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SATURDAY, JUNE 10, 2017

“To achieve great things, two things are needed; a plan, and not quite enough time.”
                                                                                                                           -Leonard Bernstein

KAY TAPPAN, APR PANEL PRESENTATION
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The Opportunity

The College of Journalism and Communications received funding from the Knight Foundation to 
bring a series of provocative speakers to campus who were studying, defining and creating the 
emerging cultures of news and engagement. 

Dubbed “The Innovators,” the series was a central element in a larger strategy to establish 
the College as a thought leader in an emerging digital environment that was re-arranging the 
relationships between news and its sister disciplines of public relations and advertising.The 
College hoped to be at the forefront of a larger conversation about the future of news and 
engagement.
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Research

Suggestion: Surveys distributed to faculty and students

FORMAL

INFORMAL

Focus groups with students
Benchmarking / communications audit
Indentifying speakers*
Informal interviews with faculty
Informational phone interviews with speakers
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Research

What is the biggest challenge in your job that you are facing right now?

SPEAKER INTERVIEW QUESTIONS

If you could spend six months on a problem, what would that problem be?

What topic or research area fascinates you the most?

Is there anything else you’d really like to do during your time in Gainesville?

If our roles were reversed, what would you spend your time in the classroom on?



5

sample customized variation

The committee was committed to ensuring a diverse lineup of speakers.

Research DIVERSITY
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Planning

The goal was to elevate the speakers, all of who were under-sung heroes of emerging ideas, 
while establishing our college as a hub of creative thought leadership. Additionally, we hoped 
our Innovators visits would stimulate not only our faculty and students and those in the 
industries who engaged and viewed the archived visits, but also the Innovator him/herself to 
further develop their ideas.

GOALS

PUBLICS

Faculty whose research and teaching interests can benefit from fresh thinking and access to new networks.
Undergraduate students whose education and network will be enriched by contact with role models who 
offer powerful examples of the importance of risk-taking and creating new paths.
Digital information industries
Larger University of Florida community who identifies as “innovative”

STAKEHOLDERS

The Innovators speakers
The Knight Foundation
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Planning

OBJECTIVES

Building relationships
1. Build connections with those within the UF and Gainesville community who identify as innovators themselves.
2. Build the College’s reputation as the kind of thought leader that appeals to the “almost-famous” innovators we’ve identified.

Burnishing our college’s reputation
3. Establish an identity for the series that will help us attract even more high-profile speakers during the program’s second year.
4. Engage the Innovator’s professional and personal networks, in particular CJC efforts that have relevance to their work.
5. Leverage Knight support to attract more funders and credibility.

Strengthening our work
6. Place UF CJC at the center of a community of thought leaders who are exploring and establishing the new rules for engagement, 
particularly as they relate to news and strategic communication.
7. Enliven our curriculum with fresh thinking and new examples.
8. Co-create projects with the Innovators and students that represent the intersection of the College’s significant resources, student 
creativity and energy and the Innovators’ fresh thinking.
9. Stimulate new ideas for scholarship.
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Planning

STRATEGY

Singularity. Ensuring that each speaker’s visit represents a singular event that could happen only in this environment. You won’t hear 
canned, polished presentations that are typical for speaking tours.

Broader Networks. Leveraging the visits to establish and nurture new relationships by attracting new attention to what’s happening in our 
college.

New Ambassadors. Establishing lasting relationships with the Innovators by identifying their priorities and helping them achieve 
professional goals.

Inventions. Identifying specific experiential goals for each visit.

Thought Leadership. Bolstering the College’s position as a thought leader by establishing a strong and lasting credibility among the 
individuals who are leading the digital evolution.
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Planning

MESSAGING

We’ve invited a provocative group of people who are asking today’s most interesting questions about how new technologies are changing 
the way we enlist people in our causes, acquire and understand news, and connect with others. These innovators and inventors have taken 
big risks on new ideas, and they’re willing to share what they’ve learned along the way. We’ll create with them a forward-looking series of 
events that will change how you think about news and engagement.

CALL TO ACTION

For UF Community: Innovation isn’t passive, and neither are inventors like you. We’re not inviting you to come listen to another speaker, 
we’re asking you to work side-by-side with the people who are inventing our future.

For larger community: Join a conversation with the innovators and leaders who are defining today’s media and communication.



10

sample customized variation

Planning

TACTICS

“Inside the Actor’s Studio” style interview: recorded and live streamed
Classroom visits
Curricular discussions
Brown bag lunches
Industry roundtables
Social Media channels: Twitter, YouTube and Facebook
Website
News articles about the series/speakers in targeted media channels
Published summaries of sessions
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Implementation

LAUNCH: MAY 2014

Press release
Post on Knight Foundation blog by Dean McFarlin
Website launch
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Implementation

TIMELINE

Summer 2012

DIANE MCFARLIN 
NAMED DEAN OF 

UF CJC

January 2013

MCFARLIN 
ASSUMES POSITION 

AS DEAN

March 2013

INNOVATORS
COMMITTEE IS

FORMED

September 2013

GRANT IS SUBMITTED TO
AND APPROVED BY

THE KNIGHT FOUNDATION

November 2013

I AM ASKED TO 
CO-CHAIR COMMITTEE

Nov 2013 - May 2014

PLANNING

May 2014

SERIES ANNOUNCEMENT
AND

WEBSITE LAUNCH

September 2014

MARK LITTLE

November 2014

MELISSA BELL

April 2015

MARIA BALINSKA

October 2016

GREAT STORYTELLERS

April 2017

GRANT CLOSES
EVALUATION ENDS

YEAR ONE

September 2015

RAFAT ALI

January 2016

SACHIN KAMDAR

March 2016

MATT THOMPSONYEAR TWO
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Implementation

BUDGET

Total grant amount: $113, 140.00

Sample: Mark Little visit 

ITEM    QUANTITY  TOTAL   VENDOR   PAYMENT
rope for auditorium     $26.91   Michael’s   Pcard
catering reception  40   $990.00  Elegant Events  Invoice
alcohol reception  40   $138.87  Dorn’s    Invoice
hotel    2   $258.00  Hampton Inn   Invoice
Drapes/lights/AV support    $1265.00  Visual Logics   Invoice
Lunch: Thursday, Sept. 18 12   $268.00  Harvest Thyme  Invoice
Snacks: Thursday, Sept. 18 15   $50.00  Harvest Thyme  Invoice
Dinner    4      Mark’s       
Lunch: Friday, Sept 19 5      Bistro    Invoice
AM snacks: Friday, Sept 19 20   $221.00  Harvest Thyme  Invoice
Exec Limo Airport to hotel    $150.00  Candies   Invoice
Flight: NYC > GNV     $116.00  US Airways   Pcard
Flight: GNV > NYC     $392.00  Delta    Pcard
Award       $210.00  Crown Trophy   Pcard
       
       $4,085.78
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Implementation
ACCOUNTABILITIES
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Tactics
WEBSITE



16

sample customized variation

Tactics
WEBSITE



17

sample customized variation

Tactics
WEBSITE
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Tactics
INTERVIEW: RECORDED AND LIVE STREAMED
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Tactics

11” X 17” POSTER

MARK LITTLE: FOUNDER, STORYFUL

S E E  W H A T

T H E  F U T U R E

L O O K S  L I K E .

THE INNOVATORS SERIES

MARK LITTLE: THURSDAY SEPT 18
GANNETT AUDITORIUM 6:30 PM

FULL EVENT INFO AT JOU.UFL.EDU/INNOVATORS

TH EN  OW N  IT

Want to be a difference maker? It takes more than 

intellect. It takes innovation. That’s why we’re bringing 

you The Innovators Series, featuring six speakers with 

today’s sharpest minds. 

SOCIAL MEDIA GRAPHIC: FACEBOOK AND TWITTER
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Tactics
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Tactics

GAINESVILLE BUSINESS REPORT

MY CJC FOR STUDENTS
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Tactics
DEAN MCFARLIN PRESENTS THE INNOVATORS 
SERIES TO REYNOLDS JOURNALISM INSTITUTE
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Tactics
SANDWICH BOARD
PRTIN INVITATION

SEE THE FUTURE
THEN OWN IT

FULL EVENT INFO AT WWW.JOU.UFL.EDU/INNOVATORS

THE INNOVATORS SERIES
Want to be a difference-maker? It takes more than intellect. It takes innovation. Being able to generate ideas that lead 

to a better way. First, you need to know what’s out there. That’s why we’re bringing you The Innovators Series.  

Six guides. One purpose. Join the conversation. 
#UFInnovators

MELISSA BELL, Co-founder, Vox
WEDNESDAY, NOV. 12, 2014 AT 7 P.M. 
Weimer Auditorium

Melissa Bell co-founded Vox.com in early 2014. 
We’ll discuss how Vox is leading a new wave of 
high-value digital journalism, the science of how 
we consume the news, and Bell’s perspective on 
the challenges and opportunities of creating a 
startup news space.
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Tactics
SLIDE
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MASTER CLASS

12:30 - 2:30 P.M.

AHA! COLAB

RSVP, SPACE IS LIMITED

RSVP@JOU.UFL.EDU

All majors are invited to this 
interactive session on leveraging 
the power of digital analytics.

C E O / C 0 - F O U N D E R , P A R S E . L Y

INTERVIEW

6 P.M. GANNETT AUDITORIUM

NO RSVP NECESSARY

#UF INNOVATORS

O N  W E D N E S D AY,  J A N .  1 3

J O I N  D I G I TA L  A N A LY T I C S

E N T R E P R E N E U R

SAC H I N  K A M DA R

SANDWICH BOARD

DIGITAL SIGNBOARD

INSTAGRAM GRAPHIC

Tactics
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Tactics

TWITTER AND INSTRAGRAM GRAPHICS FOR 
NABJ

SOCIAL MEDIA GRAPHIC 
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Tactics
SOCIAL MEDIA
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Tactics
MEDIA PLACEMENT
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Evaluation

OBJECTIVES

Building relationships
1. Build connections with those within the UF and Gainesville community who identify as innovators themselves.
2. Build the College’s reputation as the kind of thought leader that appeals to the “almost-famous” innovators we’ve identified.

Evaluation
1. Connecting with the Gainesville community was a weakness within the programming. We did connect with members of the UF com-
munity, as measured by increased UF author contribution to The Conversation, a publication run by Innovator Maria Balinska, as well 
as successful roundtable sessions with players  from across campus.
2. Successful media placement in PBS EducationShift / MediaShift and Elite Daily
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Evaluation

OBJECTIVES

Burnishing our college’s reputation
3. Establish an identity for the series that will help us attract even more high-profile speakers during the program’s second year.
4. Engage the Innovator’s professional and personal networks, in particular CJC efforts that have relevance to their work.
5. Leverage Knight support to attract more funders and credibility.

Evaluation
3.A strong second-year lineup
4. Continued partnerships with some of The Innovators, namely The Conversation (Maria Balinska) and Parse.ly (Sachin Kamdar). Mark 
Little spoke at our annual frank gathering in 2015.
5.Mark Little and Maria Balinska continue to work to connect the frank gathering with potential funding sources. According to the 
Dean, in informal conversations with Knight, she felt the success of the series earned our College more credibility.
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Evaluation

OBJECTIVES

Strengthening our work
6. Place UF CJC at the center of a community of thought leaders who are exploring and establishing the new rules for engagement, 
particularly as they relate to news and strategic communication.
7. Enliven our curriculum with fresh thinking and new examples.
8. Co-create projects with the Innovators and students that represent the intersection of the College’s significant resources, student 
creativity and energy and the Innovators’ fresh thinking.
9. Stimulate new ideas for scholarship.

Evaluation
6. Successful media placement in PBS EducationShift / MediaShift and Elite Daily. Presentations given by the Dean (Reynolds Journal-
ism Institute) and committee members (Knight Foundation Media Learning Seminar).
7. Deliverables from sessions. This should also be evaluated by a post-event survey distributed to faculty.
8. Student-authored articles published in Elite Daily and PBS MediaShift.
9. Again, this should be evaluated by a post-event survey distributed to faculty.


