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Project Planning 

Goal/Purpose 

To leverage and continue Ann Clark’s search engine optimization (SEO) and keyword 

research in order to increase search engine results page (SERP) for specific holidays 

and priority keywords via email marketing and recipe pages.  Additionally to drive site 

traffic and customer engagement, as well as sell cookie cutters. 

Objective 

To increase SERP ranking by September 1, 2021 for the following keywords: cookie 

decorating, cookie decorating supplies, graduation cookie cutters, and mother’s day 

cookie cutters. 

 

Strategy 

Our work revolved around an SEO-focused strategy. Using priority keywords and the 

upcoming holidays to bolster Ann Clark’s SEO efforts in email marketing and recipe 

pages on their website. We utilized holiday-specific and other relevant content in the 

emails to spark joy and inspire the audience to get baking, while also (hopefully) 

boosting Ann Clark’s SEO. 

Deliverables 

Email Campaigns 

1.​ Graduation 

2.​ Mother’s Day 

 

Recipe Pages 

1.​ Graduation Cookies 

2.​ Mother’s Day Cookies  



 

Campaign Reports 

Mother’s Day  

Email Campaign 
4/17/21 
8:30 am EDT 
​ Sends: 48,325 

​ Open Rate: 12% 

​ Click Through Rate: 9% 

           ​ Most of the clicks were on images, predominately the recipe. 

 

 

 
 
 
 
 
 



 

Google Analytics Data for Mother’s Day Email Campaign 
Users: 703 

New Users: 405 

Sessions: 883 

Pages/Session: 2.90 

AVG. Session Duration: 1:47 

Bounce Rate: 68.74% 

Ecom. Conversion Rate: 3.06% 

Transactions: 27 

Revenue: $336.22 
 

Google Analytics Data for the Recipe Page  
Impressions: 848 (2.05% of total) 

Clicks: 6 

CTR: 0.71% 

AVG. Position: 4.7 

Sessions: 6 

Bounce Rate: 100% 

 

 



 

Graduation 

Email Campaign (based on A/B test winner) 

4/10/21 

2:22 pm EDT 

Sends: 33,816 

​ Open Rate: 15.1% 

​ Click Through Rate: 6.3% 

​ Bounces: 2686 

 

A majority of the clicks were on images versus anchor text. 

 



 

A/B Test  
Test Size: 30% of 48310 Recipients 

 

While the experiential subject line gained more opens, the CTR was higher with the 

simpler subject line. Additionally, the email with “recipes” in the subject line received a 

higher percentage of clicks to the recipe page versus the cookie cutters collection page. 

 

Percent of clicks to recipe page versus cookie cutters per subject line 

Subject Line Recipe Page Cookie Cutters Page 

"Let the cookie 
commencement begin! 🎓" 

- Subject Line A: 15% 

33% 39.8% 

"Graduation Cookie 
Cutters and Recipes"​
 - Subject Line B: 15% 

33.6% 42.9% 

"Let the cookie 
commencement begin! 🎓" 

- Subject Line A: 70% 

32.8% 34.6% 

 

 
 
 
 
 
 
 



 

Google Analytics Data for Graduation Email Campaign 
Users: 413 

New Users: 219 

Sessions: 573 

Pages/Session: 3.42 

AVG. Session Duration: 2:07 

Bounce Rate: 62.37% 

Ecom. Conversion Rate: 5.24% 

Transactions: 30 

Revenue: $444.18 

 

Google Analytics Data for the Recipe Page 
*Not available 

 

 

 

 



 

Keyword Reports 
Graduation

 

 
Mother’s Day 

We ranked #2 on Google search and 

ranked #1 in “Mother’s Day Sugar 

Cookies” recipes. 

 

 

 
 



 

Google Analytics Trends 
Organic Search Traffic (Mar 30, 2020 - Apr 5, 2021) 

 

 

Organic Search Top Keywords (Mar 30, 2020 - Apr 5, 2021) 

 

 



 

 

 

Email Traffic (Mar 30, 2020 - Apr 5, 2021) 



 

Email Landing Pages (Mar 30, 2020 - Apr 5, 2021)

 

Product Revenue (Mar 30, 2020 - Apr 5, 2021) 

 

 

 

 

 

 

 

 



 

 

 

 

Revenue By Product (Mar 30, 2020 - Apr 5, 2021) 

 

 

 



 

Project Summary 
Our email campaigns for Mother’s Day and Graduation proved to be successful, with a 

total of 57 transactions, which generated $780.40 in revenue, as of 05/04/21. Out of 

50,608 users who opened emails from Ann Clark, 12.46% (9,457 users) clicked on the 

link that brought them to the Ann Clark Cookie Cutter home page from 

03/30/21-04/05/21.  Our Mother’s Day cookie recipe ranked second in Google search 

and first in Google’s recipe section.  This coincided with our objective of selling cookie 

cutters, as well as increasing SERP rankings for certain holiday-specific cookie cutter 

related keywords. As demonstrated by the A/B testing for the graduation cookie cutter 

campaign, more enthusiastic subject lines proved to be effective at enticing people on 

the mailing list to open emails, but not necessarily in encouraging them to click on links 

that would otherwise bring them to Ann Clark landing pages.  

 

 

Lessons Learned and Recommendations 
●​ Lean into family values and ways to engage all ages 

○​ Our Mother’s Day campaign wasn’t as successful as we presumed; a 

relatively large portion of users on Ann Clark’s site are mothers 

themselves 

●​ Make sure to link images as well as accompanying anchor text 

○​ Images receive higher amounts of clicks than anchor text 

●​ Utilize A/B tests more often 

●​ Engage in resending to non-openers 

○​ Resending our Mother’s Day email boosted KPIs by 50% 

●​ Holiday-centric emails and accompanying recipe pages receive enthusiasm  

○​ Results showcase enthusiasm towards our recipe pages, prompted by our 

creative 
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