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AdWords Business Pre-Campaign Strategy Report for Cradles to Crayons 
 

Client Overview 
 

Client Profile: Cradles to Crayons (C2C hereafter) is headquartered in Boston, 

Massachusetts, with two additional offices in Philadelphia, Pennsylvania, and Chicago, 

Illinois. With 75-80 employees, in addition to a number of volunteers, C2C hosts various 

initiatives and events to take donations of high-quality new and like-new goods (e.g., 

clothing, shoes, school supplies, outerwear, toys, etc.) to give to children, aged 12 years old 

and younger, who are from low-income families, impoverished, homeless, or otherwise in 

need (for instance, those affected by natural disasters or house fires). 

As Associate Director of Marketing and Communications, Ms. Kirsten Sims serves as 

key online marketing personnel for Cradles to Crayons, which has been in operation for 15 

years. Volunteer Ms. Puja Shah is also a key contact at C2C, in regard to site management 

and content creation. C2C runs a WordPress-powered website (cradlestocrayons.org), and all 

of its three locations use social media platforms including YouTube, Twitter, Facebook, and a 

website blog, each with varying degrees of activity. Each location also provides its own 

content to maintain its unique online presence. Sales are measured by the volume of goods 

provided to families in need (volume is measured in bags per year). Offline, each location 

engages in various forms of community outreach to gain visibility, including past postings in 

major newspapers, such as The Boston Globe and The Philadelphia Inquirer. Other relevant 

information includes a long-term plan to expand to other cities in the United States as an 

effort to increase impact and awareness, as the organization gains support primarily by word 

of mouth in each of the cities it serves. 

Market Analysis: Cradles to Crayons considers its current customers to include its extensive 

network of service partners (who apply to receive donations from C2C to pass directly along 

to the children in need), individual donors, and any person connected to the organization’s 

corporate and community partners. It has identified potential customers as any of the 

potential service partners that they have aggregated onto a waitlist for participation in the 

program. Generally, current competitors include any organization that accepts donations, as 

donors may choose to allocate their resources to those other organizations. The closest 

current competitors for C2C are organizations who host backpack drives or coat drives at key 

times during the year. A potential national competitor identified is The GOOD+ Foundation, 

which seeks to improve circumstances for impoverished children in the United States. 

However, their locations are generally limited to cities where C2C does not currently operate. 

http://www.cradlestocrayons.org/
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 Currently, the industry of nonprofits whose philanthropies most closely match that of 

Cradles to Crayons is sparse with competitors. C2C was created and operates still as a direct 

response to a specific need that is consistently being unmet otherwise. The organization holds 

a leading market position among similar organizations, as its mission, and therefore its 

business model, is entirely unique. C2C has created unique selling points in that it maintains 

extremely high quality standards for the goods they accept for donation and gives those goods 

away at no charge to the communities it serves, where similar organizations have lower 

standards of quality and sell their goods at very low prices. While C2C accepts donations and 

distributes goods all year round, there is a seasonality of increased giving that occurs during 

each of three major initiatives that occur in spring, summer (in preparation for each school 

year), and winter. Other relevant market information includes the fact that C2C essentially 

serves three unique markets in Boston, Philadelphia, and Chicago, so each location must meet 

different needs and engage differently with their respective communities. 

Current Marketing: Cradles to Crayons currently uses its website to solicit donations of 

goods, donor dollars, and volunteer commitments, as well as to promote events and provide 

organization information. The organization’s three locations use the site to host blog entries 

and to promote general awareness of the need they seek to meet in their communities. C2C 

also uses the site as a channel that service partners can use to place orders for goods to 

distribute to children. The website’s strengths include thorough content, engaging graphics, 

consistent branding, and password-protected access for C2C’s service partners. Some of the 

website’s weaknesses include complexity of site organization and variability of content, as 

each C2C location generates and curates its own web copy.  Beyond the website, C2C has 

seen challenges in rebranding, finding images of its old brand appearing in searches 

associated with the organization. C2C currently has Google Analytics in place but does not 

yet have personnel trained to evaluate the data.  There have been few online advertising or 

offline promotion efforts of the website because the organization’s current marketing 

approach is somewhat reactive and tactical rather than proactive and targeted.  

Conclusion: The seasonality of Cradles to Crayons’ major initiatives lends the organization 

well to using AdWords to gain visibility at key times throughout the year. This particular 

campaign will run in tandem with C2C’s “Spring Greening” drive, which also coincides with 

the time when many people search online for spring cleaning ideas and ways to donate their 

used items to charities rather than wasting them. This initiative appeals both to those invested 

in charitable giving as well as those who prefer sustainable methods of disposal. 
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Proposed AdWords Strategy 

 An AdWords strategy has been created to further Cradles to Crayons’ goal of 

increasing donated goods received and creating awareness of the organization in the 

communities that they serve. The account structure is outlined in Table 1, showing four 

campaigns and a sampling of Ad Groups from 20 total. The Donation campaign will direct 

searchers to explore the available opportunities to assist in C2C’s mission through charitable 

giving. The Events campaign focuses on increasing community participation in unique 

seasonal events. The Awareness campaign aims to cultivate knowledge of C2C’s mission to 

members of the community. Finally, the goal of the Volunteer campaign is to increase the 

number of volunteers and interest in volunteering with C2C. 

Table 1: Campaigns, Select Ad Groups, Sample Keywords, and Location Targeting 

Donation Campaign Events Campaign Awareness Campaign Volunteer Campaign 

Donate Ad Group Spring Greening Ad Group C2C Ad Group Volunteering Ad Group 

+donate +child +clothing 

“donate kids clothing” 

“spring greening” 

+spring +cleaning +donate 

[cradles to crayons] 

“cradles charity” 

+volunteer +children 

“things to do with kids” 

Location Targeting: Boston (+40 kilometers), Philadelphia (+40 kilometers), Chicago (+64 kilometers) 

   

A mixture of +modified +broad +match, “phrase match”, [exact match], and         

-negative match keywords will be utilized throughout each Ad Group. The Search Terms 

Report will be used to discover new, relevant keywords and prohibit negative keywords such 

as -daycare, -childcare, and -preschool.  Figure 1 highlights simple, compelling ad copy for 

desktop and mobile ads optimized through the use of AdWords Ad Extensions. 

Figure 1: Sample Ads from the “Spring Greening” Ad Group 

 

 

 

Table 2 details a proposed AdWords budget 

for the account. The Donation and Events 

campaigns receive the majority of the budget in a 

unified approach to focus on Cradles to Crayons’ 

primary goal of increasing donations. In turn, these 

two campaigns will also assist in accomplishing the 

secondary goals of increasing Awareness of the 

organization and increasing Volunteer interest. 
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Table 2: Proposed Budget by Campaign and Week 

Campaign Donation 

Campaign 

(35%) 

Events 

Campaign 
(30%) 

Awareness 

Campaign 

(25%) 

Volunteer 

Campaign 

(10%) 

Total by 

Week 

Week 1: 25% $21.87 

($3.13/day) 

$18.75 

($2.68/day) 

$15.63 

($2.23/day) 

$6.25 

($0.89/day) 

$62.50 

Week 2: 30% $26.25 

($3.75/day) 

$22.50 

($3.21/day) 

$18.75 

($2.68/day) 

$7.50 

($1.07/day) 

$75.00 

Week 3: 45% $39.38 

($5.63/day) 

$33.75 

($4.82/day) 

$28.12 

($4.02/day) 

$11.25 

($1.61/day) 

$112.50 

Total by Campaign:  $87.50 $75.00 $62.50 $25.00 $250.00 

 In order to capitalize on the initiative and action steps already taken by searchers, ads 

will be run solely on the Google Search Network.  Ad serving options will first be set to 

rotate evenly through week one to allow for discovery of the best performing ads and will 

then be refined through weeks two and three to increase user interaction. Subsequently, upon 

accumulation of data during week one, a transition to the optimize for clicks setting will be 

made. A/B ad testing will also be used throughout each of the three weeks of the campaign 

to continually revise and optimize the ads in each Ad Group. Sitelink Extensions will be 

utilized to provide searchers with more relevant site-wide options that they may be interested 

in exploring. 

A Manual Bidding strategy will be implemented to provide greater control over the 

keywords in the account and ensure the lowest possible cost per click (CPC). Coupled with 

consistent and relevant keyword choices beginning at the Ad Group level, the goal is to 

achieve high Quality Scores, lower ad costs, and positively affect Ad Rank, in turn driving a 

higher click through rate (CTR). 

Location Targeting will be implemented for each of the three cities where Cradles to 

Crayons is located, taking users directly to landing pages most relevant to themselves. Using 

layering techniques, users can be further targeted based on location and likeliness to interact 

with the ads.  

Cradles to Crayons’ main AdWords goal is to increase donations of goods. The target 

account-level CTR rate is 1% at an average CPC of $0.88, resulting in 284 clicks from 

28,400 impressions. Proposed success metrics will be measured by a 10% increase in C2C 

website visits to the “Donate Goods” landing page and achieving the CTR and CPC goals 

listed above. Training staff to harness the power of Google Analytics will aid in reaching the 

ultimate goal, which is success for C2C. Regarding other relevant information, strong Google 

reviews exist to optimize Review extensions and Callout extensions, which will be used to 

highlight C2C’s focus on providing children in need with essential items to live with dignity. 


