














HorneD

MEdia



HorneD

MEdia





*Source: Statista, 2024 

https://www.statista.com/statistics/493800/factors-considered-by-us-consumers-in-choosing-stores-for-grocery-shopping/
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Strengths Weaknesses

Analysis
Kroger has the unique

opportunity to enhance
foot traffic past 9PM,

optimizing on changing
spending habits and late

store hours.

Growth: Third Largest Energy Drink 

Opportunities Threats

UVP: Clinically Proven to Accelerate Metabolism
& Burn Body Fat

Marketing: Partners With Influencers, Athletes,
& Celebrities 

High operating expenses
Foot traffic slows past 9PM

Variety of departments
Loyalty program
Open later than other stores

Shift in spending priorities
Spreading to international
markets

Consumers choosing Target
and Walmart over Kroger





*Gen Z Adults = Ages 18-25

(Mintel, 2023) 



(Adobe, 2023) 



(Statista, 2022) 



(Mintel, 2022) 



Men & Women
Aged 18-29
Primary Grocery Shopper 

Customer Profile

Shop in Small Batches
Convenience or Dollar Stores 
Avoid Large Crowds
Late-Night Grocery Visits

Grocery Preferences







The Big Idea
Kroger After Dark

Catering to Night Owls: Campaign focuses on bringing
customers in store past 9 PM 

Convenience at All Hours: Position Kroger as go-to for
late-night shopping

Multi-Channel Engagement: Social Media,
Traditional Media, SMS

Alignment with Lifestyle: Gen Z’s and Millenials
enjoy late-night shopping



Availability and
Convenience

Focused on Late
Night Shoppers 

There for ANY
Grocery Needs





SMS & Sales Promotion 

04 Media Partnership

Social Media Marketing

AVOD Media
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(Statista, 2023)

US Gen Z Leading Social Apps 2023

78%

85%

92%

https://www.statista.com/statistics/1378880/us-gen-z-social-media-app-usage/
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(Statista, 2022)

US Gen Z AVOD Viewership

52%

39%

38%

https://www.statista.com/statistics/1368336/video-streaming-users-us-by-platform/
https://www.statista.com/statistics/1368336/video-streaming-users-us-by-platform/


Going Out With
Friends

Coming Home to
an Empty Pantry

Heading to Kroger
Late at Night

Getting Ready to
Go Out

Panel 4Panel 3Panel 2Panel 1



Only Has an Empty
Fridge

Panel 4Panel 3Panel 2Panel 1

Happy With a Late
Night Snack

Food Craving Heading to Kroger
Late at Night



(SimpleTexting, 2022)

“of Gen Z consumers check
their text notifications within
one minute of receiving a

text -- that’s 27% faster than
the national average.”

44%

Receive Text Message1.
Directed to Landing Page2.
Granted ‘Late Night’ Coupon3.

https://simpletexting.com/blog/text-sms-marketing-statistics-2022/#:~:text=When%20it%20comes%20to%20age,faster%20than%20the%20national%20average.










*me when I get that “You Up? text from
Kroger*

Kroger really popped off with this one lmao

312 652 16k

BRUH DID KROGER JUST TEXT ME THIS

YOU ALREADY KNOW I’M GOING TO KROGER
RNNNNNN! 

Kroger just became my new favorite grocery
store after that text. When we going? lololol

6 34 312
GIRL I GOT A TEXT TOOOO 

2 1 12

Kroger’s “After Dark” Campaign is Going Viral

After Sending “You Up” Texts.

October 24, 2024 / 9:30 AM CDT / CBS Texas











AVOD Media
44%

Paid Social Media
32%

SNL Skit Feature
20%

SMS & Coupon Landing Page Strategy
4%

Meta, Google, TikTok, Youtube

Full Campaign Budget

$5.5M
**Budget based upon current Denstu efforts and similar industry campaigns 

Hulu HBO Max, Netflix, etc. 



Campaign Start Date

Oct. 2024
**Flighting schedule based upon pulses surrounding key moments

Oct. 2024





Measuring Media Tactic Success

Viewership
Video Effectiveness
Message Recall  

Open Rate
CTR
Opt-Out Rate

CPM
Reach and Freq.
Message Recall 

ThruPlays
CTR
CPC

Saved Coupons
Bounce Rate
Time Spent
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