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ABOUT M

[ am pursuing my Bachelor of Science in Marketing at
the University of Tampa, set to graduate in May 2025
and am currently looking for an entry level digital
marketing position based in Tampa. | currently work
part-time at an agency, but am looking for an in-
house position with opportunity for full time. Thanks
for checking out my work!



EXPERIENCE
e Skills
e Certifications

MY WORK
e Grow Getters

Cheval Wellness
Morrow Insurance
Iceberg Heating and
Cooling
Eric Ritter
Pediatric Dental
Anesthesia Associates

Course Work

e Buyer Behavior
e Digital Marketing
e Global Marketing




Canva, Adobe, WordPress, CapCut, Google,
Microsoft, Qualtrics, SPSS, Asana, Slack, Metricool




HUBSPOT ACADEMY
Social Media Marketing

SEO
Inbound Marketing
Content Marketing

Email Marketing
Inbound Sales

GOOGLE SKILLSHOP
Google Analytics

Google Ads Search
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50 you've

NE

now what?

I manage the social media accounts of the Grow Getters Marketing, including Instagram, Facebook,
TikTok, LinkedIn, and Google Business. This consists of creating and posting graphics, reels, and
photos regularly, posting daily stories, and engaging with the online community for at least 15
minutes per day.



growgettersmarketing Content pillars help you create a
strong foundation for your content strategy fg »* '+

Content pillars are the core topics or themes that drive
your content strategy. They help you stay focused and
ensure that your content is consistent and aligned with
your business goals "

To identify your content pillars, ask yourself:

* What are the main topics that my audience cares
about?

* What are the most important messages | want to
convey?

* What sets my brand apart from others?

By identifying your content pillars, you'll be able to
create a content plan to ensure your social media profile
aligns with your business. This will save you time and
energy, and help you produce high-quality content that
resonates with your audience@" on

Stay in the loop with our latest tips and tricks

#SocialMediaMarketing #ContentPillars
#ContentStrategy #TargetMarket #TargetAudience
#SmallBusinessOwner #MarketingTips
#ContentPlanningTips #Tampa #TampaFL
#TampaMarketing
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‘ YOU HAVE IMBALANCED HURHUHIS
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SR CHEVAL WELLNESS (8 - y oo :
| / oy \ e % 5
sours i 7 - cHEvAL e LNEss SN

R4 b AVAILABLE BY CALL OR TEXT
remiriovalll & FIND OUTIFP a THERAPY 1S RIGHT FOR YOU! 1

(813) 776-5751 =

CHEVAL W
looking for a
weight loss plan
that works? >

[ previously managed the Facebook and Instagram accounts for Cheval Wellness, a direct primary
care clinic. This consisted of generating reel prompts and filming content, posting graphics, reels,
and photos regularly, posting daily stories, and engaging for a minimum of 15 minutes daily. This led
to more than doubling the following and bringing in new customers.
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% your body's natural

estrogen reset:

1 \Z
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chevalwellness Estrogen is often referred to as the
'hormone of youth', but what happens when it gets out of
balance? @ .|

Low estrogen levels can lead to fatigue, mood swings,
and even weight gain. But did you know that bioidentical
estrogen therapy can help restore your body's natural
balance? @ v*

Cheval Wellness uses a personalized and careful
approach to determine the right dosage and delivery

method for your unique BHRT needs' ', %7

Schedule a consultation to learn more about how BHRT

CHEV AL WEEENES S




ericritter How to Use Al in Marketing 4/

Al is a tool to support creativity, not replace it. The best
marketers know how to balance tech with authentic
storytelling. Here's how to enhance your creative
process using Al:

@& Brainstorming: Let Al spark ideas for headlines,
content themes, or captions, but make them your own!

@ Research: Al tools like SEMrush analyze trends
quickly. Use insights, but trust your judgment.

%, Personalization: Deliver personalized content at scale
with Al, but review content for your brand'’s voice.

m Data-Driven Creativity: Use Al analytics to guide
creative decisions to ensure your pushing the best
version of your content.

Al can't replace empathy, storytelling, or ethical
judgment, only YOU can bring that magic. % Human +
Al = marketing superpower!

How are you using Al to elevate your marketing? Share
below! ‘

#seo #searchengineoptimization #seoexpert
#marketingexpert #marketingstrategist
#digitalmarketingexpert #digitalmarketing
#marketingtrends #seotip #digitalmarketingtip

S
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ericritter Want to actually stand out in search rankings
this year? It all comes down to four simple letters: E-E-A-
T. Let's talk about why it matters more than ever.

| was catching up on some industry reading over a glass
of Pinot Noir, and came across a fantastic post by Keri
Engel on the future of SEO.

Read it here if you haven't already! & https://
explodingtopics.com/blog/future-of-seo

One trend she highlights, and | couldn’t agree more, is
the increasing importance of E-E-A-T: Experience,
Expertise, Authoritativeness, and Trustworthiness.

Here's my take:

# Experience: Real-world knowledge matters. Share
actual insights from your personal or business journey.

® Expertise: Prove you know your stuff. Think detailed
guides, case studies, and data-driven content.

# Authoritativeness: Get others to recognize your
expertise. Mentions, reviews, backlinks... they all build
your “street cred.”

® Trustworthiness: Be transparent, accurate, and
consistent. A polished site with clear contact info and no
shady tactics = trust.

Google's getting smarter, and real brands (and real
people) are who win.

Your content should feel like it's written by someone
who's actually been there, because it is!

Curious how your site stacks up when it comes to E-E-A-
T? Drop a comment or DM me, happy to chat over a glass
of wine or a Zoom call. T

- —

#digitalneighbor #webdesign #leadgeneration
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A Guide for Dental Professionals

Many parents feel anxious about
sedation. Here's how you can
reassure them and build trust!

>>>

Partnering with pediatric dental offices nationwide to
provide safe, affordable, & convenient anesthesia

: {
5]
. @E« pediatricsedation.com

PEDIATRIC DENTAL ANESTHESIA
ASSOCIATES

[ manage the Meta and TikTok profiles for PDAA, sharing B2B marketing content targeting
pediatric dental offices across multiple states. The content is a mix of educational, promotional,
heartwarming, and trending concepts to target the primary audience, while showcasing their

strongest value of creating positive dental experiences for children.
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More Than Care, We Uplift '+ °7
April 9 - Duration 0:10

v
28

Overview ®

Views
Watch time
Interactions

Profile activity

59,620

3d 20h 29m 40s

1,551

a7

pediatricdentalanesthesiaassoc Happy National Root
Canal Day! Let's celebrate by changing the narrative
around dental procedures and make dental visits a
positive experience for both kids and parents! ®°

“Your child needs a dental procedure” Q

Words that cause understandable panic. But with the
right team and proper pediatric anesthesia, it's far easier
than you think.

At PDAA, we make sure your child's procedure is stress
free, and less scary than:

- “Mommy, | cut my own hair!"

- Missing nap time.

- Your toddler being suspiciously quiet.

- Stepping on a LEGO or Barbie shoe.

At Pediatric Dental Anesthesia Associates, we specialize
in:

R7 safe and effective pediatric anesthesia
k4 Compassionate care tailored for children
&2 Support for parents every step of the way

B Dental professionals: Interested in collaborating with

us? Reach out to learn how we can support your practice.

A

DENTISTS

We bring hospital-grade
care to you

(2) Learn more

3

EEDIA TR DEN T AL AdNES ST
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Protect Your Home | Business Coverage
FROM FLOOD RISKS

* Property
* Commercial Auto

“ ‘- * Workers Compensation
* Product Liability

MORROW INSURANCE GROUP

* Liability
* Group Health, Life, Dental

i * Fire, Crime
; . : ! * Marine
For more info visit us at morrowinsurancegroup.com For more info visit us at morrowinsurancegroup.com

Call at 813-963-1669

MORROW INSURANCE

Call at 813-963-1669

[ managed the Google Business profile for Morrow Insurance which consisted of creating
posting graphics regularly and managing the comments and reviews.
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() iceBERG

Hi! | am currently assisting other customers and
will return your call in the order it was received!

Committed to treating clients like family i

ICEBERGS

HEATING & AIR CONDITIDNING Loe

-

ICEBERG HEATING & COOLING

[ managed the Facebook and Google Business profiles for Iceberg Heating & Cooling
which consisted of creating and posting graphics regularly as well as engaging with the

online community.
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AQUASMART SHINES

Agqua Smart:"

@aquasmart

25
pests  followers  following

1,328

741

L
sasenast s

X

agquasmart Turn night into your faverite time to boat [l Our
premium LED lighting does it all:

(&Fishing Mode: Bright, functional light for late-night fishing
EAmbience Mode: A soft glow perfect for family bonding or
stargazing

AguaSmart's eco-friendly LED Lights use solar power=so you can
light up your night without leaving a footpring:®

Ready to elevate your boating experience? Tap the link in our bie
to learn more and get started today!.jW
WBoatAc i

o gBoating

[

s |

e

PROMOTIONAL CAMPAIGN

AquaSmart

Our promotional strategy is designed to
engage fishing enthusiasts and recreational
boaters while positioning AquaSmart as a
trusted and innovative solution in the market.
The campaign's core objectives are to elevate
brand awareness, establish credibility, and
cultivate an active and engaged online
community.

Channels _\:\

« Instagram, Facebook, & Google Business :
¥ Schedule
* 3-5 posts per week

. ' « 5-7 PM
W Content Pillars
i » Educational Content
= : o Product Information

= Fishing & Boating Tips

= Best Fishing Spots

= Seasonal Fishing Information
« Entertaining Content

= Day in the Life

= Port Tampa BaySlam

= UGC Campaign

The final group project in my Buyer Behavior course was to pitch a new product, my
group pitched AquaSmart, a multifunctional hard top bimini. | worked on the

promotional strategy including an example post and profile.
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~“Live well, yoAﬁp what you sow” _ 4

Contact Me!

DIGITAL MARKETING

My Digital Marketing course was definitely a favorite. We spent the second half of the
semester building portfolio websites using WordPress. We used what we learned about

branding and messaging and implemented it to our final project.
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Be Ready. Be
trained. Be a
Certified
Responder.

Join a global movement of
everyday people preparing for
extraordinary challenges.

1 | What Isthe Certified Responder Program?

The Certified Bespander Pragram equips Individuals with esaving
amergency preparedness skille—from first aid and CPR to climate-
specific disaster training. Whether you're 3 volunteer, outdoor
anthusisst, or concerned citizen, you can make a real difference when
it matters most.

2 | WhyCertification Saves Lives

In climate-related disasters, early action can save lives. Communities
with trained citizems are mere resilient, more prepared, and recover
faster. By b ing a Certified youre nat |
athers—you're helping build a zater world,

3 | What You'll Learn

First Aid & CPR - Life-saving basios.

Disaster-Specific Protocels - Wildfire, floed, earthquake
Navigatien & Emergency Communication

Marital Health First Response - Caring for yourself and sthars
Sustainabifity & Ethical R Responding without harming

Gear Up, Give Back

¥y

Gear Up, Give Back is Patagonia’s global campaign to support
climate resilience through innovation, training, and community
action. Join us as we empower frontline responders and prepare
communities for tomorrow's challenges, starting today.

" AllProduets

Thils gear EMTs, and
functional designs made 10 Periorm LNGer pressure. Whathor FouTe on the clock o off,
wear i with pride. Lass

Scat by: Recommenced

§ products

In my Global Marketing course, I collaborated on a strategic campaign proposal for
Patagonia called Gear Up, Give Back; a global initiative promoting disaster preparedness,
sustainability, and community resilience. | designed an interactive website through Wix

to visually present our campaign strategy.
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CONTACT M—~! e

. sarah 1redell@gmall com

_ https://sarahiredell.com'
©® (908)337-9853

@ www.linkedin.éQm/in/Sarah—ir_edell
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