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Target Audience 
 
The audience that would see the most benefit from completing the program includes health care 
professionals who want to transition into careers in hospitals, managed care, MTM vendors or 
community pharmacy settings. Over half of current enrollees are between the ages of 35 and 
55. 
 
Another target audience includes current Pharm.D. students and residents as the professional 
and business-oriented skills offered by the MTM program can competitively position these 
pharmacists early in their careers.  
 

Tactics 
 
Awareness & Lead Generation 
 
Tier 1: Web Presence 
 
A strong web presence is integral to attracting and engaging prospective students. The 
program’s website is the foundational marketing and lead generation tool. 
 
Website Content 
Currently, our team does not control website content or have access to data within Google 
Analytics. We have done some market research to get around this and figure out as much 
general information about content and users (keywords, locations, and competitors) as possible. 
Content will need to be migrated to a UF-controlled website (with the same URL), and migration 
will include a full content and SEO audit to clear out any ROT (redundant, outdated, or trivial). 
This time will also be used for the MTM team to be able to refine their messaging. We will re-
vamp the site to utilize the new mobile-first and user friendly layout. 
 
Once we migrate the site over we will set up a Google Analytics account we can access; within 
24 hours the account will start reporting, and within a few months we will be able to pull and 
compare reports and measure performance accurately. 
 
Web Maintenance 
The web team will conduct general website maintenance in FY21 and ensure the site is 
performing optimally. This will include any requested changes, content updates, homepage and 
major landing page refreshes and checking regularly for SEO and website issues (such as 
permanence, broken links, updates, etc.). 
 
In addition to the current enrollment-oriented information, new content will be added to the site 
that bolsters the program’s reputation and provides a way for prospective students to get to 
know the world-class faculty. New additions, in both video and text format, will be “short, sweet, 
and shareable.” They will focus on the value the program can add to a student’s career 
prospects and knowledge base and keep current students engaged and motivated to continue 
toward matriculation. 
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● Website build 
● SEO and SEM work 
● Salesforce integration 

Oct. ● MTM webinar  
● Google Ads – paid search, display 
● Email campaign: webinar 

Nov. ● Spring application deadline: Nov. 16 
● Through mid-month: Google Ads – paid search, display 
● Email campaign: application deadline 
● Email campaign: enrollment reminders (admitted & current) 

Dec. ● Email campaign: enrollment reminders (admitted & current) 

Jan. ● Google Ads – paid search, display 

Feb. ● MTM webinar  
● Google Ads – paid search, display 
● Email campaign: webinar  
● LinkedIn video campaign test 

March ● Google Ads – paid search, display 
● Email campaign: application deadline 
● Email campaign: enrollment reminders (admitted & current) 

April ● Summer application deadline: April 5 
● Google Ads – paid search, display 
● Email campaign: enrollment reminders (admitted & current) 

May ● MTM webinar  
● Google Ads – paid search, display 
● LinkedIn video campaign 2 

June  ● Google Ads – paid search, display 
● LinkedIn video campaign 3 
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Approval 
Thank you for allowing us to serve as your enrollment marketing services provider. We 
are very excited to get started, and we are confident you will be extremely pleased with 
our work and results. 

These project terms are accepted and agreed to, and the start date will be the date on 
which both parties sign this letter. 

Thank you. 

  

_______________________________ _______________________________ 

UF Lifelong Learning   Date 

 

_______________________________ _______________________________ 

Client      Date 




