
6C Video-Institution: Moffitt Cancer Center 30
th

 Anniversary Video 

Situation Analysis/Research: Moffitt Cancer Center is a nonprofit institution created by the State of Florida to 

reduce cancer incidence and death in Florida and beyond. The cancer center opened its doors on Oct. 27, 1986. In 

late 2015, Moffitt Strategic Communication team was tasked with creating a comprehensive campaign celebrating 

the institution’s upcoming 30
th

 anniversary. The campaign was to include a history video highlighting Moffitt’s first 

30 years, and a new online microsite housing all 30th anniversary collateral – articles, videos and photos.  Its goal 

was to tell the organization’s history in a way that would inspire audiences to renew their commitment to Moffitt’s 

mission: to contribute to the prevention and cure of cancer. The project hinged heavily on research done by the 

Strategic Communications team. A majority of the research was informal primary research that included in-depth 

video interviews with Moffitt physicians, scientists, patients and advocates, as well as historical research using 

Moffitt’s library archives. Formal primary research included fact finding and content analysis via newspapers and 

other state historical documents linked to Moffitt’s creation. The target audience for the campaign was Moffitt 

employees, patients, advocates and potential patients and donors. Objectives: 1) Produce a feature video that is 15 

minutes or less and includes at least 6 interviews from people key to Moffitt’s creation and success by Oct. 27.  2) 

Incorporate a “Human 30” time lapse element that would attract at least 150 employees to participate in its creation 

by Oct. 27. 3) Within six months of posting 30th anniversary video on Oct. 27, reach at least 5,000 social media 

users. 4) Create an online microsite featuring a minimum of 20 of the historical interview videos by Nov. 9, the date 

of an institution-wide employee celebration. Implementation: The Cancer Center’s founding and first 30 years 

provide compelling stories, and the most critical task was researching who best to tell them. This started by 

surveying executive leadership and key board members for their input on storylines and interview subjects. Their 

initial list was narrowed to 2-3 people representing key areas – government, medical, research, patients and 

donor/advocates. All interviews were video recorded by Moffitt team members for multiplatform use.  Team 

members also began to sift through archival materials in Moffitt’s library, identifying important events, photos and 

additional elements. This information was used to augment visuals for video production and to develop a 30-year 

timeline highlighting key moments in Moffitt history. With timeline and video interviews underway, our digital 

team wove together interview snippets to create a cohesive and compelling anniversary video, entitled “30 Years of 

Courage.” Its initial estimated runtime of 15 minutes was condensed to 13. Institution-wide employee engagement 

was enhanced through the creation of a “Human 30” video element, with more than 200 staff staged on the 



hospital’s front lawn to spell out “30” for rooftop and drone cameras. This element appeared in the history video, 

multimedia presentations, social media and a microsite complete with all video/print/still photo/timeline assets - also 

designed by team members. Both video and microsite were unveiled at an employee celebration on November 9
 
that 

was held on our Magnolia Campus with live feeds to our 3 satellite campuses. Evaluation: 1) The history video “30 

Years of Courage” was previewed to a standing ovation at the semiannual Team Member Service Awards 

Recognition in October. The 13 minute video included 15 interviews, more than double the target of 6. 2) More than 

200 team members participated in a “Human 30” time lapse video that was incorporated in the history video and 

also posted to social media as a freestanding clip. This time lapse clip became the top performing post on Moffitt 

Facebook, with 8,771 views/21,582 reach (all traffic is organic, no paid promotion).  3) Within 4 months of  posting, 

views of the “30 Years of Courage” video through Moffitt’s Facebook page exceeded 7,000 with a reach that 

exceeded 20,000 4) The 30 Years of Courage microsite incorporated 28 video vignettes in addition to the history 

video, exceeding its target by 8. The microsite has generated more than 3,000 landing page visits, with 7,599 

views/20,427 reach for the history video and 14,995 views/82,800 reach for the additional vignettes. Budget: The 

total budget for video and microsite was $3758, including travel for interviews. Not included in the budget is the 

more than 150 hours that were put in by the Moffitt Strategic Communications team. 

 

  



 


