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Green Gatherings offers a zero-waste alternative to traditional picnic

supplies. Instead of paper or plastic cups and bowls, Green Gatherings offers

compostable serving goods made from local leaves.

This new brand is launching its first product and it was my job to create the

content strategy, after doing market research and developing target

personas. Once I had a strategy, I got to work writing an SEO-optimised blog

post, building a simple WordPress site, and designing and writing a 4 part

email course. 

The following slides detail my process and results... 

***Green Gatherings is a fictional brand used as a case study. 



TARGET
MARKET
RESEARCH
Green Gathering’s market lies in an intersection of
several markets, (packaging, home goods, catering
supply, and single use items). I began by searching
general keywords around disposable packaging,
composting, parenting and slowly began to see
trends and data that relates to the UVP.

I was interested and surprised that I was not able to
find a competitor with the same target
demographic.



THE MARKET IS LARGE AND
GROWING

"Zero Wasters account for 37% of the global
population.” *(1) and studies show this number

is growing.  
 

MILLENIAL PARENTS WILL PAY FOR
ECO-FRIENDLY PRODUCTS

Gen Y Parents are concerned about the impact
that the climate crisis will have on their

children's future. (9)



She is a stay at home mom with a college degree
She is an organiser and loves to plan group events 
Her household disposable income is about 3k€ / month
She spends < 1hr/day on Facebook Instagram and Pinterest,
looking for DIY projects and sustainability hacks 

Maria is a 38 year old mom, living in Berlin with her husband
and 5 year old. 

Maria wants to be seen as a thought leader in her community
and is active on instagram. Maria doesn’t have a huge budget
but she is always advocating for the most sustainable
alternatives. 



 She is a busy parent 
 Her environmental impact
 Budget conscious

 To be a thought leader and organiser in her community
 Bring joy to her family
 Encourage environmental values in her child 

Maria's Pain Points:

Her desires:



CONTENT 
STRATEGY
Because Maria is interested in DIY projects, and
community organising, picnics are perfectly aligned.

She is a busy woman and Green Gatherings can
offer her educational content that will help her save
both time mental energy. By offering content like a
three step guide to at home composting or a listical
for organising a zero waste picnic, Green Gatherings
can capture her attention and her email address.

For Maria, the fewer variables the better and the
picnic party kit product will speak to her especially
as a first time customer. 



PICNIC KIT
LANDING PAGE

The last think Maria wants is to figure out how
many cups plates and bowls she needs. The Picnic
includes 10 of each item, and removes one step
from her task list.  

The CTAs are simple and with lots of negative space
the page feels modern and tidy.  



LISTICLE 
BLOG POST
Maria is all about getting things done as quickly and
easily as possible, while still living up to her ideals.
Her priority is spending time with her family and a
listicle to help her plan a causal picnic party is right
up her alley.  



BRAND ASSETS
Green Gatherings' Brand style is at a preliminary
stage and needed a custom logo, colors, and a few
graphics to highlight the benefits of the product. 
Using Adobe Illustrator I created the start of a
corporate identity.  



Because much of SEO depends on
high-quality keywords, choosing
the right ones for each landing
page, and the overall keyword
strategy is crucial. 

The target demographic is based
in Berlin but they read and search
in English. Their location means
that there is a smaller search
volume for similar German
keywords.



BLOG POST
SEO OPTIMISATION

After determining the best keywords for this listicle,
I used the Yoast WordPress login, to artfully sprinkle
in my new keyword "zero waste"

Yoast makes on-page SEO straightforward, though
including enough "transition words" requires some
creativity and re-working the material.  



LANDING PAGE
SEO OPTIMISATION

Though short-tail keywords make ranking high on
SERP (Search Engine Results Page) more difficult. I
choose to optimize the Green Gatherings landing
page with the keyword "Picnic" because my semi-
niche demographic will have fewer pages with
similar content and language marketed to them. 



GOOGLE
ANALYTICS
With a few days and a few clicks, traffic began to
show up on google analytics.  

Switching from Universal Analytics to GA4 caused a
data loss, but with GA4 I was able to set up and
track conversion events, which in this case was to
trigger a particular page view.



EMAIL MARKETING
WELCOME MESSAGE

Using Mailchimp, setting up an automated welcome
email triggered by signing up for the Green
Gatherings Newsletter, was quick and easy.

The CTA is a simple redirect back to the Picnic Kit
landing page.  



EMAIL MARKETING
EMAIL COURSE AUTOMATION

After working with both Klaviyo and Mailchimp,
writing  email automations and flows are now one
of my favourite marketing projects.

After designing this flow in Canva I wrote and
designed 4 emails, and made adjustments along the
way.  



EMAIL MARKETING
EMAIL COURSE AUTOMATION
Being a community leader in her neighborhood is a major desire for Maria, which is why I've designed and written this email course
on composting at home. The guide is simple and beginner friendly, with relevant links and CTAs to Green Gatherings' compostable
plates.



EMAIL MARKETING
EMAIL COURSE AUTOMATION

Being a community leader in her neighborhood
is a major desire for Maria, which is why I've
designed and written this email course on
composting at home.

The guide is simple and beginner friendly, with
relevant links and CTAs to Green Gatherings'
compostable plates.



EMAIL MARKETING
EMAIL COURSE AUTOMATION

The final email is delayed 2 weeks. It is a
reminder to turn the compost pile – an
important step to maintaining a healthy
compost bin. 

The CTA for this email is to sign up for a bi-
weekly compost-turning reminder email. 

This offers the customer a useful reminder,
as well as a positive bi-weekly reminder of
the brand.



REFLECTIONS
This case study taught me a new structure for
launching a campaign that begins with research and
returns again and again to the buyer persona's
needs and wants. 

It can be easy to get distracted by a campaign's
goals and too quickly begin creating content,
resulting in content that doesn't speak as well to
the target persona.  Planning content in a word doc
is a great way to be analytical first and creative
second.  




