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With the cost-of-living crisis hitting home, 

consumers are keeping a close eye on what 

they’re spending. How can brands deal with 

these challenging conditions?

The simple answer is to find customers that 

are most likely to buy.

In this eBook, we’ll talk you through:

 • The cost-of-living crisis

 • A change in working habits post-lockdown

 • How brands can survive in 2022 by targeting people who are 
ready to buy
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The cost-of-living crisis is set to define 2022

The last 100 years have been witness to some remarkable 
events. 

In 1928, Alexander Fleming returned from holiday and found 
the mould in one of his Petri dishes inadvertently repelling 
bacteria, giving birth to penicillin. Neil Armstrong stepped onto 
the moon in 1969. And in 1989, as acid house parties raved 
their way through the UK, the Berlin wall came tumbling down. 

2020 will be remembered for Covid-19, while 2022 will, 
unfortunately, be remembered for the cost-of-living crisis…

But, as much as there are difficult times ahead, there are still 
ways to steer your brand’s course through the choppy seas.

The brands that survive and flourish will be the ones that can 
accurately find and talk to their customers who are most ready 
to buy.

In January 2022, KPMG surveyed 3,000 people and the survey 
showed that:

 • 32% were planning on cutting back

 • Only 9% thought their spending would increase

 • 55% were less likely to eat out - by far the hardest hit sector 
in the survey1

One-third of the nation cutting back on what they spend 
means that people - especially lower-income households - 
will prioritise their spend on essentials like food, heating and 
petrol.

With no end in sight to the cost-of-living crisis, we also have to 
be mindful of the ongoing supply chain problems and the war 
in Ukraine, both of which will have direct and indirect effects on 
how much money people have to spend.

Already, we can see that consumers are still spending online, 
but less than its peak. In March 2022, the proportion of retail 
sales online fell to 26%, the lowest since February 2020.2

More recently in June, the British Retail Consortium also 
highlighted that consumers are spending less than they were 
a year ago. Both online and in-store sales fell for the second 
month in a row in May, showing that the pandemic spending 
bubble had burst.3

Although, it’s not all doom and gloom. Pret A Manger has 
recently returned to profit by shifting its focus away from 
London and towards regional towns and suburbs.4
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The cost-of-living squeeze 
is underway for many 
households.

It’s not a surprise to see a 
third planning on reducing 
spending and less than one 
in ten planning to increase 
their spending.

LINDA ELLETT / KPMG UK

A new normal. Working and social habits have dras-
tically changed

Before the cost-of-living crisis, there were already challenges 
for brands in a post-Covid world. 

Namely, people’s social and working habits have changed 
with remote and flexible hours now par for the course in many 
organisations.

This seismic shift in working habits means people - 78% 
according to the Office of National Statistics5 - are no longer 
commuting into crowded city centres, eating lunch from the 
deli around the corner from the office and working a fixed 
number of hours.

A return to pre-lockdown working habits doesn’t appear to be 
on the cards any time soon, with 52% of the ONS report saying 
it is now quicker to complete work and 53% saying they have 
fewer distractions. 

As much as this is positive on a personal level, it poses a fresh 
challenge to brands and marketers alike - how do you find 
where your audience is in this new world?

Are people working from home or the office, or both? Are they 
working in a cafe? Are they in the park taking advantage of a 
sunny day?

As marketers, we must ask ourselves, “where the hell is our 
audience?”

““
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Is the pressure going up as your marketing budget 
is going down?

As people spend less and the economy hits a downturn, the 
pressure on marketing budgets, inevitably, increases. During 
the credit crunch of 2008, it was commonplace to see budgets 
slashed in half.

Whether that is the right approach or not is a piece for another 
time. But, we can say that tough times call for marketers to 
achieve more without breaking their budget.

One approach is to do more with the data we have to hand. 
Your first-party marketing and sales data is the key to unlocking 
exponential growth without blowing your budget - click here to 
find out how we can help with this.

By harnessing the power of word-of-mouth (WoM) businesses 
can win more customers while reducing wasted ad spend. The 
GDlbs platform can help marketing professionals like you: 

 • Improve return on customer acquisition investment by 
enabling you to connect with engaged prospects before the 
competition

 • Use our output data to power paid media, social media 
targeting and events/promotions

 • To have a GDPR-compliant solution to the phasing out of 
3rd party cookies

https://www.gdlabs.ai/contact/
https://www.gdlabs.ai/contact/
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How to find the best consumers for you

Finding the right people who are interested in your 
brand is a do-or-die situation for any business. But, it’s 
not easy to do.

What you can do, however, is try to stack the odds in 
your favour by:

 • Finding your niche

 • Focussing your efforts

 • Selling only to consumers who are ready to buy
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The word-of-mouth effect

WoM recommendations from friends, family and colleagues are 
incredibly powerful but often overlooked. This is crazy when 
you realise that WoM can generate 5x more sales than any paid 
campaign.5

WoM comes in all shapes and sizes, from everyday items to 
software purchases that cost tens of thousands of pounds. 
Anything is affected by WoM, whatever the price. 

A good example is with anything that is baby related. Parents 
will always listen to advice from co-parents and family on 
everything from baby food, where to buy onesies and which is 
the safest car seat.

It’s not just limited to in-person conversations, either. A WoM 
conversation is far more likely to happen in a messenger app or 
in your social feed. 63% of consumers aged between 18 and 34 
“trust what influencers say about brands much more than what 
brands say about themselves in advertising” - 2019 report by 
Edelman. 6
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Combining WoM with the frequency illusion (read on for more 
about this) and turning them into a focused targeting campaign 
is where the marketing magic happens.

Let’s look at how that could work, courtesy of our childhood 
friends, Jack and Jill, who have met for lunch in the local deli. 

As Jill holds her phone to pay for her halloumi wrap and fruit 
smoothie combo, Jack notices she is using a Monzo card.  

Jack’s been thinking about changing banks and asks Jill about 
the Monzo card. Jill has been using her card for a couple of 
months and has nothing but positive things to say.

The next day, Jack walks through town and sees a bus stop 
with an ad for Monzo. Now Jack knows about Monzo, it 
registers, and he makes a mental note to find out more or even 
signup.

Later, Jack is browsing Facebook and again sees an ad for 
Monzo, which he clicks and creates an account.

“What has that got to do with focused targeting?” I hear you 
ask. Well, it’s all about knowing where to place your ads.

Targeting all bus stops where your demographic lives can be 
expensive, as is targeting all the bus stops where you have 
customers.

But, if you knew the specific areas people are talking about 
your brand, you could target the bus stops in those areas - 
making the most of your budget in the process. This is where 
GDlabs can help you, your marketing ROI and your sales goals.

WoM is also incredibly good at kickstarting an illusion in your 
mind, the frequency illusion…
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What is the frequency illusion?

Also known as the  Baader-Meinhof Phenomenon, the 
frequency illusion is a situation where something you’ve 
recently learned about seems to appear everywhere.6

Think about the last time you made a big purchase, such 
as a car. You’ve decided you want a red mini and, for the 
next few weeks, all you see are red minis. The red mini 
was in your mind, so you see it everywhere.

This could also be easily triggered by a friend saying she’s 
just bought a red mini.

The skill we need as a marketer is to understand how to 
use the frequency illusion for our benefit. How can we use 
the effect to make intelligent choices around campaign 
targeting and budget?

The answer to that is to gain an understanding of where 
people are talking about your brand and then focus your 
efforts purely on those areas. And the way to gain that 
audience knowledge is to use the GDlabs AI platform.

This works for any purchase, large or small, such as a 
chocolate bar for lunch or new software for your HR 
department.
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Some mouth-watering WoM stats for you7

23% of consumers talk to their friends and family 
every day about their favourite products

95% of consumers are far more likely to trust a 
recommended brand

21% of people will lose trust in a brand, whether 
they’ve been a customer or not, because of bad 
word-of-mouth

WoM drives $6 trillion in annual global spending, 
that’s 13% of all sales

32% of listeners come across new podcasts through 
WoM recommendations

23% of Christmas gifts are bought because of WoM

37% of Americans use WoM to choose where to eat

50% of UK craft beer drinkers said they would buy 
a beer they’ve never tried purely because a friend 
recommended it

As marketers, we must find a way to tap into WoM 
to grow our brand and create new sales. 
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How GDlabs uses AI and network theory to help 
your brand

GDlabs is an audience targeting intelligence platform that 
enables you to accurately see where your brand is being 
discussed, or new clusters of potential customers are forming.

We use an emerging branch of AI called network theory to 
boost marketing ROI and increase sales conversion.

In simple terms, physical networks like Facebook or the 
internet are predictable. Our AI methodology looks at how 
physical networks behave and aligns that to invisible, real-world 
networks – such as WoM – to as accurate as a street level.

Our AI platform can analyse your company’s historical data, 
such as:

 • Where a sale happened

 • What the date and time of a sale was

From this analysis, we can map the location of future predicted 
customers. That’s a powerful targeting tool for brand owners, 
sales and marketing teams. One that helps increase marketing 
ROI and boosts sales conversion.

This means you can reign in the campaigns in areas that won’t 
bring a return and be more adventurous in the areas that will 
bring in sales.

Take out-of-home advertising - OOH - as an example. Many 
brands that focus on digital marketing avoid OOH as the cost is 
too prohibitive.

Through GDlabs, you can take the guesswork out of OOH 
advertising and focus on the areas that count - they’re bringing 
in revenue. 

By doing this, you can limit OOH to areas that are likely to 
produce a positive result, which will bring down the cost and 
improve its chances of success… Meaning that OOH would 
soon become an essential tool in your wider marketing plan/
strategy.
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How can WoM help Google Ads targeting?

As with anything in marketing, without data, you’re walking 
blind. As much as marketing is very much an art, it’s also very 
much a science.

It’s hard because knowing what locations to choose is hard. 
Without data, it’s akin to throwing a dart at a board.

Which locations can you target?

Google Ads enables a wide range of location targeting options 
with different levels of specificity. These can be split into two 
categories:

1 | Named locations

For the UK, the highest level is the whole country - useful for 
goods and services distributed here only. Many people use this 
option without considering it as location targeting. 

Beneath that, there are named locations, such as cities. Then, 
there are also landmarks, such as airports, around which you 
can target users. 

Finally, you can target using one or many of the circa 2,000 
outward postcodes in the UK – only the first bit, such as SL6.

2 | Proximity targets 

These allow you to target a circle of radius as small as 1km 
around any point in the UK. When potential customers are 
in that area and run a search that expresses interest in your 
product sector, Google will serve them your ad.

How does the GDlabs’ platform use location data?

GDlabs’ recommendations are often for areas smaller than 
the smallest proximity targets allowed by Google. As a 
consequence, we built our system that takes a collection of 
recommended areas and selects the best combination of:

Allowable proximity targets

Minimising the area 
outside the original 
recommendations 

Ensuring all of the 
recommendations are 
covered
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There are three main steps in the 
process:

1. Combining contiguous areas

2. Finding the smallest possible 
proximity targets that enclose 
each of the combined areas

3. Combining overlapping proximity 
targets in an optimal way

The particularities of the geography 
of the target areas can significantly 
affect where the increases in efficiency 
arise. 

For one of our customers, over 90% 
of the increased efficiency comes 
from using proximity targets over 
postcodes. While for another, over 
95% of the increased efficiency came 
from optimising proximity targets.

This map, generated by the GDlabs’ 
platform, shows the city of Bristol in 
an example scenario. 

In this scenario, the GDlabs’ platform 
has identified two major areas to 
target – shown above in blue – rather 
than focusing on the whole of the city.

The blue areas are further 
broken down, with our platform 
recommending targeting just 50% – 
highlighted in green.

Those green sections show the areas 
within that location with potential 
customers who are most likely to 
purchase – where they work and live.

The smaller blue dots show actual 
purchases – which shows that just 
targeting CRM data alone without 
modelling would be fruitless.

This is a great visual indicator of 
how GDlabs can help you focus 
your campaigns on the areas that 
matter most. GDlabs will help you 
supercharge your paid advertising 
rather than taking a scattergun 
approach.

herdify.com
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The cost-of-living crisis is going to affect us all, but it doesn’t 
have to mean the Four Horsemen of the Apocalypse will be 
galloping around the corner anytime soon. As with any crisis, 
the best way for eCommerce brands - or any brands for that 
matter - to survive is to go back to basics and make sure their 
house is in order.

1. Focus your efforts on the areas that matter

2. Bring wasted spend under control

3. Speak to customers who are most ready to buy

One way to help ensure you’re on top of your marketing 
spend and you’re spending it in the right places is the GDlabs 
platform. 

We know it’s hard to judge whether your business needs 
another data platform from only reading this whitepaper or the 
GDlabs blog. What we’d love to do is show you how you could 
use it.

If you’d like to know more, get in touch for a quick chat with 
our team.
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