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Client Profile: Thinkery, a nonprofit children’s museum located in Austin, Texas, seeks to 

inspire a new generation of creative problem solvers by providing interactive experiences for its 

“lifelong learners.” The staff is comprised of 110 employees, 1,716 volunteers and 45 interns. Its 

museum offerings include: 1) summer camps, 2) field trips, 3) birthday parties, 4) educational 

workshops, 5) community events, 6) 21+ events, 7) fundraisers, 8) educator training programs, 9) 

special events and 10) volunteer opportunities. This will be its 34th year of operation. Established 

as the Austin Children’s Museum in 1983, Thinkery rebranded and relocated in 2013 in an effort 

to make the museum more relevant and accessible to its visitors. It specifically designed the new 

building with a Science, Technology, Engineering, Arts and Mathematics (S.T.E.A.M.) 

curriculum in mind––infusing cutting-edge ideas and technology into its exhibits and programs. 

Thinkery offers annual memberships for purchase online and onsite, but most are purchased 

onsite (63%). Different levels of membership are available and start at $75/year, providing 

benefits such as free admission to the museum and discounts on programs and events. In 2016, 

Thinkery brought in approximately $2,300,000 in museum ticket sales (on and offline), $225,000 

in gift shop sales and it sold 88% of its camps’ capacity with 1,296 camp purchases. The 

Director of Development and Marketing, Communications and Brand Identity Designer and 

Digital Marketing Coordinator manage its website, which is responsive and optimized for mobile 

(www.thinkeryaustin.org). Thinkery is present on Fb (25,811 likes, 25,168 followers), Ig (4,946 

followers), Tw (4,140 followers), Pinterest (531 followers) and YouTube (42 subscribers).  

Market Analysis: In 2016, approximately 425,000 people visited Thinkery. Children attendees 

ranged from ages 0-17, with 1-2 years being the most popular age range. The highest volume of 

museum traffic occurs in the summer, and mornings are typically the most popular time of day. 

There are two main current customer bases, which will be referred to as the: 1) Hands-On-

Households (HOH) and 2) Laissez-faire Households (LFH). HOH exercise a high level of 

control over their children’s lives, actions and activities, and constantly seek educational 

opportunities. Although still involved in their children’s lives, LFH retain less control over their 

kids’ actions, choices and activities. These parents do not actively seek out S.T.E.A.M. or 

educational experiences for their children, but instead look for fun and engaging opportunities 

where their family can spend time together. According to Google Analytics, 74% of Thinkery’s 

website visitors are female, suggesting that mothers are the primary parent searching for 

Thinkery. According to the Association of Children’s Museums, the total economic activity of 
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children’s museums was approximately $449 million in 2013. Because Thinkery is the only 

museum of its kind in the Austin area, it operates in a less competitive local market. Other 

museums, like The Museum of the Weird, cater to the children’s market, but most do not directly 

compete with the interactive learning experience Thinkery provides. For summer camp 

programs, Thinkery competes in an incredibly saturated market. According to the American 

Camp Association, summer camps make up a $3.6 billion industry. In Austin, there are over 330 

different S.T.E.A.M. camp program options. Although the camp market is competitive, iDTech 

appears to be the only program that utilizes any sort of AdWords search marketing with terms 

like “S.T.E.A.M. summer camp.” Thinkery positions itself as an organization that promotes 

lifelong S.T.E.A.M. learning in a fun environment. Both Thinkery’s museum and its camp 

program have unique selling points. As the only museum of its kind in the area and as the official 

Austin Children’s museum, Thinkery creates an atmosphere where kids can explore, question 

and experience S.T.E.A.M subjects through fun exhibits. With memberships starting at $75/year, 

Thinkery provides Austin families with this S.T.E.A.M. learning at a low cost. Thinkery’s 

classification as a nonprofit helps its camp programs stand out from its competing for-profit 

counterparts. By prioritizing fun and enjoyment over technical education, Thinkery’s camps 

appeal to a larger audience of children in a more authentic manner. Lastly, since many of the 

exhibits at the museum emulate experiences at the camps, the museum itself acts as an organic 

marketing tool by allowing parents and children to test out Thinkery’s offerings before 

committing to registering for camp.  

Current Marketing: Thinkery currently markets itself with 1) digital messaging and 

promotional banners onsite, 2) printed materials in the community, 3) weekly digital marketing 

messaging across channels and targeted email campaigns, and 4) print ads in magazines and 

newspapers. Its website is more user-friendly than most competing sites. Consumers can donate 

to the museum, sign up to volunteer and register for select programs and events online. It 

includes information pertaining to its programs, events, hours and location. By integrating key 

statistics, such as the student-to-instructor ratios, customer testimonials and an online gift shop, 

Thinkery could 

improve its online 

presence. As of 
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January 2017, Thinkery’s site received 96,832 total page views and 77,896 unique views. On 

average, visitors spent 1 minute and 13 seconds on the site.  

Conclusion: Thinkery does not utilize all available online marketing tools. AdWords will allow 

Thinkery to reach more of its current and potential customers who are already searching online 

through relevant and targeted ads. In addition, many of its competitors do not maintain an 

AdWords presence, giving Thinkery the opportunity to stand out. An AdWords strategy will help 

to increase awareness for the museum and promote its camp programs.  

Proposed AdWords Strategy: The primary goal of this AdWords campaign is to increase camp 

registration, specifically for the two new satellite campuses in the Valley View and Magellan 

areas. The secondary goal is to increase general awareness of the Thinkery brand and its 

offerings. Seven campaigns will be implemented––six on the Search Network (Search Network 

only campaign) and one on the Display Network (Display Network only). This AdWords 

strategy will 

feature 

campaigns 

focused on 

Thinkery’s 

various 

educational 

opportunities, 

community 

events and other offerings that are featured on its website. Ads will be optimized by linking users 

directly to relevant landing pages on the Thinkery website. Three of the campaigns will focus on 

increasing camp registration. Two of these campaigns will promote Thinkery’s new satellite 

camps in the Valley View and Magellan areas and the third campaign will promote Thinkery’s 

general camp programs and locations. The campaigns for the two new locations will feature 

specific geo-targeting of the surrounding areas and will feature Ad Groups with keywords related 

to the location of the camp, such as “Westlake camp.” The other three campaigns will aim to 

increase brand awareness by promoting Thinkery’s offerings, such as its volunteer opportunities, 

community events and S.T.E.A.M. educational programs and will feature keywords related to 

each campaign objective, such as “early education classes.” The last campaign will run on the 
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Google Display Network and will reach users who have previously visited the website through 

remarketing to drive brand awareness efforts. Campaigns will target the Austin area and users 

who fit the profile of Thinkery’s target markets. Because 56% of Thinkery’s web traffic 

originates from mobile devices, ads will appear on both mobile and desktop devices. 

 
Keywords will be strategically selected based on insights from Thinkery’s website content and 

Google provided services like the Keyword Planner and Search Terms Report to improve 

Quality Score and CTR. The main keyword strategies will be broad match modifiers and phrase 

match types, such as “kids+learning+programs” and “STEAM Austin.” All of the campaigns 

will utilize manual CPC bidding to ensure daily budget optimization. The ads will be served in 

an evenly rotated strategy to determine ads with a higher CTR. Search Network ads will contain 

sitelink extensions, call extensions and review extensions to increase ads’ prominence. USP and 

call-to-action will also be included in ads to improve CTR. 

Budget: 30% of the total budget will be allocated towards the campaigns for the two new 

satellite locations. 20% of the total budget will be allocated towards increasing general camp 

registration. 45% of the total budget will be allocated towards campaigns focused on increasing 

awareness of the Thinkery brand and its offerings. The remaining 5% will be used for retargeting 

efforts. The budget allocation by week is 15% for week one, 35% for week two and 50% for 

week three. This strategy optimizes the financial investment by utilizing a smaller percentage of 

the budget in week one to test keywords and ads, and then steadily increasing the percentage.  

Goals and Success Metrics: The campaign will aim to increase Thinkery’s home page traffic by 

10,000 unique visitors and to increase camp registration by 35 sign ups at the two new satellite 

locations and by 15 sign ups at the main campus. The AdWords campaign will aim to generate 

10,000 impressions with a Click Through Rate of 3% (300 ad clicks for 10,000 impressions). 


