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Target Audience

Why?

In creating a paid-media campaign for the 
Pharmacist of America Association, we first 
selected a target audience by reviewing the 
goal and objective of the campaign. The 
objective of the campaign is to increase 
awareness and favorability of America’s 
pharmacists to decrease rude behavior 
during transactions at the pharmacy. 

The overall goal is to increase awareness 
and favorability of pharmacists. With those 
in mind, we selected pharmacist influencers 
as our target audience.  We decided on this 
because we wanted an audience that 
frequented the pharmacy but also acted 
with other health ads. We believe we can 
influence the attitude of this audience 
toward pharmacists through our paid 
media strategies.

After looking over other audiences, we 
believe pharmacy influencers can be an 
effective way for the Pharmacist of America 
Association to reach a highly engaged and 
niche audience to help amplify their goal. 

Pharmacy Influencers

Pharmacy influencers are described as anyone who has “bought prescription drugs at any drug store in the 
past 30 days and taken action as the result of health ads in the past 12 months.” This audience acts on health 
ads and frequents the pharmacy often. Selecting this target audience directly impacts the goal of raising 
awareness and increasing the favorability of pharmacists among customers that frequent the pharmacy.

Population that bought prescription drugs at...
Pharmacy Influencers Influencers
Political Influencers

All P
op

svi
lle 

Adu
lts

Pop
svi

lle 
Adu

lts 
tha

t b
ou

gh
t p

res
cri

pti
on

 dr
ug

s in
 pa

st 3
0 d

ays

8,000,000 

6,000,000 

4,000,000 

2,000,000 

0 

Popsville Adults vs Segmented Audiences 
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When looking over Scarborough data, we found that of the 5,625,778 adults in Popsville, 4,211,166 
bought prescription drugs at any drugstore in the past 30 days. Our target audience of pharmacy 
influencers is 1,547,602 of the 4,211,166 people that have bought prescription drugs. 

As the graph indicates that pharmacy influencers have a greater index than any other audience 
segment. Pharmacy influencers are 34% more likely than the average adult in Popsville to buy 
prescription drugs in the past 30 days, which correlates to the number of interactions this 
audience has with the pharmacist. 

Why?



Meet John

Age: 50

Location: Popsville

Marital Status: Married

Children: Five

Education Level: High School

Occupation: Construction Project Manager

Personality: John has always been a hard 

worker and wants to provide for the most 

important thing in his life, his family. He 

enjoys staying up to date on all sports and 

what is going on in the Popsville community.

Media Usage: John has to get up really early 

for work and tends to come home later. 

While he gets ready for work he typically 

watches the morning news before heading 

out the door. When he gets home, he eats 

dinner with his family and then catches up 

on the latest sports.

Online Behavior: He barely has time to use 

his phone outside of work. If he reaches for 

it, he tends to look up health information or 

keep up to date with family on Facebook.

Target Persona

Target Audience
Media Usage 
After selecting our target audience, we drove deeper into their media usage behaviors. We 
looked at the interest and habits to best figure out where to reach our audience. Based on 
market research and data analysis we created a target persona that represents whom we are 
trying to target. By understanding the needs and preferences of our target audience, we can 
tailor our marketing strategies and messaging to appeal to them.

Pharmacy Influencers

1

John is 50 and has lived in 
Popsville for over 10 years. He 

graduated high school but now is 
a construction project manager. 

His wife is in the food service 
business and they have five 

children together.



Target Audience 
Media Usage

We reach them by going to where they 
are. Our strategy was studying our target 
audience's behavior and tragically placing 
media where they would naturally 
interact and engage with it. 

When considering how to best reach 
them, we took into account the cost, 
audience size, and a diverse way to reach 
the majority of our audience. We spread 
out our paid media efforts across a variety 
of platforms to ensure that our audience 
would be exposed to the ads in the most 
cost-effective way.

How Do We 
Reach Them?

Our target audience is the most active on more traditional platforms including radio, 
television, and print. They listen to satellite radio or rock music while they drive.  
They watch television in the early morning, late news, and late fringe dayparts. They 
are most actively watching  Spanish broadcast television during early news and 
sports. 

Compare to the rest of Popsville, pharmacy 
influencers are 124% more likely to watch 
Spanish broadcast sports. They are 
committed readers of the Popsville Review, 
any day of the week.  This audience doesn't 
go on social media or search often. If they 
are online, they are typically using Facebook 
or looking up health information. 



Paid 
Media 
Mix

Cost Effective Media Mix for Budget

Estimated Pharmacy 
Influencer Impressions

Gross Rating

Points
CPM Pharmacy 
Influencer Impressions

310,714,805 20,077$20.92

Satellite Radio
Rock Radio
Early Morning Broadcast Television
Early Fringe Broadcast Television
Late Fringe Broadcast Television
Children & Teen Cable Television
Sports Spanish Language Broadcast
Early News Spanish Language Broadcast
Popsville Review Monday - Friday
Lobby/Elevator ads in office buildings
Programmatic: comScore top 1,000 sites

After defining the target audience, analyzing 
their media usage behaviors, and getting a set 
budget of $6,500,000, we started to choose 
the platforms that best fit our audience's 
lifestyle.  

Our platforms included:

We noticed this combination achieved the 
highest GRP while keeping CPM low. By 
targeting these channels, we will build a 
better relationship with the consumers and 
influence their perception of pharmacists 
positively. 



% of All Popsville Adults
% of Pharmacy Influencers
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Popsville Adults vs Segmented Audiences in 
a Selected Media Channels

To better explain our media placements, we created a graph to 
show our target audience engagement with our media channels 
versus the average Popsville adult.

Every media channel has a 
significantly higher 
percentage of pharmacy 
influencers than Popsville 
adults, except our digital 
effort. 

Our digital placement has 
a slightly lower number of 
our target audience then 
the average Popsville 
adult because our target 
audience does not spend 
much time online. 
However, we still felt it 
was necessary to target 
our audience online for 
when they do search.

Some of our media 
placements like on Sports 
Spanish Language 
Broadcast and  Popsville 
Review are almost 
exclusively targeting 
pharmacy influencers. The 
average Popsville adult 
that reads the Popsville 
Review Monday - Friday is 
1.7% compared to 63.7% of 
pharmacy influencers.



Paid Media Mix

Television
Our media mix includes a variety of 
television channels. We placed around 35% of 
the overall budget in a variety of broadcast 
networks at the highest viewership of our 
audience. We saw an opportunity here 
because there was a smaller audience of 
viewers outside of our target audience. Since 
television is live, and our target audience 
does not have much online activity, we 
assume our audience watches television ads. 
Viewers are not allowed to skip through 
commercials on these platforms, which 
provides an opportunity to reach our 
audience where they are at. We selected 
spots that have high views with our 
audience, but lower views on the population 
as a whole.

Radio
The media that received the largest share of 
the budget was radio. We selected rock and 
satellite radio because these stations were 
both above 30% of our target audience. These 
platforms combined earned an estimated 
197,572,000 impressions with pharmacy 
influencers.  While keeping the budget in 
mind, we spread out the budget across
platforms to ensure the same users weren't 
seeing the ads. 

Largest Shares

The media mix allocates the budget in a cost-effective way because we diversified our 
media selections to gain the most effectiveness in reaching our audience. We did not 
select only the budget-friendly options but selected more expensive options as well to 
meet our target audience.



Paid Media Mix
We strategically placed media in some areas more than others because of our 
target audience. Places like digital media and elevator ads were allocated less 
money than radio, television, and print because our audience interacts with 
those forms of media more frequently.

Smallest Share
Digital Display Advertising 
As we have mentioned previously,
our target audience does not go
online often. Their online habits
include researching medical,
health, or genealogy keywords. If
they were to use social media it
would be Facebook, but not often.
We still felt it was necessary to
place ads online, but kept it low
because of the behavior of our
audience

Lobby/Elevator Ads
Our audience was 20% more likely
to see these ads than the average
adult in Popsville so we placed ads
here. It also helped diversify our
marketing efforts. We didn't feel
the need to place too much of the
budget here because this isn't as
effective as some of our other
marketing efforts. 



Other Media 
Recommendations
Paid, earned, and organic media can be used 
together in an integrated marketing strategy to 
maximize the reach and effectiveness of a 
campaign. Using these three together can help 
increase brand awareness, and engagement, and 
achieve the objective to improve interactions and 
favorability amount pharmacists. 

No one assisted us in this process, except Google and the resources provided.

White Paper - Organic Media
Creating a white paper can help the organization 
establish leadership, educate stakeholders, and 
influence decision-making. White papers provide 
persuasive and informative information that can 
help address issues that customers might run into 
at a pharmacy, like running our of their 
medication.  

Reaching out to editors - Earned Media
Getting earned media is hard, but well worth it if 
one has the right connections. Generating earned 
media from editors of newspapers, magazines, 
and other types of print media would help keep 
audiences informed. Our target audience reads 
Fredrick News-Post and Washington Times daily 
print editions. These are expensive places to place 
advertisements. Luckily, we've established good 
relationships with editors in the health section of 
the newspapers that might give us space to 
provide a thoughtful and informative story for 
their audiences to read.

Signage at the drugstores - Organic Media
Putting additional signage at the drugstores to 
help inform customers of what pharmacists do 
could also help bring awareness to the profession.



Executive Summary
Target Audience |Pharmacy Influencers

Pharmacy influencers are 34% more likely 
than the average adult in Popsville to buy 
prescription drugs in the past 30 days, 
which correlates to the number of 
interactions this audience has with the 
pharmacist. 

Cost-Effective Ways to Reach Audiences

When considering how to best reach them, 
we took into account the cost, audience size, 
and a diverse way to reach the majority of 
our audience. We spread out our paid media 
efforts across a variety of platforms to 
ensure that our audience would be exposed 
to the ads in the most cost-effective way.

Pharmacy Influencers Media Usage

Our target audience is the most active on 
more traditional platforms including radio, 
television, and print. They listen to satellite 
radio or rock music while they drive. They 
watch television in the early morning, late 
news, and late fringe dayparts. They are 
most actively watching Spanish broadcast 
television during early news and sports.

Cost Effective Media Mix for Budget

Estimated Pharmacy 
Influencer Impressions

Gross Rating

Points
CPM Pharmacy 
Influencer Impressions

310,714,805 20,077$20.92

Satellite Radio
Rock Radio
Early Morning Broadcast Television
Early Fringe Broadcast Television
Late Fringe Broadcast Television
Children & Teen Cable Television
Sports Spanish Language Broadcast
Early News Spanish Language 
Broadcast
Popsville Review Monday - Friday
Lobby/Elevator ads in office buildings
Programmatic: comScore top 1,000 
site

Overview of Ad Recommendation

The media mix allocates the budget by 
diversifying our media selections to 
maximize our audience reach. We did not 
select only the budget-friendly options 
but selected more expensive options as 
well to meet our target audience. Every 
media channel has a significantly higher 
percentage of pharmacy influencers than 
Popsville adults, except our digital effort. 
This is due to the fact that our audience 
doesn't use digital media more than the 
average Popsville adult. 

Our platforms included:


