Case Study:

Kmart: For All Kinds
of Christmas
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Kmart is a popular retail brand known for its low-cost goods. For the holiday season,
Kmart launched a multi-channel campaign to connect with young families and Gen Z
and Millennials during the opportune holiday season.

Objective:
Kmart aimed to create a memorable
and distinctive Christmas campaign,
that would lead to increased brand
awareness, and recall. Kmart also
hoped to increase sales by 14.8% from
the previous year’s campaign and
increase transactions by 15%.

Low prices/for life

The social media
content generated

1.8S million

N revenue for
Kmart

Home | Christmas edition 4

In store Thursday 18th November until Wednesday fst December 2021
Ranges, colours, styles and sizes may vory from store to store. Accessories not included.
See page 9 for terms and conditions.

Shop your way (@) In-store (§) Online (&) Click & Collect  kmart.com.au

e current environment continues to change both in Australia and overseas, impacting Kmart's ability to guarantee
ity of some featured catalogue items on the advertised date. We try our best to plan for such events and keep working hard
to ensure that delayed products are available for purchase as soon as possible.
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Case Study:

Kmart: For All Kinds of Christmas

Snapchat was
the channel
delivering the
highest revenue
for Kmart

Social media
created 8x the
revenue of paid
media

Method:

Kmart’s hero piece of the campaign
was a TV ad titled ‘This is How We Do
Christmas’, which had a vibrant, and
playful tone using storytelling and the
message of ‘Shop Your Way’. Kmart also
took to social media, producing a series
of short, snappy 15-second ‘How-To’
videos related to Christmas topics

such as how to style your tree, that
integrated Kmart products and prices.
These videos were designed to connect
with the target audience with a bolder
brand voice. In order to effectively
reach younger audiences, Kmart also
invested in new channels such as
Pinterest, Snapchat, and Spotify.

Results:

The TV commercial increased brand
awareness and recall, with the TV
commercial inforcing a message of
Kmart as a place of convenience for
Christmas needs. The 15-second how-
to videos were able to break through
the clutter in Pinterest feeds, delivering
a higher-than-average click-through
rate. The 15-second teaser content
across all social media platforms
generated $1.8 million in revenue for
Kmart, 8x the money invested in the
media. Expanding to channels used by
young people was a smart strategy for
Kmart, with Snapchat delivering the
highest revenue. ®
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