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TITLE OF CASE STUDY: Kmart “Ship My Pants” 

 

Summary:  

Kmart’s reputation had taken a hit over the years and out-of-stocks was one of the issues.  A 
complete logistics overhaul wasn’t possible so our challenge was to find a marketing solution to 
an inventory problem.  The answer was a little known service that made Kmart’s vast online 
inventory available to in-store shoppers.  But, before we could change the business we first had to 
change the negative conversations about Kmart that permeated social media. 

 

Our research brought to life a new target for this service and the brand overall. Cross-cultural and 
growing in influence we called them The New America. We discovered that they are proud, 
empowered, and outspoken with an appetite for edgy, clever, boundary-pushing humor.  Many 
are single moms who can’t afford to waste time on out-of-stocks.  Uncompromising, they find the 
emotional rewards of shopping come from finding the perfect item at a great price.  To them, there 
is no second place in shopping.   

 

The “Ship My Pants” campaign was built on this foundation of learning.  It reflected the face, the 
need, and the voice of The New America.   Brought to life with incredible humor, “Ship My Pants” 
made the message and joke one and the same resulting in unprecedented viewer engagement, 
positive sentiment and sales beyond our wildest expectations. 

 

Business Opportunity and Objectives 

Kmart was once the king of discount retail.  But, in recent years relevance had been lost to 

competition that provided a clearer point of difference and a more enhanced shopping experience. 

 

A big part of Kmart’s problem was their reputation for out-of-stocks. About ½ of intended 

purchases are lost from out-of-stocks because shoppers simply don't want to settle for second 

choice.  In a world where getting exactly what you want is just a few clicks away, Kmart could no 

longer compete if customers were leaving the stores frustrated and ready to share their bad 

experiences with others. 

 

In the short term, a complete logistics overhaul wasn’t an option.  Instead, we needed a marketing 

solution to solve an inventory problem.  The answer was found in a little known service called 

Store To Home that promised Kmart shoppers “if you can’t find what you’re looking for in-store, 

we’ll order it for you online and ship it to you free.”  In effect, Kmart made over 65 million items 

available to every customer every time they walked into one of their stores.   
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But, the challenge was more daunting than simply introducing a great new service because to 

change the business we first had to change the negative conversations about Kmart that 

permeated social media and the culture at large.  And, we simply couldn’t do that overnight.  Or 

could we? 

 

Success for Kmart rested on achieving three interdependent campaign objectives: 

 

Objective #1:  Engagement 

Launching this service on a shoestring budget was the first necessity with a media budget under 

$1mm. The work needed to be a magnet for social viewing and sharing.  Our social viewership 

objective was 5MM.  This level would exceed the most viewed Kmart content of all time, a video 

by Selena Gomez for her Kmart fashion line.  We felt this was significant in that Selena had over 

47MM fans on Facebook and over 16MM followers on Twitter to help fuel her viewership levels. 

 

Objective #2:  Reappraisal 

It was critical for this work to turn the conversation about Kmart around.  Historically, the brand 

faced a lot of negative commentary in the social space, often referred to as “Grandma’s store - 

behind the times.”  We needed content so unexpected and entertaining that it got people to think 

about Kmart in a whole new and supportive way.  Our goal was to achieve at least a 10 to 1 

favorability rating on YouTube. 

 

Objective #3:  Action 

We needed to begin solving our out-of-stock problem and drive new business.  Despite the low 

spend level we set an aggressive sales goal of $1MM in Store To Home sales per month.  

This would be more than twice the current sales level. 

 

The Research Story 

Identifying Our Audience: Kmart’s core shopper was growing old.  Future success demanded that 
we attract new, younger shoppers into our stores. So, our research journey began by identifying 
who these future shoppers should be.  We knew from Kmart shopper data that the majority of 
Kmart shoppers have household incomes below $50K.  But, income just got us to the starting line.  
We also learned that 40% of our current customers were coming from younger (21-45 year old), 
cross-cultural women; women who were spending $13 more per shopping trip!  Looking to the 
future we saw that this cross-cultural segment was growing in a hurry.  According to Census data, 
84% of total U.S. population growth and 98% of 18 and younger growth is coming from cross-
cultural consumers.   

 

But, the numbers tell just part of the story.  We conducted a content analysis across generations 
looking at the casts of popular TV shows, new words introduced into our language, popular foods 
and musical genres.  We discovered that over the years the impact on our culture from cross-
cultural consumers has grown way beyond their numbers.  Today, cross-cultural groups lead the 
culture more than they follow it, and their influence on the mainstream is profound.  Clearly, these 
younger (21-45 year old), cross-cultural women were the becoming the new face of the American 
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shopper.   We called these consumers The New America and decided they would not just 
become the bullseye for our communications, but also the voice of brand.   

 

Defining Our Audience: Once we identified our audience the next step was to get to know them 

better.  We conducted an analysis of their Facebook likes to identify their passions, went into their 

homes to understand how they live and approach their “financially challenged” lives, and 

conducted focus groups to talk about shopping. 

 

We knew going into our research that many Kmart shoppers lacked credit cards, banking services 

and medical insurance.  They lived their lives ‘paycheck to paycheck.’  But, our research made it 

clear that this is NOT how they define themselves.  The New America may be underserved, but 

they are definitely not under-proud.  They are positive and fully engage in their lives, honest and 

outspoken, strong and empowered.  And, when we looked at the movies, TV shows and 

comedians they love we found an enthusiasm for edgy, clever, boundary-pushing types of humor. 

 

They know what they like and compromise is not something they admit to being very good at.  

They are hardworking and live incredibly busy lives. Many are single moms who simply cannot 

afford to waste time chasing from store to store because of out-of-stocks. If you don't have an 

item you should have, you are likely to lose them as a regular customer.  They believe the 

emotional rewards of shopping come from finding the exact right item for them at a great price.  

This led to the insight:  There is no second place when it comes to shopping.   

 

Campaign Description 

The “Ship My Pants” campaign was built on the foundation of learning that came from the 

research.  It reflected both the face and the voice of The New America with diversity and a 

boundary pushing sense of humor.  Most importantly, it’s idea - the audacious reaction to 

getting exactly what you want – springs directly from the insight. 

 

“Ship My Pants” was one of those rare occurrences where the joke and benefit were one and the 
same. It was brought to life with an exceptional eye for casting. Our research led us to a diverse 
cast of various ages and ethnicities who would appeal to The New America. But, a diverse cast 
wasn’t enough – we also needed actors with the ability to play the joke as straight as possible. 
This allowed us to deliver a bit of sophomoric humor with a certain level of sophistication.  

 

We had no budget to speak of 1, but we knew our shopper was heavily engaged in social media, 
specifically online videos. So on April 10th we launched our content exclusively on Kmart’s 
YouTube page. We followed up with postings on Kmart’s Facebook page to their 1.2 million fans 
and on Twitter to their 20,000 followers. Within 24 hours the Today Show took notice, loved it, and 
featured it in a special segment that asked the question, “Have they gone too far?” This proved to 
be the nudge the video needed to get the ball rolling. 

 

Media outlets throughout the country picked up on “Ship My Pants” for its cleverness and sheer 
audacity. Meanwhile, YouTube viewership skyrocketed, the video went viral, parodies were 
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created, and throughout the social world Kmart shoppers and non-shoppers alike were talking 
about Kmart in a way they hadn’t for many, many years. 

 

Launching the ad exclusively online in our own hosted YouTube channel allowed us to tap into the 
social media response in real-time. We could conduct our own primary research as to how the 
spot was received on YouTube, on Twitter, and across any and all digital and social 
conversations. Doing so allowed us to make the educated and flexible decision to also launch 
“Ship My Pants” on TV to the select networks that our biggest fans liked to watch. 2 

 

Proof Of Business Results 

The overall results for “Ship My Pants” exceeded even our wildest expectations, and single-

handedly did more to make the brand feel relevant again than we thought possible.  When one 

media outlet dared use the word “genius” 3 to describe Kmart in their segment, we knew that “Ship 

My Pants” for all its silliness was momentous in what it accomplished. 

 

#1 Engagement:  Achieve Social Media Viewership Of 5MM 

• In just 8 days, “Ship My Pants” went viral with over 15 million online views.  By the end of 2013, it had 

over 30 million views and had become #11 on Unruly’s Top Viral Ads of All Time. 

• “Ship My Pants” accumulated over 160 million social impressions, a value estimated to be 49% greater 

than a $3.8MM Super Bowl spot in 2013. 

• “Ship My Pants” inspired more than 100 parodies and remixes uploaded to YouTube to join in on the 

pun. 

 

#2 Reappraisal:  Achieve at least a 10 to 1 favorability rating on YouTube. 

• “Ship My Pants” had a 24:1 favorability rating on YouTube, higher than any like to dislike ratio for Kmart 

in recent history, and higher than other popular videos such as the Evian Baby Dance and Pepsi Max Test 

Drive. 



5 

 

 

 

 

#3 Action:  Achieve an aggressive sales goal of $1MM in ‘Store To Home’ sales per month. 

• Despite less than $1MM in total media spending, “Ship My Pants” led to average Store-to-Home 

monthly sales of $1.4MM – a nearly 300% increase in incremental sales.  

 
1 Media Spend: $80,000 online; $700,000 TV || Production Cost: $431,691 
2 TV Air Dates: 4/18-4/27, 5/2-5/11 
3 HLNTV Morning Express 

 

 

 


