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PREPARING TO GATHER CONTENT
STORIES, EVENTS, INTERVIEWS, GUEST VISITS



THINK LIKE YOUR AUDIENCE

• Who is the story about? 
• What happened? 
• When did it happen? 
• Where did it take place?  
• Why did it happen? 

• What do you think they want to hear? 
• How do you want them to act? 
• How do you want them to feel? 
• What do you want them to do?

Most Newsworthy Info

Important Details

Other General 
Info/Background 

Details

Who, What, When, Where, Why
5Ws

Audience



FRANKLIN’S GOALS

Increase the awareness, recognition and reputation of UGA Franklin College

Advance 
scholarship and 

research support

Incraese 
philanthropic 

support

Academic 
innovation

Attract top faculty 
and students



• Ambitious – we push the boundaries
• Curious – Our critical thinking and passion spur us to keep asking 

questions and digging deeper
• Creative – We find connections where other wouldn’t – sharing 

knowledge broadly
• Innovative – Our location at the convergence of arts and sciences helps 

push limits to reach new heights and bring societal change. 
• Tomorrow’s Leaders – we generate results and have larger implications 

for our actions

WHAT IS FRANKLIN?
Franklin Spark



FRANKLIN COLLEGE OF ARTS AND SCIENCES

UNDENIABLE

COLLECTIVE

INSPIRATIONAL

Our academic aptitude is 
well-established and highly 

recognized.

We represent and champion 
the intersection of the arts 

and sciences

Our work produces results. 
We bring impact to Georgia 

and the world.

Showcase:
•Academic and research 
excellence
•How we explore innovation
•Hands-on experience
•How we enhance curriculum

Highlight:
•Collaboration at Franklin and UGA
•How we build community
•Importance of convergence of arts 
and sciences

Share:
•How Franklin’s work impacts 
community/world
•Share  student success
•Share how alumni have had success 
and impacted the world

Sub-Brand Platform



Sub-brand Training

FLOW CHART

CONTENT IDEA

NO

YES

MESSAGING CONSIDERATION

AUDIENCE QUESTION 

Does the content connect 
to one of Franklin’s core 

concepts? 

Start again. As you 
think of content ideas, 

every idea should 
connect to at least one 

of Franklin’s core 
concepts. 

Great! Aligning to the core 
concepts will ensure that 

content is on-brand. This will 
allow Franklin to consistently 

tell a cohesive story. Which 
core concept is most 

relevant here? 

Make sure you identify 
the messaging goal that 

you think the content 
best serves. 

Make sure you identify 
the messaging goal that 

you think the content 
best serves. 

Make sure you identify 
the messaging goal that 

you think the content 
best serves. 

Core Concept

Core Concept

Core Concept

Collective

Undeniable

Inspirational

After considering core concepts, messaging goals and the target audience, determine 
what content category will be best to tell this story. Refer to the audience profiles for 

some examples of supporting topics to help frame ideas. 

Who is the target audience? 
What do we want this 

audience to think, feel, or do 
as a result of this content? 



Content Draft
Write an initial draft of the piece of content.

Core Concepts
What core concept(s) can this story fall under?

Messaging Goals
What defining goals does this ladder up to? 
(See Choosing a Messaging Goal Worksheet)

The Spark
What makes this story interesting or notable?

SMART Goal:
What is the specific, measurable goal of sharing this story?

How does this align to the core conept(s) you selected?

What data or proof points make the message stronger?

Undeniable 

Collective

Inspirational

Sub-brand Training

STORY BRAINSTORM
Subject: Primary Audience

Who are you talking to?



KEY CONTENT 
Student, Faculty, Alumni, Events



1. STUDENT
Student Success, Student Spotlight, Student Involvement, Student Majors



STUDENT SUCCESS

• Highlight academic achievements, scholarships, and internships

• Share personal growth stories: overcoming challenges, skill development

• Source: faculty nominations, student surveys, campus news

STUDENT SPOTLIGHT

• Feature unique talents, hobbies, majors, or leadership roles

• Showcase diversity: cultural backgrounds, passions, goals

• Source: interviews, social media campaigns, student submissions

STUDENT INVOLVEMENT

• Promote clubs, for student engagement.

• Cover events, volunteer work, and campus initiatives

• Source: Student orgs, event recaps, photo contests

• Call to Action: Encourage students to share their stories via [submission platform]!

ENGAGING STUDENT STORIES



1. What initially drew you to your major department at UGA Franklin College of Arts and Sciences?

2.Tell us about your internship/research project.

3.Tell us about your favorite class/professor and impact they had.

4.Talk about your award/accomplishment- why are you receiving it and how did you achieve it?

5.Have you ever participated in, or do you plan to participate in any study away or study abroad programs during your time at school? If 

yes, please share details.

6.Which spark characteristic most resembles you. What does it mean to you?

7.What advice would you share with an incoming student?

EXAMPLES OF STUDENT INTERVIEW QUESTIONS



STUDENT’S QA STORY WEB HIGHLIGHT STUDENT SOCIAL

WHAT WE CREATED



2. FACULTY
Faculty Success, Faculty Spotlight, Faculty Involvement, Faculty Research



FACULTY RESEARCH

• Feature ongoing studies, funded projects, or impactful publications

• Highlight collaborations with industry, government, or other 

institutions

• Source: Research office updates, grant announcements, faculty 

websites

ENGAGING FACULTY STORIES

FACULTY INVOLVEMENT

• Promote participation in campus events, committees, or outreach

• Cover professional development, workshops, or collaborations

• Source: event organizers, faculty surveys, photo submissions

FACULTY SUCCESS

• Highlight research grants, publications, and awards

• Share innovative teaching methods or program impacts

• Source: department reports, faculty profiles, university news

FACULTY SPOTLIGHT

• Feature unique expertise, community contributions, or mentorship

• Showcase diversity: career journeys, interdisciplinary work

• Source: faculty interviews, nomination forms, social media



EXAMPLES OF FACULTY INTERVIEW QUESTIONS
1. What led you to a career in academia, and what do you enjoy most about being a faculty member?

2.Tell us about your research/book/papaer and its impact.

3.Talk about your recent award/accomplishment- why did you recieve it, how do you feel?

4.How would you describe your teaching or mentoring style in the classroom or with students?

5.How do you contribute to the university or academic community outside of teaching and research?

6.What excites you about the future of your field or higher education in general?

7.How do you support student success and growth in your courses or programs?

8.What’s a unique perspective or passion you bring to your work as a faculty member?



WHAT WE CREATED
FACULTY AWARDS SOCIAL POST FACULTY EVENT SPOTLIGHT WEBSITE STORIES



3. ALUMNI
Alumni Success, Alumni Speakers, Alumni Interviews, Alumni Involvement 



ALUMNI SUCCESS

• Highlight career milestones, promotions, awards, or entrepreneurial ventures

• Share stories of applying university skills in real-world settings

• Source: alumni newsletters, LinkedIn updates, career office records

ALUMNI SPOTLIGHT

• Feature unique achievements, volunteer work, or creative pursuits

• Showcase diversity: industries, global impact, personal journeys

• Source: alumni interviews, social media campaigns, direct submissions

ALUMNI INVOLVEMENT

• Promote engagement in mentorship, networking, special donations, awards interviews w/ students or campus events

• Cover donations, guest lectures, or alumni association activities

• Source: Alumni office, event recaps, giving campaigns

ENGAGING ALUMNI STORIES
Encourage alumni to share their stories - Consider student interviews/recording class visits and turn these interactions into content.



1. Tell us about yourself and your recent accomplishment.

2.How did your time at UGA shape your career path or personal growth?

3.What was your favorite tradition or campus event at UGA, and why did it stand out?

4.What on piece of advice would you offer a student?

5.Please share a memorable lesson or experience from a UGA professor or course that still impacts you today?

6.How did the UGA alumni network support you after graduation, and what advice would you give current students about leveraging it?

7.What’s one thing you wish you had known or done differently while you were a student at UGA?

8.How do you stay connected with UGA today, and what motivates you to give back to the university community?

EXAMPLES OF ALUMNI INTERVIEW QUESTIONS



WHAT WE CREATED
ALUMNI INTERVIEWED BY SCHOLARSHIP RECIPIENT - LINK ALUMNI SPEAKER SOCIAL POST ALUMNI SPOTLIGHT QUOTE SOCIAL POST

https://franklin.uga.edu/news/stories/2024/school-computing-student-interview-intel-cto-greg-lavender


4. EVENTS
Department Events, National Events, Social Events, Clubs



PHOTOS

• Take photos - get names and details (minor, department, award), take candid and professional shots.

• For any CAES materials that contain an image or video featuring a person, it is necessary to get permission to use that photograph of 

them. In the case of minors, this permission should be from the parent or guardian in writing.

COPY (WRITING)

• Who, What, Where, When, Why

• Key Moments or Highlights: 

⚬ What are the pivotal or unexpected moments that shape the event’s narrative? Identify turning points, such as a dramatic play, a 

surprise announcement, or a spontaneous student reaction.

• Community Engagement: 

⚬ How are students, faculty, alumni, or locals participating and interacting? Note signs of unity, like shared chants, collaborative 

activities, or displays of school pride.

• Personal Stories or Emotions: What emotions or personal experiences are evident among attendees? Look for individual reactions—

joy, tension, nostalgia—that reveal the event’s impact. Collect quotes!

GATHERING INFO AT EVENTS



WHAT WE CREATED
WEB ARTICLE COVERING CURO EVENT INNOVATIVE INITIATIVE ANNOUNCEMENT TALKIN DOG EVENT SOCIAL POST



• Make a template with a series of questions that students/staff/faculty can use to interact with guest speakers and alumni 
• Make a template with questions for student profiles/clubs 
• Make social media templates or use marcom’s student, alumni etc.
• These forms help create a series with cadence and consistency 
• Ask interviewee to submit photo or have student take photo at event/lecture 
• Ask tour ambassadors/clubs to submit content – words/photos
• Great research and “&” stories 
• Post events/news consistently 
• Submit events to UGA calendar

HOW TO GATHER CONTENT

• Goal -actively gather content along the way - create content once – use it as many places as possible
• Key is to gather content and then post to your website and social media 
• Gather photos - high quality, in brand, and collect names and details of subjects.

⚬ Photo tips: students with the guest speaker, alumni visit to UGA, ensure photo is properly cropped and clear, generic 
UGA photography is available at uga.edu/photo

CONTENT IS KEY!



• Gathering content includes writing and photos, 
graphics and maybe even a video!

• Students with the guest speaker

• Alumni visit to UGA

• Ensure photo is properly cropped and clear

• Candid or stock photos

• Generic UGA photography is available at uga.edu/photo

PHOTOGRAPHY EXAMPLES OF GOOD AND BAD PHOTOGRAPHY

Good!
• Highlights 

individuals
• Up-close
• Clear image
• Up-to-date

Bad
• Far away
• Blurry
• Outdated



FORMATTING CONTENT



• Make Content Easy to Read: Use short sentences/paragraphs, simple language, visuals (images, 
infographics, videos, graphs)

• Link to High-Quality External Resources: Use outbound links to authoritative sites for credibility and user 
value (e.g., statistics, reports, surveys, case studies, interviews). Ensure links are up-to-date.

• Add Internal Links: Link to relevant pages on your site to distribute link equity and improve SEO. Ensure 
anchor text is relevant, and links are natural.

• Focus on Quality Content: Content should be accurate, valuable, original, and engaging.

• Keep it concise and scannable.
• Incorporate visuals for engagement.
• Be consistent with names, titles and format

WRITING TIPS



EVENTS

CONTENT
NEWSLETTER

S

WEBSITE

BROCHURES

EMAILS

DIGITAL 
BOARDS

DIGITAL 
BOARDS

VIDEO

PROMOTIONAL 
MATERIALS

• Newsletters 

• Website 

• Events 

• Socials 

• Digital boards 

• Emails 

• Brochures 

• Promotional material

• Can pitch to Marcom and/or 

Darcom

Submit story ideas to 

franklinstories@uga.Edu

WHERE TO SHARE CONTENT



PUTTING IT ALL TOGETHER



EXAMPLE 

2. CONDUCTED INTERVIEW 3. STORY WRITTEN THEN POSTED ON WEBSITE 4. SOCIALS MADE AND POSTED

1. DISCOVERED STORY- FRANKLIN STUDENT ON CONNECT ABROAD TRIP



POST YOUR CONTENT
• Post your events to the UGA calendar: calendar.Uga.Edu 

• Post your events/news to your department website 

• Share your events/news with franklin marketing

• Add stories to newsletter
⚬ Franklin marketing & communications has a quarterly 

alumni newsletter

• Send stories to main office to put on Franklin’s main socials



A STORY MARKETING REQUESTMARKETING REVIEW
Submit a story idea here

Franklinstories@uga.edu
Submit a new marketing request here

Franklinmarketing@uga.edu
Submit a marketing item for review here

Fcmarketingreview@uga.edu

WORKING WITH FRANKLIN MARCOM

mailto:Franklinstories@uga.edu
mailto:Franklinmarketing@uga.edu
mailto:Fcmarketingreview@uga.edu


CANVA LUNCH & LEARN
May 29th 1:00 p.m.-2:00 p.m.



CANVA - ACCESS AND FOLDERS
https://www.canva.com/login/

Please email franklinmarketing@uga.edu for access 
Login: fccanvadept@uga.edu

Folders labeled - can create more for departments
• DO NOT move templates make a copy then move the copy



QUESTIONS?
Links for more information found on Franklin Sub-Branding page

https://www.franklin.uga.edu/franklin-college-sub-branding
https://www.franklin.uga.edu/franklin-college-sub-branding
https://www.franklin.uga.edu/franklin-college-sub-branding
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