
 

 

Kmart Australia: Revitalising a brand via innovative research & creative collaboration  

The Kmart (Australia) “1000 Mums” campaign was conceived to reignite the market’s interest in a brand 
that had been all but abandoned by its primary market – mothers.   

THE BUSINESS SITUATION 
In 2011, the Australian retail sector was in the doldrums (Australian Bureau of Statistics: NSW Department 
Stores recorded annualised decline of 3.7% 2010 to 2011, a loss of AUD$222 million), dogged by shopper’s 
ability to choose cheaper online imports.  And the market was more focussed on saving than spending.   

Kmart, a discount department store, one of Australia’s biggest retailers for 40 years with 180 stores, had 
failed to perform financially for ten years.  The situation was dire and the parent company, Wesfarmers, 
was considering closing the Kmart business down.   

A year earlier, in an effort to correct the situation, Kmart had shifted from a High-Low pricing model to an 
Every Day Low Prices (EDLP) model, but had not succeeded conveying this change in the competitive retail 
communications environment.  Kmart was also battling perceptions of providing an overall poor quality 
shopping experience. 

 
THE MARKETING STRATEGY 
The marketing strategy for Kmart started in the July half of 2011 with three key appointments: a new 
General Manager of Marketing, who appointed creative agency Belgiovane Williams Mackay (BWM), and 
research partner, Forethought Research. This team had to overcome legacy problems whilst swimming 
against the tide of a negative retail sector.  These issues were highlighted in the first wave of the 
Forethought Research study: 

 A year earlier Kmart had moved from a High-Low pricing model to Every Day Low Prices (EDLP) yet this 
had not been communicated successfully, and was believed to be stifling Kmart’s return to form.  Should 
Kmart stay with this strategy? 

 Consumers considered that the three discount department stores were closely aligned on perceptions of 
Quality. However, competitor Big W was perceived to be in a healthiest position on perceptions of both 
Quality and Price competitiveness, placing Big W in share market gaining position, and Kmart in a neutral 
position on market share (Exhibit 1); and 

 Explaining Kmart’s Quality and Price competitiveness position, the competition was dominating Kmart on 
18 of the 20 most important rational drivers of consumption.  The two drivers Kmart owned were 
amongst the least important (Exhibit 2). 

Using the Forethought Research findings the strategy for the creative agency, BWM, was to create a 
communications platform - earned, owned and paid - that would be heard above the category 
communications din to: 



 

 

 

1. Drive lapsed and occasional shoppers to revaluate their perceptions of Kmart (quality and price) to shop 
more frequently; and 

2. Drive regular shoppers to ‘shop the box’ and increase their basket size. 

The tactic was to focus Kmart on winning back advantage on two of the critically important rational drivers 
of choice and to embed into the Kmart brand the most important emotions driver of category consumption.  
Kmart’s ownership and progress on these drivers would be tracked by Forethought, and Forethought market 
share change forecast would be independently validated by third party research at three to six months out. 

THE RESEARCH STORY 
In July 2011, Kmart commissioned Forethought Research to undertake a quantitative study of Australian 
department store shoppers (n=834).  The methodology used was Prophecy Thoughts® (quantitative 
measurement of rational drivers of market share) and Prophecy Feelings® (quantitative measurement of 
the discrete emotions drivers of consumption, captured with minimal cognitive interference) to 
understand: 

RATIONAL  

 Hierarchy of rational drivers of consumption behaviour (i.e. drivers of market share); 

 Performance of Kmart versus competitors on each driver; 

 Perception and Experience scores on each driver for Kmart vs Competitors; and 

 Predict market share change in a three to six month window (Forethought is recognised for the 
accuracy of its market share change forecasts: refer Marketing Science Feb 2011 “Practice Prize Paper: 
Applying a Dynamic Model of Consumer Choice to Guide Brand Development at Jetstar Airways”). 

EMOTIONS 

 The hierarchy of discrete emotions driving consumption at a category level; 

 The performance of the Kmart brand on each emotion; and 

 The performance of Kmart versus its competitors at eliciting the relevant consumption driving 
emotions. 

RATIONAL VS EMOTIONS 

 Modelling the hierarchy of importance of emotions versus the rational in discount department store 
brand choice. 

BUSINESS OBJECTIVES 
1. To increase gross margin growth [EBIT] within a category uniformly suffering revenue decline; 
2. To achieve YOY transaction growth of over 4%; 
3. To increase store traffic by greater than 2.5% (in a declining market); and 
4. To increase loyalty as measured by consumers shopping at Kmart to the exclusion of competitors Big W 

and Target. 

COMMUNICATIONS OBJECTIVES (**Specific drivers have been masked) 

1. RATIONAL** - To drive consumer behaviour by effectively identifying and then communicating the 
rational drivers (reasons to believe) of consumption: 

a. A store for me** 
b. Low prices** 

 
2. EMOTIONS** -  To drive visitation and consumption by identifying -  with minimal cognitive interference 

-   the discrete emotions driving consumption in the category and then activating and embedding those 
emotions into the brand via the communications. 



 

 

 

Target Market: Mothers 
Television Commercial Filmed: 11 July 2011 
Television launch: 1 August 2011 
 

HOW DID RESEARCH CONTRIBUTE TO THE CAMPAIGN’S SUCCESS?  

#1. PRICING STRATEGY 
Wave 1 of Forethought Research modelling confirmed that EDLP was a superior proposition for gaining 
market share than High-Low Pricing, assuring Kmart to maintain this new strategy. 

#2. RESEARCH: SHARPENING THE FOCUS FOR CREATIVE EXCELLENCE 
The research anchored the creative agency, BWM, via the quantitatively revealed rational consumption 
drivers or “reasons to believe” and discrete emotions, giving a framework and confirming the creation of the 
Big Idea.  The creative scope was constrained and the agency’s energies focussed on finding the most 
powerful approach to communicating the reasons to believe and finding the implicit way to communicate 
the emotions subtext. 

The quantitative research underpinning gave Kmart certainty on the rational and emotional territory that 
would drive market share, and therefore giving them the courage to allow BWM to work boldly. 

#3. ACTIVATING THE DISCRETE EMOTIONS, QUANTITATIVELY IDENTIFIED WITH MINIMAL COGNITIVE 
INTEREFERENCE 
Emotions are a pre-cognitive catalyst to our non-conscious decision making.  Traditional research that 
captures emotions using stated methods (e.g. focus groups) provide a post-rationalised understanding of the 
consumers felt emotions.  In contrast, the Forethought quantitative method captures discrete emotions with 
minimal cognitive interference using an online, non-verbal animated scale. This research method, for the 
first time, provides Creatives with insight on the hierarchy of discrete emotions driving consumer choice, 
captured with minimal cognitive interference.  This new-to-the-world insight is the equivalent of wearing 
night-vision goggles – from a client perspective it provides an imperceptible advantage.  Importantly, via this 
innovative research approach Kmart and BWM were armed with: 

 The hierarchy of discrete emotions which drive consumption behaviour at a category level; 

 Which emotions the Kmart brand was eliciting;  

 Which emotions Kmart needed to elicit to drive consumption behaviour; and 

 What emotions were the competitors’ brands eliciting in consumers. 

As the only brand in the category equipped with this modelling, Kmart was able to choose which emotions it 
would seek to embed in its brand as a part of an immediate visitation and consumption driving strategy, and 
as a part of a longer term strategic imperative.  It was as if the rest of the market was still working in black 
and white, and in contrast, Kmart had been given colours to use. 

THE RESEARCH LINK TO CAMPAIGN DEVELOPMENT AND EXECUTION 
The research showed that Kmart had to improve the market perception of the quality of its offerings, and 
communicate that Kmart had the lowest prices every day to win market share.  Quality = Up.  Prices = Down.  
Surely one of the most complex communications challenges.   

Equipped with a nuanced understanding of the most important Quality drivers of brand choice via the 
Forethought Research study, “a store for me**” referenced more than a store that the consumer could feel 
comfortable shopping in, it referenced a self-reflective meaning around financial well-being.  Kmart and 
BWM then sought to imbue this reason to believe with the selected discrete emotions identified in the 
research, to breathe life into the campaign idea.   



 

 

 

Forethought Research provided insight on the psychological construct for the selected emotions and their 
interplay with the reasons to believe; providing guidance on what behavioural change the chosen emotion 
activates and how best to trigger that emotion implicitly.  Implicit activation is critically important because 
longitudinal observation by Forethought has shown that if the emotion is activated explicitly the audiences’ 
cynicism filter can be triggered prompting them to challenge and reject both the rational message and the 
emotion.  However when evoked below the audiences’ awareness the emotion acts as a powerful enforcer 
of the communication.  

In this instance the emotion would be activated by being a member of a community and making good 
decisions.  This insight led BWM to a very particular execution of their Big Idea: film an extraordinary real-life 
shopping experiment.  Invite 1000 mothers to join together (implicit: community) at a Kmart store on one 
evening to sample the store and its products, then guess the price of the everyday items – toasters, t-shirts, 
jeans, microwaves and so on.   

Once the groups of mothers had seen, touched and tried the Kmart products, they were asked to guess the 
price.  In almost all instances the group over-priced the item based on their revised assessment of the 
product quality.  When the price was revealed, the lower than expected price tag triggered sincere surprise 
and glee at the new discovery.  BWM filmed these moments where the mother’s perception of product 
quality increased, whilst understanding that the pricing was lower than expected.   The women were in on a 
secret, sharing it with a community of women who had common needs, and knowing their decision to shop 
again at Kmart would be a good one – all activating the selected emotion and serving to embed that in the 
Kmart brand. 

Advised by the Forethought Research study, BWM successfully communicated its targeted reasons to believe 
on Quality and Price and the chosen emotion implicitly.  

 
 

BUSINESS RESULTS:  1 AUGUST 2011 to 31 DEC 2011 
Product sales up 25 million products 
Customer traffic up 3 million (in a population of 22 million) 
EBIT up 5.8% 
Earnings growth vs competitor benchmark Up 31.4% (vs competitor up 0.8%) 

 
COMMUNICATIONS RESULTS: June 2012 
To drive consumer behaviour by effectively communicating the rational drivers of consumptions: 

Kmart moved from market share neutral into market share gaining (Exhibit 3), dislodging Big W who moved 
back from a gaining position into neutral losing ground on perceptions of Price Competitiveness and Quality. 

 QUALITY:  Kmart claimed ownership of 9 out of 17 of the most important Quality drivers including the 
priority driver – taking a significant lead from the competition on this driver (Exhibit 4); and 

 PRICE COMPETITIVENESS:  Kmart improved markedly on perceptions of Price competitiveness, winning 
five out of five of the most important Price drivers. 

To drive consumption by effectively activating and embedding in the brand the discrete emotions 
(measured with minimal cognitive interference) which drive consumption in the category. 

 TV SPOT:  testing of ‘1000 Mums’ spot effectively elicited the specific discrete emotions chosen. 

 BRAND:  tracking indicates that the TV spot has been highly effective at embedding into the brand 
the specific discrete emotions selected. 

 



 

 

 

 
MEDIA REPORTS 

“Kmart, Target duel at head of Pack”   
Australian Financial Review,  3 February 2012 

“Wesfarmers mid-market department store chain Target appears to be 
losing ground to its discount stable-mate Kmart as cautious consumers 
search for value.  Kmart’s customer numbers rose by 3 million and its 
cash registers rang up an extra 25 million products in the six months to 
December 31, 2011” 

 

CLIENT REPORT 

Dion Workman,  
General Manager Kmart, Feb 2012  

“...the financial press has picked up on something we have known for some time – Kmart is gaining on its 
competitors.  And, there is a sense amongst retailers that something is afoot at Kmart, they are right.  Part of 
it is Prophecy Feelings®.  About six months ago Kmart commenced using Feelings to access the emotional 
inventory of our brand and our communication.  The insight has been central in giving us the confidence to 
hold and indeed accelerate our current path.  Without Feelings and its companion, Prophecy Thoughts, we 
would still be largely guessing.  For us, Feelings is a major building block in the accountability of market.”   
 

 

RESEARCH REPORT 

Ken Roberts  
Managing Partner, Forethought Research, Feb 2012 

 “Evidenced by our research, ‘1000 Mums’ television campaign has succeeded at one of the toughest 
communications challenges – to convince the market that a brand’s quality is up, whilst everyday pricing is 
down.  Our post campaign data shows that the residual benefit is that pre-cognitive emotions which drive 
consumer behavior (quantitatively identified pre-campaign) now reside in the Kmart brand, when they didn’t 
before ‘1000s Mums’. 

Kmart has broken away from the category through this campaign. Forethought Research modelling predicted 
that ‘1000 Mums’ would increase market share.  In the critically important final quarter (Christmas) of 2011 
Kmart did lift share and successfully contributed to the transition from high-low pricing to an everyday low-
price strategy.  

Given the payload the campaign had to carry, Forethought Research would conclude that ‘1000 Mums’ has 
been the most successful creative of the more than 200 spots tested in 2011.  Quite simply, ‘1000 Mums’ has 
been a brilliant campaign.”                                                                    

 
 
 
 
 
 
 

 



 

 

 

APPENDIX 
 
Exhibit 1 – July 2011 
Kmart Lags:  Competitive Position  
(Source: Forethought Research – Kmart July 2011) 

 Exhibit 2 – July 2011 
Kmart Lags: Rational Drivers, Hierarchy & Ownership 
(Source: Forethought Research – Kmart July 2011) 
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Exhibit 3 – June 2012 
Kmart Leads – Competitive Position 
(Source: Forethought Research – Kmart June 2012)  

  
 
Exhibit 4 – June 2012 
Kmart Leads: Rational Drivers, Hierarchy & Ownership 
(Source: Forethought Research – Kmart June 2012) 
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“1000 Mum’s” Campaign – TV Spot (30sec) 

THE ARRIVAL THE EXPLORATION 

 
 

THE GUESS THE REVEAL 

  

THE SURPRISE**, THE JOY**, THE COMMUNITY (** Emotions drivers have been masked) 

   

  

  
 


