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increase brand awareness,
increase sales 
build a community of customers seeking sustainable solutions
via lead generation (email signups)

Green Gatherings is new company which offers sustainable,
biodegradible picnicware composed from locally sourced leaves.

The company was born out of  the need to provide a solution to the
problem of single-use plastic picnic products which have a heavy
environmental cost.

The digital marketing team was tasked with creating a campaign to:

"Convenient, sustainable picnic
supplies for eco-friendly

outdoor dining experiences
that minimize waste."

 
 

Introduction
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PART 1 Target Market Research

PART 2 Branding & Buyer Personas

PART 3 Blog Article

PART 4 Landing Page Creation

PART 5 Launching of the Website
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My role was focussed on creating several content marketing
deliverables to support the campaign. These included a blog article
to act as an email lead magnet as well as a professional landing
page to guide customers further along their buyers journey. 

The campaign content was meticulously crafted based on
extensive market research, resulting in clearly outlined and
targeted buyer personas.

Deliverables
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PART 6 Key Word Analysis

PART 7 Google Analytics

PART 8 Welcome Email and Flowchart

PART 9 3 Email Drip Campaign
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Develop target market research and competitor
research
Synthesize the findings of the research

Goals

Target Market Research

03

This section of the campaign required researching
reputable reports from trusted sources on specific market
trends relating to sustainability.

The scope of the research focussed entirely on the
European market as this is where the brand is currently
focussing its sales efforts. The results of this research were
synthesised to begin to develop our buyer personas for the
campaign.

Green Gatherings Product Launch Campaign



04

blog topics
email course topics
unique value propositions for Green Gatherings t
help separate us from compeditors in the same
space.

Competitor analysis research was also a key
component of this phase. Several direct competitors
were identified along with their strengths and
weaknesses. 

Based on the competitor analysis as well as the buyer
persona market research, several ideas were generated
for:
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Compeditor Analysis



Create brand messaging guidelines
Develop buyer personas

Goals

Branding & Buyer Personas
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Purpose of Company
Mission
Unique Value Proposition

In this part of the campaign, I used the initial research
alongside the brief from Green Gatherings, to develop Brand
Messaging Guidelines. These included

Following on from this, I developed the Brand Voice and
Tone, which I felt should be concientious, caring but fun at
the same time.
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A "mood board" for suggested types of photography
which fit with the brand identity
A tagline for the launch "Bringing Sustainability to your
Picnic Blanket"
A selection of guidelines how on the blog post, email
marketing and landing page should follow in relation to
the brand voice.

I also created several guides for the branding of the
campaign such as: 

Branding & Buyer Personas
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I created 2 distinct buyer personas based on the previous
research. These were both of professional women between
the ages of 20 and 45 years of age. 

In both cases the women were concerned about the
environmental impact of their purchase choices, with a key
difference being that the individual with a family had unique
concerns surrounding the future of her children whilst the
single woman was particularly concerned with choosing
brands that aligned with her conscientious environmental
identity.

Based on the above information, I then created a single
Buyer Persona Summary Story to help focus the attention of
the campaign. 
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Branding & Buyer Personas



Execute research on a topic
Create a blog post using best web writing practices

Goals

Blog Article
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One key piece of content that I created for the product
launch was a blog article to drive SEO results to the website.

The blog article was written to address the pain-points,
goals and dreams of our buyer persona. 

A frinedly and irreverant tone was chosen for the blog
writing style to match the established voice of the brand,
and a "Listical" style of blog was chosen, with the heading of  
"5 Eco-Friendly Picnic Tips for Your Next Outdoor
Celebration".
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a brief "hook" sentence or two. 
a quick introduction to further introduce the article
the 5 list items with images
a conclusion paragraph containing a call to action
an email signup form below the blog article.

The Blog article was created following a tried and tested
blog formula of: 

Blog Article
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Develop landing page content
Write product description for a landing page

Goals

Landing Page Creation
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The goal of the page
The heading and subheading
The call to action
The product description
Product visuals
Social proof / testimonials
Final CTA

For the creation of a compelling landing page, I was required
to plan and outline the structure of the landing page. These
elements included:
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Design and launch a landing page
Design and launch a blog post

Goals
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Launching of the Website

The final 2 stages of this section of the campaign involved
launching the blog and the landing page and bringing
together all the prior research to culminate in a functional
webpage and blog.

I created both the blog and the landing page in Wordpress
and created a customised "theme" for the page based
around the pre-established brand messaging. 

The blog post involved both text and image blocks to create
a familiar look and feel to the landing page. The page
displays well on both desktop and mobile (the images to the
right is a screen capture of the mobile version).



N
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Launching of the Website
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The implementation of the landing page required applying
the planning from the previous stages. 

This required placing the key elements of the landing page
(heading, subheading, hero image etc) in a chronological
order from top to bottom. 

Best practices for a landing page were followed, keeping
the key information "above the fold" . 

I created an attractive and captivating layout, with a simple
one-field call to action at the base of the page which 
 encouraged users to sign up for the lead magnet by
supplying their email address.

The page was created using Wordpress and the Elementor
plugin.
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Successful marketing campaigns depend on thorough target
market research, synthesised into concise guidelines which can
then target the desired buyer persona.

Writing is the cornerstone of all content on the web be it a script
for a youtube video, the text for a social media post, website
copy or a blog article. For these reasons I consider it one of, if not
the most important skills one can learn if one is going to be
working in digital marketing.

I learned that I enjoyed developing some skills with Wordpress,
both with the inbuilt Gutenberg Block editor but also with the
Elementor plugin . I would like to develop my website skills
through youtube tutorials so I am better able to quickly achieve
the results that I want.

Achievement Reflections
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Identify on-page SEO practices
Optimize blog post and product landing page with on-
page SEO practices

Goals
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Keyword Analysis

This section of the campaigned focussed on keyword
research and analysis. As this campaign is focussing
attention on Search Engine Optimization, it was important to
ensure that the webpage of Green Gathering had the best
chance of ranking as high as possible in Google Search
results.

This required creating a master list of 30 keywords related to
Green Gatherings market, and researching which words had
the best chance of allowing the page to rank against
competitors. The research was conducted using research
tools like Moz and Semrush. 
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Optimised Blog & Landing Page
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Research was conducted on relevant, useful and
authoritative  outbound links  which were then added
throughout the blog article to increase the potential to rank
on Google.

At the same time, page loading time analysis was conducted
via GT Metrix to give initial page speed statistics that were
recorded, before image sizes were refined and minimised to
increase load times. Results were analysed again showing
an improvement in page speed load times.
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Google Analytics
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Set up reports for tracking essential KPIs for email
marketing campaign.

Goals

Pageviews on blog article 
Pageviews on product landing page 
Conversions from product landing page to thank you
page.

The KPIs of the campaign were tracked via Google
Analytics. These included.

For this section I create a custom event for measuring
pageviews on the thank you page of the website, as well as
setting up a two-step funnel to track clicks from landing to
conversion page.



The KPI information was collated and analysed in both a Engagement and a Traffic Aquisition Report in Google Analytics

Google Analytics Reports
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A thank-you  page was added as a redirect once users
had entered their email at the end of the blog article to
confirm their subscription.

A course of 3 emails was then planned for the
campaign to be sent in a staggered time frame over the
course of a week.

The email topics begun with general information about
the benefits of eco-friendly packaging and a simple
CTA button asking to "browse our products", through
to a final, more direct email about eco-marketing
jargon, encouraging users with a CTA to "Choose
Green Today" at the conclusion of the final email.
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Welcome Email and Email
Course Flow chart



Write a chain of emails for a campaign alignined with
buyer personas and campaign goals

Goals

3 Email Drip Campaign
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To complete the email section of the campaign, 3 separate
emails were created in Mailchimp which would be sent to the
users who had subscribed from the blog page. 

3 topics were chosen, each delivering different but valuable
information to the users. 

The CTA buttons at the conclusion of each email were
adjusted to range from "light" and conversational in the first
email, to a more direct ask of the user to purchase from Green
gatherings in the final email. This was appropriate for the final
email, as more rapport and familiarity with the user had been
built via the first two emails in the campaign
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Email 1



3 Email Drip Campaign
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Email 2

Email 3


