did that it was easier to figure out
what sustainable living tips to include in
the text.

GREEN
GATHERINGS



Deliverable 5: Product Landing Page

We were asked to make a product landing page for one of Green
Gatherings’s products. I chose the picnic kits. 
The goal is conversions by people clicking on the CTA buttons.
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What’s on the Landing Page?

The page includes a
product description,
product features, and
testimonials.
I focused on finding
appealing (fictional)
pictures of the products.
There are 2 CTA buttons
to encourage people to
take action.
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Landing Page Features

A catchy heading,
subhead and CTA grabs
attention.

Clear features show the
product strengths. Testimonials give

customers confidence.
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Reflections

 Trying to present the product on a
landing page to convince someone to
click and buy was an interesting
challenge.
I tried to only include information the
buyer persona might want, but it was
hard. 
I might cut down the product feature
descriptions because they appear too
long on the page.
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 We were asked to create a keyword strategy and do
keyword research based on Green Gatherings buyer
personas.
I chose 3 long-tail and 3 short-tail keywords based on the
research.

Deliverable 6: Keyword Analysis
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GATHERINGSWhat’s in the Keyword Analysis?

The analysis includes who
we’re targeting and what
problems they’re trying to
solve.
I also researched the search
habits for the buyer
persona’s demographics.  
From the research, I
compiled a keyword master
list.
The list was narrowed down
to long-tail and short-tail
keywords.
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Reflections

Doing keyword research in English for
Europe was difficult.
I had a limited number of searches
available on Moz and SemRush, so I made
the most of them.
I was able to choose my keywords by
looking at the search volume for the UK.
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Deliverable 7: SEO Optimization
GREEN
GATHERINGS

We were asked to SEO-optimize our blog article and
landing page.
The goal is to improve the ranking in search engines for
greater visibility of Green Gatherings.
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What’s in the SEO Optimization?

The content was updated to
include keywords like
“sustainable picnic”.
The blog post and landing
page were changed to
improve the Yoast SEO
readability.
Images had alt tags added
and the size was reduced to
improve page speed if
necessary.
Outbound links were added
to the blog post.



Reflections

I enjoyed optimizing the pages and hope
it improves the ranking.
It was a good challenge to fit the
keywords in the text and headlines in a
natural way.
There was not a lot of organic search
volume for the main keyword in the UK,
but hopefully, other text and page
improvements improve the rankings.
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Deliverable 8: GA Reports
GREEN
GATHERINGS

We were asked to configure a custom pageview event and
conversion event in Google Analytics.
I also created a funnel in GA for the email campaign.
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What’s in the GA Tracking?

I set up events in GA to track pageviews and
conversions when people click on a CTA on the
Green Gatherings landing page.
I also set up a 2-step funnel to view when
people visit the landing page.
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GA Pageview Report

From Jan. 30 - Feb. 28, 2024
27 pageviews of the landing page/home page
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GA Funnel Report

4 conversions from Jan. 30-Feb. 28, 2024



Reflections

I faced challenges setting up the events in
GA, but after doing online searches in
forums I found answers to my questions.
I also had a problem with creating the
funnel, but after I got some feedback on
which URL to use, I was able to figure it
out. 
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Deliverable 9: Welcome Email
GREEN
GATHERINGS

To increase the visibility of Green Gatherings, we wanted to add to
our newsletter subscriber list.
A welcome email was created in MailChimp and set to send out when
new people sign up.
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What’s in the Welcome Email?

The email is
automatically
sent to new
newsletter
subscribers,
thanking them for
signing up.



Reflections

The welcome email was sent to 7 of the
14 people on my subscriber list.
Of those 7 emails sent, there was a 100%
open rate, which is a good result. 
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Deliverable 10: Email Course Flowchart
GREEN
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We were asked to come up with a series of emails to deliver quality
content to our subscribers.
Four emails were created to target people in different stages of the
funnel.
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What’s in the Email Flowchart?

Ideas were
brainstormed for
information that
would get people to
click on the CTA and
convert.
A series of 4 emails
was created.
These cover
sustainable living tips
and how Green
Gatherings products
are made.
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What’s in the Email Flowchart?



Reflections

Deciding on what was included in the
emails was challenging. It helped to go
back to the buyer persona.
The 4 emails contain quality content that
will hopefully lead people to click on the
CTA button to go to the landing page.
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Deliverable 11: Email Course
GREEN
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We had to create the emails for our email course in MailChimp.
We were also tasked with setting up tracking for these emails in
Google Analytics.
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What’s in the Email Course?

Topics include single-
use plastic reduction,
conscious
consumption, picnic
tips and introducing
how our products are
made.
The emails will go out
at least 2 days apart
and we’ll track open
and click-through
rates.
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Email No. 1

Talks about plastic waste and gives tips on
how to reduce single-use plastic use.
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Email No. 1
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Email No. 1

83% open rate
3 click-throughs
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Email No. 2

Informational email about how to become
a conscious consumer.
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Email No. 2
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Email No. 2

62% open rate
0 click-throughs
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Email No. 3

Tips for having a more sustainable picnic.
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Email No. 3
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Email No. 3

71% open rate
1 click-through
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Email No. 4

Goes through how Green Gatherings
products are made and encourages sales.
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Email No. 4
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Email No. 4

64% open rate
4 click-throughs



Reflections
GREEN
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I sent out 4 emails and they all had open rates
better than the KPI of 35%.
The best-performing email was No. 1, with an
83% open rate and 3 click-throughs.
Email No. 2 was the worst performing of the
course, with a 62% open rate and 0 click-
throughs.



Achievement 1 Reflections

My main achievement is learning how to produce
deliverables for a content marketing campaign.
I learned how to use tools like WordPress,
MailChimp and Google Analytics to meet the KPIs
and goals of the campaign.
Learning how to create buyer personas was a
useful skill to know who you’re marketing to.
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Achievement 2 Reflections

My main achievement is learning how to produce
optimized content and trackable emails for a
marketing campaign.
I learned more about using tools like MailChimp,
Yoast SEO and Google Analytics to meet the KPIs
and goals of the campaign.
Learning how to build and send emails, while also
tracking things like open rates, were challenging
but exciting skills to learn. 
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Achievement 2 Data
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Recommendations

GREEN
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In future email courses, I would move the CTA
up in the email to improve the click-through
rate.
We should produce more like the first and
most successful email that was short and
informational.
Readers liked the listicle blog post, so we
should write more in this style.
We barely reached our conversion KPI so we
can think about new email formats and the
landing page layout. 




