
BRAND CHALLENGE
An Emmy is the highest honor in
Television, but shows that are critical
darlings with large audiences are the
ones usually nominated. Friday Night
Lights (FNL), long a critical and fan

favorite, had the disadvantage of a
very small audience. During the four
years it was on, the show and stars
were never nominated. For the fifth
season, NBC decided to push FNL and
its’ stars in their 2010 Emmy
consideration campaign.
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CREATIVE SOLUTIONS
Mission Control pitched a concept
that would use the fans to speak to
the Emmy voters. Featured in a

stop-motion video, Emmy voters
would “meet” and “hear” from the
people who loved the show. Each
fan would hold a sign with copy on
it, that when strung together would
appeal to the Emmy body to
consider the show and its’ two

stars, Kyle Chandler and Connie
Britton.

To get as many submissions as
possible, MC wrote and oversaw all
communication with the audience

through the FB page, blogs and
other avenues, including additional
outreach to get fans to include
their friends and family.
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RESULTS
Nearly 1,000 fans sent in photos, allowing MC to
create a tapestry of images beyond what NBC
thought they would get. MC used multiple
techniques to ensure the visual didn’t become
repetitive while watching. The video was featured

on the front page of EW.com on the (Michael)
Ausiello Files, who wrote that NBC and DirecTV (the
shows producers) are “attempting to drive home
this message to a seemingly immovable voting
body with an Emmy campaign that is ambitious,
creative, and, dare I say, moving.”

Both Kyle and Connie were nominated.

Entertainment Weekly

“ambitious, creative, and moving”
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