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AdWords Business Post-Campaign Summary Report Rockingham/Harrisonburg SPCA 

Executive Summary 

Campaign Overview: The Rockingham/Harrisonburg SPCA (SPCA hereafter), located in 

the Shenandoah Valley of Virginia is a non-profit animal rescue shelter that provides care for 

all dogs, cats, and other small animals until they can be adopted into a safe, permanent home.  

To achieve the organization’s goals of increasing adoptions, attracting more volunteers, 

raising brand awareness, and promoting events in order to raise money to support their 

mission, the team ran an AdWords campaign from March 25th to April 14th with a $250.00 

budget. Four campaigns were developed: Adoption, Volunteer, Brand, and Events 

featuring 34 Ad Groups, 248 ads and 3,579 keywords. Initial goals, set to serve as Key 

Performance Indicators (KPI), included a click-through rate (CTR) of 1.0% with 275 clicks 

at an average cost-per-click (CPC) of $0.91 with 27,500 impressions.  

Key Results: Overall, the account far exceeded the established KPIs and held an average 

position of 1.9.  A CTR of 9.44% was achieved by obtaining 4,067 impressions and 384 

clicks at an average CPC of $0.64. The most successful campaign, the Brand Campaign 

included in the SPCA Animal Shelter Ad Group, received the most clicks at 99. The Adopt a 

Dog Ad Group within the Adoption Campaign also experienced a high success rate with 50 

clicks. We were also pleasantly surprised with the Dog Volunteer Ad Group within the 

Volunteer Campaign which boasted a 28.57% CTR by the campaign’s end.  Of the $250 

budget, $248.55 was spent. 

Conclusion: The AdWords campaign was highly successful as general inquiries increased by 

48%, adoption rates improved by 21%, volunteers were up 100%, and there was a 21% 

increase in donors during the campaign month. These accomplishments are attributed to the 

plethora of tools available within AdWords including use of Opportunities, Reports, Tools, 

and the Keyword Planner, as well as constant account monitoring, steadfast optimization, 

dedicated teamwork, and excellent communication with the SPCA. 

Future Recommendations: The team highly encourages the SPCA to move to a mobile 

optimized site with enriched content and install Google Analytics to effectively analyze site 

traffic. We recommend continued use of AdWords and Google+ to promote their non-profit 

based on the success of both accounts. We suggest continuing the Brand and Adoption 

Campaigns as they align perfectly with the mission of the organization and maintain the 

highest ROI. The Volunteer and Events Campaigns showed promise and with additional 

budget, success may be even greater. The addition of a new Donor Campaign could be added 

in order to reach potential donors.  
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Industry Component 

Campaign Overview: The primary goals of the three-week AdWords campaign were based 

upon the SPCA’s goals to drive traffic to their website in order to: 1) increase adoptions by 

10%, 2) attract more volunteers to support their initiatives, 3) improve public perception by 

increasing brand awareness, and 4) promote events in order to raise money to support the 

shelter. Proposed success metrics included achieving a CTR of 1.0% calculated from 275 

clicks at an average CPC of $0.91 at 27,500 impressions.  In order to achieve these goals, the 

campaign ran from March 25th through April 14th on the Google Search Network. Four 

campaigns were created:  Adoption, Volunteer, Brand, and Events that directed users to 

unique landing pages within the client’s website and included a combined total of 34 Ad 

Groups, 248 ads and 3,579 keywords as shown in Figure 1.   

Although the team worked collectively, each campaign was assigned to a team 

member who oversaw daily tasks related to their respective campaign. Tasks included: 

keyword addition using the Keyword Planner, adding negative keywords based on the 

Search Terms Report, manual keyword bid adjustments based on lost impression share by 

rank, and budget adjustments based on lost impression share from budget.  Additionally, 

one team member was assigned to the position of campaign manager to regularly monitor the 

entire campaign by analyzing all daily scheduled AdWords Reports, overall performance, 

and strategies for further optimization. 

A/B testing was consistently performed to improve CTR. Ad Extensions such as 

Callouts, Sitelinks, and Structured Snippets were also utilized to maximize the user 

experience while also increasing relevance. The original $250 budget was scheduled to use 

25% during week one, 30% in week two, and 45% in week three. However, minor deviations 

were made based on the campaign evolution and actual spending across the account as 

Figure 1: SPCA AdWords Account Structure  
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viewed in Table 1.  

Evolution of the 

Campaign Strategy: 

During the first week, 

the account was 

behind in impressions 

as compared to the 

established goals. In 

response, Location 

Targeting was 

expanded to 100 kilometers in order to include additional nearby cities and counties. This 

expansion yielded a 10.34% CTR. It also became clear that the Brand and Adoption 

Campaigns were drawing the most traffic and spending the most money. In response, the 

daily budget was redistributed accordingly to capitalize on a high volume of search queries 

resulting in a CTR increase from 6.88% to 8.91% in less than one week. When the SPCA was 

featured in a story in the local news, the team made the most from the publicity by devoting 

an additional 1.5% of the total budget to that week. The change in budget strategy resulted in 

CTRs between 8.16% and 11.02%! 

During the second week of the 

campaign, a more targeted Ad Group 

was created within the Adoption 

Campaign. Using Dynamic Keyword 

Insertion (DKI), the Dog Breed Ad 

Group was created to reach users 

searching for specific dog breeds, see 

Figure 2 for the effect on total CTR 

and average CPC. This Ad Group was 

very successful with an 11.11% CTR. Device performance was also evaluated. Originally the 

Adoption Campaign was set to -100% bid adjustment for mobile devices. To the contrary, 

74.6% of the campaign’s searches were from mobile devices and the bid was readjusted to 

+20%. The change in bid strategy resulted in a 2.56% increase in CTR within two days.  

Budget constraints arose during the third week, as 9.9% more budget was allocated in 

the first two weeks than expected. See the Table 2 on page 4 for details. With this lack of  

 Adoption 

(40.8%) 

Volunteer 

(4.1%) 

Brand 

(50.9%) 

Events 

(4.3%) 

Weekly 

Total 

Week 1 

(26.5%) 

$34.43 

$4.92 /day 

$1.03 

$0.15/day 

$30.10 

$4.30/day 

$0.61 

$0.09/day 

$66.17 

$9.45/day 

Week 2 

(38.4%) 

$35.13 

$5.02/day 

$3.93 

$0.56/day 

$50.39 

$7.20/day 

$6.54 

$0.93/day 

$95.99 

$13.71/day 

Week 3 

(34.6%) 

$31.74 

$4.53/day 

$5.14 

$0.73/day 

$46.03 

$6.58/day 

$3.48 

$0.50/day 

$86.39 

$12.34/day 

Total by 

Campaign 

$101.30 $10.10 $126.52 $10.63 $248.55 

(99.5%) 

Table 1: Actual Budget Spent by Campaign and Week 

Figure 2: CPC and CTR before and after DKI 
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budget, lowering CPC to maximize clicks was 

critical. To manage ad spend wisely, the team 

carefully evaluated Keyword Reports, and 

significantly lowered any keyword bids with 

high Quality Scores and Average Positions. 

The Brand Campaign played a particularly 

important role, lowering its average CPC by 

$.07 in the third week. This CPC 

reduction coupled with 

other campaign 

reductions effectively 

lowered the overall 

account CPC by $.09 

allowing for the 

maximum number of 

clicks within the 

budget. 

Key Results: The AdWords campaign created an impact far beyond website visits. General 

SPCA inquiries increased by 48%, adoption rates improved by 21%, volunteers were up 

100%, and there was a 21% increase in donors during the campaign month – exceeding all 

marketing goals. The AdWords campaign also exceeded expectations in every key metric and 

generated 384 clicks at an average of $0.64 each with an overall CTR of 9.44% in the Search 

Network as shown in Table 3 above.   The Brand Campaign was the most successful with 

233 clicks, had the highest CTR at 13.07% and the lowest CPC at $0.54 with an average 

position of 1.4. Campaign 

success was due to the 

relevancy of exact match 

keywords such as 

[harrisonburg spca] and 

[spca animal shelter]. The 

Adoption Campaign also 

consistently experienced a 

high success rate with 126 

 

Projected  

% of Total 

Actual %  

of Total 

Difference 

Adoption 40% 40.7% -0.74% 

Volunteer 20% 4.1% 15.94% 

Brand 20% 50.9% -30.93% 

Events 20% 4.3% 15.73% 

 

Campaign 

 

Clicks 

 

Impressions 

 

CTR 

Avg. 

CPC 

Total 

Cost 

Avg. 

Position 

Adoption 126 1,773 7.11% $0.80 $101.30 2.2 

Volunteer 17 168 10.12% $0.59 $10.10 1.6 

Brand 233 1,782 13.07% $0.54 $126.52 1.4 

Events 8 344 7.11% $1.33 $10.63 2.6 

Total 384 4,067 9.44% $0.64 $248.55 1.9 

Table 2: Spending Details 

Table 3: Overall Account Performance for KPIs 

Figure 3: CTR and CPC Optimization Results Over Time 
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clicks and a CTR of 7.11%. We were also pleasantly surprised with the Volunteer 

Campaign which boasted a 10.12% CTR by campaign’s end.  

 Optimization efforts continuously improved the performance of the campaign. Two 

KPI’s, average CPC and CTR, are summarized in Figure 3 on page 4, which demonstrates 

campaign optimization over time. Some campaigns had a far better response to optimization 

than others. For example, the Events Campaign continuously underperformed due to strong 

competition for keywords that were too expensive for the bidding strategy.  

Relevant ads and keywords were critical to the campaign’s success. The team 

discovered that ads featuring the phrase “SPCA” outperformed those that did not include 

“SPCA”. The best performing ads often included a combination of the term “SPCA” 

followed by an adjective like “adorable” or “loving” that evoked emotion along with the 

words “dog” and “adoption”. Broad match keyword combinations such as community 

volunteer, April events, volunteer Harrisonburg were the least effective. Sitelinks and 

Structured Snippet Ad Extensions were added to all campaigns for further optimization. 

Table 4 below illustrates top performing ads within the most effective campaigns as 

measured by clicks. These successes are attributed to a number of factors discovered through 

A/B testing, keyword relevance, and consistent optimization. 

Campaign Ad Copy Clicks CTR Avg. CPC 

Brand The SPCA Animal Shelter 
rhspca.org/SPCA 

Visit the SPCA In Your Area! 
Give a Pet a Loving Home with You. 

97 9.13% $0.61 

Adoption Adopt an SPCA Dog Today 
rhspca.org/Adoptable-Dogs 

SPCA Has Adorable Dogs Available  
Adopt Your Perfect Dog Today! 

26 8.64% $0.67 

Results from extensive optimization in the Adoption Campaign were particularly 

noteworthy. Although the campaign was successful from the beginning, the campaign was 

further optimized with Location Targeting and Mobile Device Bid Adjustments. Positive 

results were immediately evident and similar location targeting and bid adjustment strategies 

were utilized throughout other campaigns.  

Finally, many keyword strategies were employed. Keywords for specific animal 

breeds such as [Golden Retriever] and [Bulldog] were not very successful unless utilized in 

DKI.  Broad Match Modifier and Phrase Match keywords such as “Rockingham SPCA” 

Table 4: Most Effective Ads Based on Clicks 

http://www.yellowpages.com/harrisonburg-va/chocolate-shops
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and +adopt +Kitten were most fruitful in regard to clicks. As keyword patterns emerged, 

Broad Match keywords were converted to Phrase Match, which lowered the CPC and 

raised the CTR. What the client can expect in ROI is difficult to monetize. However, the 

campaign yielded 384 clicks. As conservative estimate, if only 1% of the 384 users who 

clicked an ad ended up adopting, that would result in approximately four adoptions.  In 

regards to labor cost, the average intern level PPC salary is roughly $15.87 per hour. The 

team estimated a collective hour per day spent on account management. Over the 21 days that 

equates to $158.65 in labor costs. At $105.00 per adoption that would yield at least a $420.00 

revenue from $248.55 in ad spend and $158.65 in labor yielding a 3.14% ROI financially.  

Conclusion: Overall, the AdWords campaign performance far exceeded the established goals 

of CTR by 849% and total number of clicks by 71.6%. A CTR of 9.44% was achieved by 

obtaining 4,067 impressions and 384 clicks at an average CPC of $0.64 (enabling the team to 

maximize SPCA’s budget) with an average position of 1.9. These results created an impact 

far beyond website visits. As previously stated, in this three-week period, adoptions, inquiries 

and volunteerism all saw significant increases. It is a fair assumption that AdWords played a 

role in the growth of all of these facets of the SPCA’s campaign goals.  With the 

accomplishment of the SPCA’s goals, they are closer to creating a better life for animals and 

the community at large. All of this can be attributed to constant account monitoring, steadfast 

optimization, dedicated teamwork, flexibility of Google marketing tools, and excellent 

communication with the SPCA.  

Future Recommendations: We suggest the SPCA move to a mobile optimized site with 

enriched content to ensure landing pages, keywords, and ads are highly relevant. We 

recommend continued use of AdWords as a digital marketing tool to further attain its 

marketing objectives. Goals can be achieved by continuing the Brand and Adoption 

Campaigns in order to increase awareness of the organization within the community and to 

improve adoption rates. The Volunteer and Events Campaigns showed promise and with 

additional budget greater success may be possible. A Donation Campaign could also be 

added to reach potential donors. The team also suggests continued use of:  1) Location 

Targeting considering the success during the campaign, and 2) Ad Extensions to improve 

CTR and Quality Score. To expand on the success of the AdWords campaign, we 

recommend that the SPCA apply for a Google Grant to continue to drive traffic to their 

website to help the SPCA attain their goals of improving adoption rates, increasing their 

volunteer base and brand awareness, and boosting event attendance.  
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Learning Component 

Learning Objective and Outcomes: Our team was inspired by a passion to excel in the 

Google Online Marketing Challenge (GOMC) and to support our client with the utmost 

professionalism. We spent time individually learning about AdWords and meeting with our 

client as a team to better understand their needs within the local community. In alignment 

with the SPCA’s mission and marketing goals, the purpose of the AdWords campaign was to 

increase four key areas: adoptions, the volunteer base, awareness in the community, and 

event participation. By aligning the goals of the campaign to the client’s needs, we hoped to 

gain valuable knowledge about how to successfully run a campaign by managing our time as 

a team, and the resources available under budgetary constraints. 

We hit the ground running on the very first day by exploring, understanding, and 

gaining experience in the vast variety of tools available under the Campaigns, 

Opportunities, Reports, and Tools tabs in AdWords. We quickly learned the importance of 

creating relevant ads and maximizing the use of the Keyword Planner to find relevant 

keywords that mirrored those on the SPCA’s landing pages. The team thoroughly reviewed 

each page of the client’s website searching for landing pages with more relevant information 

to test in new Ad Groups. For example, the Events Campaign needed to utilize more than 

just the general Events landing page. In order to create the most relevant ads they had to be 

split between the fundraiser landing page and the Adoption Event landing page. The team 

then began utilizing all keyword match types, Broad Match, Broad Match Modifier, 

Phrase, Negative Match and Exact, and quickly saw excellent results. The Quality Score in 

the Brand and Adoption Campaigns quickly rose above 6/10 on many keywords and the 

Average Position was consistently between 1.0 and 2.2.  

It was difficult to get the Events and Volunteer Campaigns off the ground due to 

low search volumes. We expanded the geographic area slightly (as there are other SPCAs in 

nearby areas and cultural factors may have affected the success of the campaign) to generate 

more impressions. The team bid up on keywords to increase Average Position, and 

consistently utilized A/B testing to improve Quality Score. Through continuous 

optimization, the account yielded CTRs in these two campaigns of 2.33% and 10.12% 

respectively.  

Key outcomes the team will remember are during the second week of the campaign, 

when our client informed us of an increase in inquiries. Adoption rates were up; and there 

was an increase in foster applications, and volunteers. Despite not creating a Donation 

Campaign, several donations were made during the campaign. The team suggests capitalizing 
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on community philanthropy through the creation of a Donation Campaign in the future. This 

information is an indication that using AdWords is a positive ROI for the SPCA.  

The most expected outcome coming into the GOMC was that the team would become 

Google AdWords Certified. An unexpected outcome of participating in the GOMC was when 

the team realized campaigns were receiving clicks by mobile users even though mobile bid 

adjustments were set to -100 because of the client’s non-mobilized website. Although we did 

not create mobile specific ads, the team did make bid adjustments to the Adoption (-20) and 

Volunteer Campaigns (-50). These changes resulted in approximately 74.6% and 29.4% 

(respectively) of the clicks coming from mobile devices.  

Group Dynamics: Our team had two very important goals – a passion to excel and succeed 

in the GOMC and to help our client move to the next level in digital marketing. A problem 

that the group encountered was busy schedules due to class workloads and additional 

commitments. We met in person twice weekly and communicated through Google Drive 

utilizing Google Docs, Google Spreadsheets, and Gmail to alleviate any potential 

communication problems. As a team of five, we assigned one team member to oversee all 

campaigns for general trends and to collaborate with the other four campaign managers about 

their strategies. An unexpected outcome was that we were completely flexible in regards to 

working in each other’s campaigns when needed. An expected outcome was that the team 

communicated effectively and was open to each other’s suggestions. Criticism from group 

members was constructive and in the best interest of the overall account which allowed us to 

work cohesively toward our common goals.  

Client Dynamics: Working with the SPCA was a very positive and rewarding experience. 

Although active on other social media sites, they were excited to get to the next level in 

digital marketing with Google+ and Google AdWords. We built a close working relationship 

with them and they gained a level of trust in our abilities. They were open to all suggestions 

made by the team in terms editing and changing their landing pages in order to make their 

page content more relevant. These changes allowed us to help them reach their goals. 

Future Recommendations: We highly recommend our client move to a mobile optimized 

site, restructure and enrich their content, and install Google Analytics to effectively analyze 

site traffic. By incorporating these major changes, users will become more engaged, Google 

will be able to gather more relevant pages during the crawl process, and the SPCA will have 

a clear understanding of what people are searching for. Because AdWords was very effective, 

we recommend the SPCA apply for a grant through the Google Ad Grants Program and 

continue using Google Hangouts as an additional means to educate the local community.  
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Impact Statement - Rockingham/Harrisonburg SPCA  

Non-Profit Information: The Rockingham/Harrisonburg Society for the Prevention of 

Cruelty to Animals (SPCA hereafter) is a non-profit organization located at 2170 Old 

Furnace Road, Harrisonburg, Virginia 22803. Their website is http://rhspca.org. Patty May, 

the Director of Development can be reached at devdirector@rhspca.org or (540) 434-5270. 

How the Non-Profit is Making a Social Impact: Since 

1972, the SPCA is an open admission shelter that has 

been providing care for all dogs, cats, and other small 

animals until they can be adopted into a safe, permanent 

home. While other limited-admission shelters choose to 

routinely turn away owners who no longer want their 

pets, the SPCA accepts them all – no matter the 

circumstances. This is evident in the story of Oreo, shown 

in Figure 1, a cat who came into the shelter sickly and 

unable to eat. Employees and volunteers tried different 

types of foods, even spoon-feeding, to stimulate her appetite. It was determined later that she 

had a parasite and treatment began immediately. Her condition improved significantly and 

she was adopted shortly after. 

The work the SPCA does for animals both 

within and outside the community is also evident in the 

story of Falkor, pictured in Figure 2, an older dog who 

came into the shelter severely emaciated with health 

issues and in need of surgery. He was accepted with 

open arms. Under constant love and attention by the 

staff and volunteers, he gained 15 pounds and became 

more energetic. His health issues were resolved thanks 

to the generosity of a local vet who also agreed to foster 

Falkor as he recovered from surgery. These and many 

other success stories are available on the SPCA website, 

the SPCA Google+ page as well as in numerous notebooks housed at the SPCA. The success 

stories indicate the SPCA’s high level of compassion, community involvement, and respect 

for all animals.  

How the AdWords Campaign was Designed to Meet Client Goals: Based on 

recommendations, four key areas were identified based on the SPCA’s primary marketing 

Figure 1: SPCA Cured Oreo 

Figure 2: Falkor Finds a Home! 

http://rhspca.org/index.html
mailto:devdirector@rhspca.org
http://rhspca.org/success.html


Page | 10 

goals. The Brand Campaign was set up to assist those who are trying to find out more 

information about their local SPCA. The Adoption Campaign was designed to increase the 

number of adoptions through the available pets page. The Volunteer Campaign was created 

to increase the number and capacity of volunteers who serve the SPCA. The Event 

Campaign was established to promote events in order to raise money to support their 

mission. Each campaign was given a specific budget based on the client’s objectives. Each 

Ad Group contained at least two ads at all times for A/B testing purposes. Relevant keywords 

and ad copy were selected based on relevant content on corresponding landing pages. Bids 

and other campaign adjustments were vigorously made based on the data-driven information 

gained through Google’s excellent reporting and tools offered in the AdWords platform. 

Campaign Summary: Four campaigns generated 4,067 impressions and 384 clicks. An 

overall CTR of 9.44% was achieved with an average CPC of $0.64 using $248.55 of the $250 

budget. These results created an impact far beyond website visits. General inquiries increased 

by 48%, adoption rates increased by 21%, and foster volunteers were up 100% during the 

campaign month exceeding almost all marketing goals. 

How AdWords Impacted the Non-Profit’s Mission: The SPCA’s mission is “to promote 

respect, compassion, education and advocacy resulting in a humane and sustainable 

environment for all animals.” AdWords helped the SPCA drive more traffic to its site by 

allowing users to become more aware of their local SPCA and capturing new customers who 

are in the market to adopt or volunteer. AdWords also attracted new visitors to their 

community outreach and educational events. By achieving the campaign’s main marketing 

goals, the organization is able to provide a safe, compassionate community for all animals. 

Future AdWords Recommendations: It is recommended that the SPCA continue to utilize 

AdWords as a digital marketing tool to achieve its marketing goals. These goals can be 

achieved by continuing the Brand Campaign in order to increase awareness of the 

organization within and outside of the community. To increase the awareness of animals 

available for adoption, it is suggested they continue the Adoption Campaign. Both 

campaigns offer a good ROI with a higher than average CTR on a limited budget. Although 

the Volunteer and Events Campaigns did not do as well as expected, data revealed that with 

an increased budget, both campaigns could become very successful. The team also suggests 

adding a fifth Donation Campaign because of the 21% increase in donors during the 

campaign. Because the SPCA does a tremendous amount of work in the community the team 

strongly recommends the SPCA apply for the Google Grants Program, which would help 

maximize their exposure on the AdWords network in the most cost effective manner.  


