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Campaign Overview results
 Campaign and program statistics uses metrics including clicks, impressions, click-through-rate and the average cost per important word. Below are the discussions that analyze information from Cache refugee organization.  
Click-through-rate
According to the data, on 17 April, the CRT was 16.16% which was as a result of the increase in the number of the aid of volunteers and donors of Cache refugee organization. This increased the rate of the ad, and a high CRT signifies that more expense was used to pay people who clicked the ad. For the past 30 days, the organization website recorded a click-through rate of 2.25%. This implies that people who viewed the ads were very less and less cost was used to compensate those who saw the advertisements.
Impressions
 Based on the information from the data, the reaction was only one up to 17 April which was for the expanded text ad. During the last 30 days, the website had Impression Desktop 583 and an entire desktop of 25 impressions. This was after the addition of many more ad to increase the number of volunteers to apply for helping refugees through Cache refugee Organization. But for the month 19 March, there was no ad because the platform was not attractive. A large number of impressions signifies that more people are looking at the advent of the Item.
Clicks 
The Cache Refugee Organization submitted only two clicks on 17 April, which was a slight decrease from the previous month on date 18 March whereby there were four clicks. This indicates that from 18 March there were four clicks noticed until 17 April when a record of only two clicks was attained. Since they are dependent on the level of impressions and the use of keywords, it means there were few common keywords used by the organization that hence resulted in very fewer reactions.
The average cost per keyword
It is calculated by taking Clicks per month multiplied by the cost per click. The organizational data presented shows that on 17 April it was 3.96. This is a clear indication that in the previous month the value of cost per click was $ 1.79 which was very low indicated by 11 April when it was almost dropped to zero as no more people were used to search the web site, but they used direct link or pages they intended to explore. However, the top keywords used were; +refugees, US immigration as well as help refugees.
The goals of the organization
Cache refugee Organization focuses on improving the rate of conversation with the incoming volunteers who are willing to help the refugees. Another achievement that was targeted by the Cache refugee Organization was to increase the percentage of return visitors. This helps in identifying the number of visitors returning is an essential objective because it provides an overview of the effectiveness of the organization as well as the customers’ loyalty. For the case of the organization, the goals were not wholly achieved for the period that was on target. This is clearly shown through the number of impressions from the data as well as other measures including clicks, the average cost per keyword and click-through-rate.
Operational details
The journals were prepared to start from 18 May and information containing the progress of the organization were recorded accordingly. The money that was spent in the ad was not huge. It only consumed a few amounts of cash primarily when the campaign was based on the click-through-rate as the most popular group used for adverts.
Methods for monitoring the account
There are various methods used by the Cache Organization to monitor its reports including goal tracking. It is used to measure the marketing efforts of Cache organization especially by looking at how many people viewed the organization web site.
Expenditure and sales
For instance, using cost-per-click campaign on a platform of the organization presents a concrete idea of how much the organization sales and spend monthly. For example, the Cost per Click (CPC) was $1.79, and the total cost is $7.67 with impression 153 and only four clicks for the previous month. This shows fewer expenses were incurred just by making considerations on the clicks.
Using call or call track
Sometimes people do not necessarily text via emails or contact form of the organization, but they can call. Using call monitors best shows the location where the call is coming from and a clear indicator of the ad the customer is inquiring about.
Weekly Summary of the journals
Week 1 
Week 1 was counted to start from 11 April; the organization created two new ads whereby the first and was aimed at bringing more volunteers to the organization who are willing to give their assistance to the refugees. The second and was based on collecting donations from donors though there was no impact as the donors were not received as well as volunteers. The main reason for adding more ad was the anticipation of the organization that they could earn more volunteers and donors to their organization.
Week 2
Week 2 started on 22 April, after addition of donation ad, no click was noticed. The organization made some changes that could make their a system to display advertisements more in a sensible way for them to receive more clicks. The changes could be providing incentives to their viewers that motivates them to click and follow their web page.
Week 3
This week was counted starting from 25 April; this is the week that the organization found that they had spilling mistakes. The mistakes could have been weak communication system like failing to respond to their customers and poor policies. The changes brought an improvement especially on the number of donors to four (4), and volunteers also started getting attracted to the organization where it was noticed to have received one volunteer. The organization purpose is to assist refugees through volunteers and donors and in this case, it indicates that the goal target is getting to the point just from the reflection of the number of donors and volunteers.
Week 4
Took place from 30 April. The organization added more keywords to obtain more clicks and impressions. Keywords are generally attractive and it attracts more people to view the web page for the organization hence can accumulate more donors and volunteers. However, much of the impact as a result of changes in this week was felt on 3 May where there were non-clicks for the second and third ads but two clicks for the first ads.
   Summary of the evolution of campaign strategy
 The development of Cache refugee organization online Marketing has witnessed enormous changes in the history of marketing from the use of telephones to the use of commercial computers. The significant differences based on improving the platform of the organization to attract many volunteers to the system. The changes brought an increase in the number of visitors to the organizations' web site.
The overall performance of the campaign was deficient. Even though the attack was launched many days ago but the improvement was prolonged. The strategies that were used recorded the meager outcome of the visitors to the site. More actions should be done to improve the organizations' performance.
Summary of the project
The above tools that were used by the Cache organization to provide an overview of its performance gave a clear reflection about the organizational work. Click-through-rate recorded good results showing how the organization attracted many visitors to the web site. The ways the organization used to monitor its activities have been highlighted above including; goal setting, call track and expenditure and sales. The weekly journals also helped the organization as a headlight by giving it a trace pass on the changes they should adopt for the effective running of the web page to achieve their goals and objectives.  
Recommendations 
The organization should engage in activities like promotions and giving incentives and fulfill their promises. It should build value to its customers and have believed that the more is the value their customers feel, the more likely they are going to recommend their brand to their close ones by offering their viewers with more benefits and respect. On the other side of the google ads, the organization should improve by increasing the number of impressions because it is the only strategy that is most influential in this case.


 

 






Reference
Website: www.cacherefugees.org 
Contact information: via the site directly, contact form and phone number 435-915-6689.
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