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Highlights 
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Paid Media
• 2022 Google Grant statistics show a significant increase in activity, showing that 

the Google Grant was successful this year. 
• Tax-checkoff advertising on social media, print, and digital resulted in high 

impressions and low cost-per-clicks (good in terms of digital marketing), in addition 
to an increase in tax-checkoff donations in 2021. 

Social Media 
• Facebook and Instagram followers increased significantly in the past year. 
• #WhatIsItWednesday posts on Instagram, Facebook, and Twitter have created 

engagement on posts, resulting in an average of 50 likes and 10 comments per 
post.

E-Newsletters (Email Marketing) 
• NJVVMF’s average open rate and click rate are above industry norms for email 

newsletters. 

Public Relations 
• En Route secured public relations coverage from publications and TV stations 

such as News 12 New Jersey, CBS New York, NJ Monthly, The Star Ledger, The 
Monmouth Journal, 6abc, and NJ 101.5. 

• A recap of all press coverage from this year, including links and photos, can be 
found here https://elink.io/p/njvvmfpress-9eddbe7. 

https://elink.io/p/njvvmfpress-9eddbe7


Glossary of Terms
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• Traffic – web users who visit your website 
• Engagement – how consumers interact directly with the brand through 

different actions, such as clicks, likes, comments, and shares
• Impressions – when an advertisement or any other form of digital media 

are seen on a user's screen
• Clicks – how many times your advertisement or website was clicked by 

users
• Click-through-rate (CTR) – is the number of clicks that your ad receives 

divided by the number of times your ad is shown: clicks ÷ impressions = 
CTR. The average CTR for a search ad is 1.91%, and 0.35% for a display 
ad

• Cost-per-click (CPC) – advertiser pays a cost to a publisher for every click 
on an ad. CPC is also called pay per click (PPC). Under $2 is industry 
norm for a good CPC

• Google grant – the google ad grants program gives nonprofits the chance 
to advertise on google ads at no cost to the nonprofit



njvvmf.org Audience and Behavior
Website analytics: January 1 – September 30, 2021 compared to same periods from prior years.
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Users - Visitors who have initiated one session with your within a specified period of time
New users - New users are users who have never been to your website
Sessions - A group of user interactions with your website recorded in a given time period
Pageviews - When a page has been viewed by a user on your website 



njvvmf.org Referral Sources
Website analytics: January 1 – September 30, 2021 compared to same periods from prior years.
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• Paid – When search engines show pay-per-click ads within search results  
• Direct – Website visits that arrived on your site either by typing your website URL into a browser or 

through browser bookmarks (saved tabs at the top of a browser)
• Organic – Traffic that's come to your site through unpaid search results on search engines
• Social – Users coming to the website from social media platforms (Instagram, Facebook, Twitter) 
• Referral – Sites that “referred” visitors to your site by clicking a link 
• Email – Users coming to the website from e-newsletters 

How users got to your website 



Google Grant
Since 2019 the Google Grant has generated 1.2 million impressions and 117,840 clicks, a value of 
$238,293 in free Google search advertising. 2021 statistics show a significant increase in activity, 
showing that the Google Grant was successful this year. 

January 1 – September 31, 2019: 

January 1 – September 31, 2020: 

January 1 – September 31, 2021: 
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• Google Grant – the Google Ad Grants program gives nonprofits the chance to advertise on 
Google Ads at no cost to the nonprofit

• Impressions – when an advertisement or any other form of digital media are seen on a user's 
screen

• Clicks – how many times your advertisement or website was clicked by users



Social Media Advertising
Social media advertising promoting events, general visitation, and the reopening has generated 
307,414 impressions, 13,022 clicks, 4.24% click-through rate, and $0.11 cost-per-click. In addition 
to clicks and engagement, ads have generated 479 event responses, and 415 page likes.
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Impressions – when an advertisement or any other form of digital media are seen on a user's 
screen
Clicks – how many times your advertisement or website was clicked by users
Click-through-rate (CTR) – is the number of clicks that your ad receives divided by the number of 
times your ad is shown: clicks ÷ impressions = CTR
Cost-per-click (CPC) – advertiser pays a cost to a publisher for every click on an ad. CPC is also 
called pay per click (PPC) Under $2 is industry norm for a good CPC. 



Tax Check-Off Advertising – Social Media Ads
The 2020 and 2021 tax check-off campaigns included Facebook, Instagram, and Google 
advertising, and was extended to match tax deadline extensions both years.
• The 2020 social media advertising campaign generated 111,563 impressions, 5,572 clicks, a 

4.99% click-through rate, and $0.08 cost-per-click.
• The 2021 social media advertising campaign generated 195,851 impressions, 7,450 clicks, a 

3.80% click-through rate, and $0.12 cost-per-click.
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Tax Check-Off Advertising – Google Ads
A paid Google advertising campaign used banner advertising and retargeting to increase the 
frequency of message among previous website visitors, and people searching for information about 
taxes. 
• The 2020 paid Google advertising campaign generated 37,507 impressions, 305 clicks, a 0.81% 

click-through rate, and a cost-per-click of $0.28. 
• The 2021 paid Google advertising campaign generated 121,562 impressions, 997 clicks, a 

0.87% click-through rate, and a cost-per-click of $0.22. 
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Tax Check-Off Advertising – Print/Digital Ads 
En Route ran additional print and digital advertising to promote the tax check-off in 2020.

• The 2020 advertising campaign included quarter page ads in the Star-Ledger newspaper in the 
Middlesex/Monmouth/Ocean counties zone with circulation of 26,436. Four print ads ran in March 2020 before 
the Memorial and Museum closed due to the pandemic. The NJ.com banner ads generated 48,720 impressions 
and 30 clicks. Based on industry norms for impressions and clicks, this campaign was successful.  
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Social Media Campaigns - #WhatIsItWednesday
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Each Wednesday, NJVVMF posts a photo clue of an item from the collection on Instagram, Facebook, and Twitter, 
and allows users to guess the artifact in the comments below. The artifact is revealed in a post the following day.  

What is it Wednesday posts generate an average of 50 likes and 10 comments per post across platforms. The posts 
also welcome veterans and family members to submit stories or memories about the artifacts. 



Social Media Posts
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En Route creates social media that content promotes the Museum, Memorial, significant holidays, 
and upcoming events. Content is posted on average 4 times a week to Facebook, Instagram, and 
Twitter. 



Social Media Followers

January 1, 2021 December, 2021 +/- Followers

12,508 16,196 +3,688

3,046 3,038 -8 

944 1,062 +118
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*Twitter deactivated accounts at the beginning of 2021 due to inactivity and improper use of accounts. 



NJVVMF Monthly E-Newsletters
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January – December, 2021 

• Open rate standard: 22.60%
• Click rate standard: 1.40% 

• NJVVMF average in 2021:
 Open rate: 23%
 Click rate: 7%



Public Relations
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En Route secured press placements in TV, print, and online publications for the Vietnam Era 
Museum reopening and events at the NJVVMF. 

• NJ Monthly Stephen Warner Article
• CBS New York Museum Reopening TV Segment
• 6abc Art of Aging TV Segment
• NJ 101.5 Memorial Day Article
• News 12 New Jersey Veterans Day TV Segment

https://njmonthly.com/articles/arts-entertainment/stephen-warner-exhibit/
https://newyork.cbslocal.com/video/program/737/5635817-n-j-vietnam-memorial-reopening-to-public/
https://6abc.com/society/nj-veteran-volunteers-share-experiences-of-vietnam-war-through-web-series--/10450012/
NJ%20101.5%20Memorial%20Day%20Article
News%2012%20New%20Jersey%20Veterans%20Day%20TV%20Segment


Public Relations
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A full recap of NJVVMF press can be found online using the link below.
 

https://elink.io/p/njvvmfpress-9eddbe7 

https://elink.io/p/njvvmfpress-9eddbe7

