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AdWords Business Pre-Campaign Strategy Report 

Client Overview 

Client Profile: The Children’s Science Center (CSC hereafter) is a non-profit, children-

focused, interactive science museum located in Fairfax, Virginia. CSC has 28 employees who 

work to implement and facilitate hands-on activities in the form of camps, field trips, 

birthday parties, discovery labs, pre-school programs, workshops, classes, and special events.  

CSC currently maintains a lab facility offering dynamic and enjoyable educational activities 

for families and school groups interested in learning Science, Technology, Engineering and, 

Mathematics (STEM) principles. In addition to their on-site programs, CSC offers 

community programs in the Fairfax area to promote STEM learning.  

Jill McNabb and Dorothy Ready act as the key online marketing personnel. CSC was 

originally founded as the Children’s Museum of Northern Virginia in 2004 and rebranded to 

the Children’s Science Center in 2008. In total, the non-profit has been in business for 12 

years. Its website (childsci.org) is managed by the key marketing personnel using WordPress 

since 2013 and was redesigned in June, 2015. CSC maintains a social media presence 

through Facebook, Twitter, and LinkedIn. A Google+ page has recently been added to 

broaden social media presence and engage with followers.  An additional online channel 

includes a newsletter sent via e-mail to update online subscribers on events, programs, and 

other news. Offline channels include print, banners, and item giveaways. In regards to other 

relevant information, it is important to note that CSC opened a hands-on discovery lab 

facility to the public at the Fairfax location in June, 2015. 

Market Analysis: CSC’s current customers are comprised mostly of parents and guardians 

of children ages 2-12. The majority of CSC’s customers live within a 32 kilometer drive from 

the lab location. CSC’s potential customers are principals and teachers of both pre-schools 

and elementary schools in both the private and public sector within the same location. 

 CSC broadly defines their competition as any organization that entertains children 

between the ages 2-12 in the U.S. Capitol Metropolitan area. They have identified eight 

current competitors, three of which are NOVA Labs, Mad Science, and Engineering For 

Kids. All eight competitors are either afterschool programs or children’s STEM programs. 

CSC has identified twelve potential competitors, ranging from science museums to 

recreational afterschool activities, including the Science Museum of Virginia and Cookology.  

 CSC competes within the museum industry, specifically, in the science and 

technology sector. In regards to key industry characteristics, by 2020, the industry is expected 

http://childsci.org/
https://www.facebook.com/ChildrensScienceCenter
https://twitter.com/ChildSci
https://www.linkedin.com/company/children's-science-center
https://plus.google.com/+ChildrensScienceCenterLabFairfax/posts
http://clients1.ibisworld.com/reports/us/industry/ataglance.aspx?entid=1640
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to grow at a rate of 1.9% resulting in $11.6 billion in revenue. Currently 9,869 businesses 

make up this mature industry with the science and technology sector taking up 19.7% of the 

total industry or approximately 1,944 businesses. CSC experiences medium level competition 

within the industry. Total marketing expenditures are roughly 3.4% of revenue, or 

approximately $360 million in total. 

CSC is positioned in the market as a hands-on, educational children’s museum 

specializing in Science, Technology, Engineering, and Math (STEM). In terms of unique 

selling proposition, CSC is the only children’s science center in their area focused on hands-

on STEM learning that is open seven days a week. The company has not identified any 

seasonality in their sales yet, as the lab facility has been opened for less than one year. In 

terms of other relevant market information, according to Spyfu.com, many local competitors 

such as NOVA Labs and Engineering For Kids are under-utilizing AdWords as an online 

advertising medium.  

Current Marketing: CSC’s website is used to provide information regarding admission and 

hours, events and programs, and donation and volunteer opportunities. Website strengths 

include a well-organized interface that allows visitors to easily register for events, enroll in 

workshops and classes, reserve a spot in spring/summer camps, book birthday parties, sign-

up to volunteer, and donate to the non-profit. Weaknesses of the site include a lack of 

organization for their upcoming events calendar and a lack of social icon presence for their 

Instagram and YouTube accounts. We are also working with CSC to establish a Google 

Analytics platform that will be linked directly to their website for metrics tracking purposes. 

 CSC’s social media efforts are the most prominent way that they engage in other 

online advertising for their website. They utilize Facebook (4,321 likes), Twitter (1,219 

followers), and LinkedIn (140 followers) social platforms to drive traffic to their website. Our 

team is currently running a Google+ campaign for CSC with the overall goals to increase 

brand awareness and drive traffic to the new discovery lab. CSC’s offline promotion of their 

URL includes print media in the form of fliers, posters, event banners, and a newsletter.  

Conclusion: CSC’s online marketing goals are to: 1) increase the number of page views on 

their website, 2) increase the number online reservations for birthday parties and camps, and 

3) increase overall awareness of the lab location and upcoming events. CSC already has an 

established relationship with Google via the Google My Business platform.  Integrating an 

AdWords account will not only be an ideal solution to establishing a well-developed online 

marketing strategy, but also provides a market advantage since competitors are not currently 

leveraging PPC advertising. 

http://clients1.ibisworld.com/reports/us/industry/competitivelandscape.aspx?entid=1640#CSB
file:///C:/Users/Jacob/AppData/Local/Microsoft/Windows/INetCache/Content.Outlook/RFLG4AAV/Spyfu.com
https://www.facebook.com/ChildrensScienceCenter
https://twitter.com/ChildSci
https://www.linkedin.com/company/children's-science-center
https://plus.google.com/+ChildrensScienceCenterLabFairfax/
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Proposed AdWords Strategy 

In order to generate high levels of engagement and ensure that CSC maximizes their 

returns for Google AdWords, there should be a total of four campaigns implemented into 

their overall account structure. Table 1 displays the account structure that should stress 

CSC’s offerings. The Brand Campaign should focus on CSC’s home landing page. This 

campaign will include any Google searches made in direct reference to CSC. The main 

objective of this campaign is to drive loyal customers to the website in the attempt to 

encourage them to interact with the brand. The Camps Campaign relies heavily on people 

who are searching for information around spring break/summer camps offered in the U.S. 

Capitol Metropolitan area specifically related to STEM or science education for kids. The 

Birthday Party Campaign includes Ad Groups and keywords relating to science birthday 

parties for kids. The final campaign is the Workshops & Classes Campaign featuring Ad 

Groups related to the spring workshop programs and general STEM classes offered to kids.  

Table 1: Proposed Campaigns, Select Ad Groups, and Potential Keywords 

Brand  

Campaign 

Camps  

Campaign 

Birthday Party 

Campaign 

Workshops & Classes 

Campaign 

Children’s Science 

Center Ad Group 

Science Summer Camp 

Ad Group 

Kids Science Party 

Ad Group 

Science Workshops for 

Kids Ad Group 

[children’s science center] [science summer camp 

near me] 

+kids +science +party [science workshops for 

kids in fairfax] 

[children’s science center 

in fairfax] 

“science summer camp” “kid science party 

location” 

“science classes for 

children” 

Children’s Science 

Center Lab Ad Group 

STEM Summer Camp 

Ad Group 

Science Birthday Party 

Ad Group 

STEM Classes for kids 

Ad Group 

[children’s science lab in 

northern virginia] 

[stem summer camp 

near me] 

“science birthday party 

locations” 

“stem classes  kids near 

me” 

“children’s science center 

lab” 

+stem +summer +camp [science birthday party 

for children] 

[stem classes for children 

near me] 

Three of the four match types (“phrase,” [exact], and +broad +match +modifier) will 

primarily be used in order to maximize relevance and click through rate (CTR) to ultimately 

land a higher Quality Score that will generate significant ROI.  Adding negative keywords, 

such as -university and -college, should help expose 

CSC ads to the right target audience.  Table 2 

shows examples of two text ads for the Science 

Summer Camp Ad Group. Landing page 

content and the use of the Keyword Planner 

Tool can aid in the identification of keywords that 

are expected to be successful. 

Table 3 below displays the proposed 

Table 2: Sample AdWords Text Ads 
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weekly and daily budgets for each campaign. Both the Camps and the Birthday Party 

campaigns will each receive 30% of the budget, since they represent the most profitable 

offerings for CSC and have a high expected search popularity. The Brand and Workshop & 

Classes campaigns will each receive 20% of the budget, due to their lower expected search 

volume and minimal profit margins for CSC. All of these campaigns focus on CSC’s goals of 

increasing website traffic, online reservations, and overall brand awareness. 

Table 3: Proposed Weekly and Daily Budgets per Campaign 

 Brand 

Campaign 

(20%) 

Camps  

Campaign 

(30%) 

Birthday Party 

Campaign 

(30%) 

Workshops & 

Classes Campaign 

(20%) 

 

Total by 

Week 

Week 1 (20%) $10/week 

$1.43/day 

$15/week 

$2.14/day 

$15/week 

$2.14/day 

$10/week 

$1.43/day 

  $50 

Week 2 (30%) $15/week 

$2.14/day 

$22.50/week 

$3.21/day 

$22.50/week 

$3.21/day 

$15/week 

$2.14/day 

  $75 

Week 3 (50%) $35/week 

$5.00/day 

$52.50/week 

$7.50/day 

$52.50/week 

$7.50/day 

$35/week 

$5.00/day 

$175 

Total by Campaign $50/week $75/week $75/week $50/week $250 

  

All campaigns in this account will be run through the Search Network only to allow 

for successful targeting of potential customers searching for CSC and their services. As such, 

target audience settings are not required, since the Display Network will not be utilized. Ad 

serving settings will be set to rotate evenly, in order to manually assess the best performing 

ads after sufficient data is collected.  Further, the campaigns will continuously utilize A/B 

split testing in order to assess ad performance and optimize ad copy.  Manual bidding on 

keywords will help to ensure that the account is receiving the lowest possible cost-per-click 

(CPC). Location Targeting will be used to reach customers within approximately 48 

kilometers of the lab location. A layering approach to Location Targeting will be utilized to 

determine the most valuable distances to target. CSC would like to optimize the targeting of 

their text ads and allocate more budget to the locations with the highest overall CTR. 

 CSC’s main AdWords goals are to increase site traffic and online reservations. CSC’s 

projected CTR of 1% and an average CPC of $1.30 should generate 19,231 impressions and 

192 clicks.  Proposed success metrics to assess account performance will be measured using 

the above goals for CTR, CPC, impressions, and clicks.   In terms of other relevant 

information, Ad Extensions such as Sitelink Extensions, Call Extensions, Location 

Extensions, Review Extensions, and Callout Extensions are expected to help improve the 

overall CTR and ad relevance for those searching for the brand, camps, birthday parties, 

workshops, and classes offered by the CSC.   


