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OVERVIEW 
A mystery centered around racial divide, big-money and political maneuvering will light up television 

screens on Fox this winter. With Shots Fired, Fox presents a timely and relevant miniseries that probes 

some of today’s biggest and most divisive issues. However, at a time in our shared cultural and 

political life when these issues are part of the daily news cycle, a careful strategic plan is essential to 

drive tune-in and minimize risk of audience fatigue.

Target Demographics 
Fox has already identified the following three audiences for Shots Fired. Film and TV titles have been 

added for additional reference.

Primary 
Adults 18-49 
 
Fans of: 
• Crime shows  

(24, The Wire) 
• Police dramas  

(Law & Order, CSI) 
• Cable dramas  

(Show Me  
a Hero, The Night Of)

Secondary 
African Americans  
& Latinos 18-49 
 
Fans of: 
• Sanaa Lathan 
• Empire 
• Black TV & movie dramas  

(Power, Straight  
Outta Compton)

Tertiary 
Women 18-49 
 
Fans of: 
• Procedural crime  

(Criminal Minds,  
Cold Case) 

• Police drama (Law & Order,  
Prime Suspect) 

• Serialized drama (The Good  
Wife, Friday Night Lights)

Value Proposition 
Several aspects of Shots Fired stand out as areas our social campaign will highlight  
and explore: 

Prestigious cast 

• A complex mystery for fans to solve 
• Relatable characters and themes 
• A human story with big emotions

Considerations 
Along with its stories of heartbreak and struggle, Shots Fired is also a timely story that puts a spotlight 

on some of today’s biggest issues. However, because of fatigue and negative impressions surrounding 

many of these themes, the campaign needs to give special consideration when dealing with: 

• Race relations (Black Lives Matter) 
• Politics and campaigning (The recent election) 
• Police shootings (Chicago, North Carolina, etc.) 

This isn’t to say that these topics should be entirely avoided; rather, they should be a part of a broader 

campaign and not the central focus of our marketing efforts.
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Key Goals 
• Generate awareness among target demos 
• Spark and foster conversation on social platforms 
• Motivate tune-in 
• Grow the audience and interest throughout the season 

Campaign Strategy 
The challenge with Shots Fired is finding the marketing “sweet spot” between veering too far into 

potentially alienating territories and too far into presenting the series as a fairly typical procedural with 

an exceptional cast.  

As such, we recommend framing the show as a dramatic mystery that’s set against the backdrop of 

controversial issues currently part of our socio-political zeitgeist. While there might be some temptation 

to shy away from addressing these divisive aspects, doing so would be disingenuous and not true to 

the series, which could lead to viewer drop off after the first episode airs.  

On the flip side, there might also be temptation to fully highlight the controversy and build a campaign 

entirely around “Black Lives Matter,” “Police Shootings” and the like. This approach is potentially 

dangerous, especially since the show is airing on network television and needs to attract a wide 

audience to be successful – we need people from both sides of the political divide to watch the show, 

HuffPo and Wall Street Journal readers alike. 

To identify which themes and elements to build our campaign around, we’ve created the following 

graphic to pinpoint the “sweet spot” we are looking to hit. 

It’s recommended that all campaign executions map to one or more of these “sweet spot” themes.  
It’s also important to keep in mind that the sensitive nature of the series runs the risk of negative 

blowback and trolling across the social landscape that will be hard to contain. Because of this, it’s 

important we take a highly proactive role in monitoring and managing all the social channels for Shots 

Fired using social media best practices such as ignoring trolls, directly engaging with positive users to 

turn them into series evangelists and helping steer conversations into positive directions when they 

appear to be getting out of control. 

Please refer to Appendix A: Quantitative Backup for a survey of current sentiment on social media 

around several Shots Fired elements.

Overly Controversial Overly Routine

Police profiling 

Racially motivated 
violence 

“Black Lives Matter”/ 
protesters

Complex 
Mystery 

Conflicting 
POVs 

Relatable 
characters & 

emotions 

David vs. 
Goliath 

The quest for 
Justice

Crooked cops 

Stereotyped 
characters from all 

walks of life 

Crusading “do good” 
attorneys
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Multiplatform Content Strategy 
We propose a unique strategy for social platforms to highlight and leverage the show’s themes of 

multiple perspectives and the community versus the official story. 

Facebook 

This is the voice of “authority.” Content released to Facebook comes from the point of view of the 

police, the governor and from vested interests like the Richard Dreyfuss character.  

Twitter 

Paralleling what Twitter has become in real life, we will use this platform to present emotional and 

combative content from the community's perspective, which at times tells a totally different story than 

the "official" version found on Facebook.  

Instagram 

For Instagram, we want to present big, emotional and impactful moments that straddle the line between 

the official voice of Facebook and the community-based voice of Twitter. These graphics are intended 

to convey powerful images from every side of the story.  

Only by visiting all three channels - and especially Facebook and Twitter - will the audience get a 

comprehensive picture of the unfolding mystery.
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Positioning Statement 
From the most powerful to the least, everyone has their own story to tell and their own truth to discover 

when the police kill two teenagers for reasons that may be more complex than they first appear. 

Campaign Hashtag Exploration 
The trend in television hashtags is toward simplicity in the form of just using the show’s title. But since 

Shots Fired is so thematically rich, we’ve identified several hashtags that are more provocative and 

active than just using #ShotsFired alone. 

• #PierceTheTruth 
• #HealTheRift 
• #UniteForTruth 
• #FindTheTruth 
• #CrossTheDivide 

Campaign Rollout 
Due to the compressed timeline, we recommend dividing the campaign into two phases prior  
to premiere and then to continue social media efforts throughout the series’ run. 

Pre-Launch: Jan – Feb 
Establish the Characters 

Introduce the characters and their motivations while positioning members of the community  
in a relatable and emotional way.  

Launch Window: March 
Seed the Mystery  

Focus on the show’s mystery aspects while treading carefully on its controversial themes and 

continuing to deepen emotional attachment to show characters. 

In Season: March – June 
Unravel the Puzzle 

Generate content that chronicles each episode from multiple perspectives and create a  
“cliffhanger” through social assets and activations that encourage weekly tune-in.



APPENDIX A: 
QUANTITATIVE BACKUP
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Black Lives Matter 
AvatarLabs examined over 700,000 social posts containing the term “Black Lives Matter” from  
the past 30 days. 

Of the terms which could be categorized as negative or positive, 36% were negative which indicates 

this is a polarized topic.

APPENDIX A : QUANTITATIVE BACKUP

Negatives 
(36%, 35,638)

Positive 
(64%, 64,396)

The emotional component of the conversation is overwhelmingly negative.

While the attributional nature which reviews the “actions” ascribed to the conversation is more evenly 

split. The term itself is a rallying cry for supporters and a trigger for offending an equal number of 

others. 
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APPENDIX A : QUANTITATIVE BACKUP

Sample conversation drivers include:
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Presidential Election 
AvatarLabs examined over 1.5 million social posts containing the term “presidential election” from the 

past 30 days.  

Of the terms which could be categorized as negative or positive, 54% were negative which indicates 

this is a polarized topic.

APPENDIX A : QUANTITATIVE BACKUP

Positive 
(46.3%, 28,804)

Positive 
(53.7%, 33,440)

The emotional component of the conversation is overwhelmingly positive. Posters note that this was an 

unprecedented campaign with many firsts including the first successful female campaign manager, a 

successful businessman was elected, etc. 

While the attributional nature which reviews the “actions” ascribed to the conversation is more 

negative.  President Elect Trump’s rejection of Russian involvement, the recount, and the general 

controversy surrounding much of the election driving this. 
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APPENDIX A : QUANTITATIVE BACKUP

Sample conversation drivers include:
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APPENDIX A : QUANTITATIVE BACKUP

Police Shootings  
AvatarLabs examined over 60,000 social posts containing the term “police shooting” from the  
past 30 days.  

Of the terms which could be categorized as negative or positive, 86% were negative which indicates 

this is a overwhelmingly negative topic. 

The emotional component of the conversation is overwhelmingly negative.  Posters are amazed when 

police shootings seem justified, while others use the reports of shootings as a platform for expressing 

racially charged sentiments, or simply reporting. 

While the attributional nature which reviews the “actions” ascribed to the conversation is also negative.  

Many declarations sympathize with the victim or alternately blame the victim. 


