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Email campaign reports (3)
GA pageview, conversion and funnel

reports 
Completed report spreadsheet
Data interpretation summary

Insights and Recommendations pages
KPI Chart example 



Email Campaign Reports - Email 1 



Email Campaign Reports - Email 2 



Email Campaign Reports - Email 3 



GA pageview and funnel reports 
Page Path and Screen Class Report



GA pageview and funnel reports 

Funnel Report



GA pageview and funnel reports 
Conversions Report



Completed Report



Data Interpretation Summary 
What does your open-rate data say about each email? What are some factors that could have

contributed to this rate?

Looking at our open rate data , I can say with confidence that each one of our emails performed 
better than our set goal was.
The factors that may have helped us reach even further of our goals are:

Good use of our brands elements ( voice, tone, color palette)
Creating a  substantial amount of curiosity without over-reaching.
Showing with our subject that we are true to our cause
Giving our audience some time to think before we send them another email.

https://www.google.com/search?sca_esv=581198566&sxsrf=AM9HkKkWCggdfHlAkmvTPnSfeLwngdaaPg:1699622826126&q=substantial&spell=1&sa=X&ved=2ahUKEwjd8rW2xLmCAxUUgP0HHVi6B8UQkeECKAB6BAgIEAE


Data Interpretation Summary 
Which of your emails had the highest number of click-throughs? What does this number tell you

about that email’s effectiveness?

The email with our highest amount of clicks was email #2 (promotional email).
And that could be contributed to the fact that we kept an intriguing tone that captured our audiences 

attention , but also kept it playful with a good use of emojis that gave our audience the intensive 
they needed to click on our email and see the great deal that we had to offer.



Data Interpretation Summary 
Why would you want to include the number of pageviews on a blog article when presenting data

to Green Gatherings’ stakeholders? What about a landing page?

It is imperative that when presenting data to the stakeholders of Green Gatherings, the number of pageviews on a 
blog post should be included. These figures offer insightful information about the efficacy of the content.
Views of the blog articles and conversion rates can be compared to determine how effective the material

draws in and involves the audience. A few examples could be:
if the site has a lot of views but not many comments

conversions
indicating that while the material is drawing viewers it is not effectively solving their problems

points or offers sufficient value to persuade our audience to become clients. 
These examples necessitate refining our approach to material.



Data Interpretation Summary 
What would you do if your funnel report showed up blank (no one completed the path you

dictated)?

If our funnel report would show up blank , I would run a further investigation on my 
acquisition and pageview numbers in order to come across the information necessary 

to answer to our stakeholders.
Of course there could be also the indication that we took the wrong approach with our campaigns

and need to re-evaluate our steps and executions properly so that we can meet the needs and wants of our
target audience in a newer, better and more direct way, to regain their trust if we lost it, and achieve 

better awareness on our part.



Future Recommendations

Keep track of our funnel data in an extensive way to ensure that there will be corrections if
any mistakes are made or if our approach needs updating.
Have our brands elements to be consistent and not deviate from the personality that we have
built, but also not be afraid to make changes that would bring us closer to our audience.
Visit our campaigns (website, mailchimp,social-media) regularly to make sure that
everything is running smoothly, and if not, then make the proper arrangements needed in
order to put our campaigns back on track.
Do thorough evaluations of our website’s visits plus our email campaigns, and keep track of
any changes that may occur such as bounces, unsubscribes, minimized visitations and click-
throughs.
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