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During FY18 1900+

event invitations & communications
were sent through GAIL

invitations sen_tm
via postal mail
N invitations sent lm
it 4. via email
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~ communications
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events recorded
in GAIL
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constituentgs registration count

registered to with
attend FY1&
events

g Y18 ne no 23

& reached

310,351
constituents

In FY18 we reached out
Lo our congtituents in

different ways using the
processes and capabilities
housed in GAIL.

So what
does all
this data




