
The Algorithm of Influence : Merging 
Word-of-Mouth and AI to Power 

Smarte r Mail



Agenda

Behavioural Science and AI with Herdify 

Bringing it to life with Join The Dots  



How do we get 
more people 
using mail?



“We’ve tried door 
drops, and they 

don’t work for us”







Targeting = 
where and when



Existing data tells 
you the where, 
not the when 





Humans don’t 
behave like 

economists think 
they do



Behavioural science 
to the rescue  



We’ve been chasing advocacy for 
years…

Peer-to-Peer 
advocacy 
1950s –1980s   

Ris e  of review 
platforms

(2000s )

Referra l 
marke ting 

platforms  boom
(2010s )

Influencer 
marke ting goes  

mains tream
2010s –2020s

…but they a ll end up 
los ing trus t.

Word-of-mouth 1.0: 
“Tell a friend”

Shift from private 
advocacy → public 
recommendation.

Paying for referrals  Amplifying trust with 
paid endorsements  



What hasn’t 
changed in 

1000’s of years?



People, still, trust each other

89% of cons umers  
trus t word-of-mouth

Which makes  s a les  eas ie r
Up to 5x more  like ly to make  a  

purchas e

And increas es  loyalty and LTV
They s tay 37% longer and s pend 16% 

more



Why does word-of-mouth work?

Which is why we buy 
things that people 

around us buy

Word-of-mouth trumps  
everything e ls e

Because copying 
provides psychological 

safety 



Why word-of-mouth matters

~ Rory Sutherland

Habit and social copying kept us alive



60%
of journeys are under five miles

We live our lives locally

~ Rory Sutherland



Where people are 
talking about you, 

gives you the 
when





Herdify: 
Example



Henley-on-Thames
On the  River Thames

Marlow

Rowing town
London commuter town

Have  a  Gails  bakery
Avg. hous e  price  £755,427

On the  River Thames
Rowing town

London commuter town
Have  a  Gails  bakery

Avg. hous e  price  £746,280





Original image credit: Damon Centola, University of Pennsylvania

There is more positive influence 
than negative. 

Sales more likely. 

There is more negative than 
positive influence. 

Sales are unlikely (right now!)

Why people choose, what they choose

Undecided

Advertise here!





Not so fast…



You love word-of-mouth, but...

“It’s  intangible”
“It’s  hard to control”

“It’s  hard to meas ure”



Making word-of-mouth tangible and 
measurable

We s how brands  where  the  
offline  convers ation is  

happening
Advertis ing in these  a reas  give  you people  who buy 

fas te r, spend more  and have  higher loya lty… and 
spread your brand.



A simple to use insight tool

Upload your first-
party data.

AI Behavioural 
Segmentation Engine.

View insights and 
recommendations 

BESeen

Analyse Detect Activate

Movement 
da ta

Community 
ins ight da ta

Popula tion 
da ta

The  Proces s  Is  Simple  and Fas t

Our unique AI system gives  you a competitive edge by 
revealing exactly where your brand is  gaining traction in 
real-time.

Secure  Data  Integration: We securely access  your 
anonymized sales  data, combined with a variety of 
demographic and population data points.

Real-Time Analys is : This  data is  fed into our bespoke 
AI system, which instantly identifies  patterns  of 
accelerated sales  growth within specific communities.

Actionable  Ins ights : We show you exactly where Word 
of Mouth is  already driving sales, and where it's  s tarting 
to show early s igns of explosive growth.

Gain Certa inty and Drive  Profitable  Growth





Only 1% can afford 
always on teams here

Why Herdify? 

Democratis ing acces s  to 
a lways  on behavioura l 
s c ience  ins ights .

Herdify delivering enterprise-grade, 
bespoke insights  at a price point to 
reach the whole market.

Brand specific  
ins ights

High 
affordability 

Exis ting da ta

Bes poke  behavioura l 
s c ience  res earch

Category specific  
ins ights

Low 
affordability



How is it different?

Behavioura l based Respons iveBrand specific  

People  do not make  
rational dec is ions , 

they copy.

Category data  treats  
every brand the  

s ame.

It predic ts  buyers  of 
the  category, not 

your brand.

Human behaviour 
cons tantly s hifts  but 
mos t data  is   s ta tic.



Where When

Exis ting data Behavioura l 
s c ience  & AI

Targeting = where + when



Mail + Word-of-Mouth = 
The advocacy driven 
advertising channel  



How much budget is wasted?

Programmatic

64%
Press

70%

Daytime TV

60%

AWARENESS

CONSIDERATION

PURCHASE



With response rate, income, donors and 
average gift all increasing

P E R F O R M A N C E

Income
+181%

Donations
+139%

Volume
+72%

Avg. gift
+18%

Response 
rate

+94%



Turning intelligence into impact

Reducing wastage 
through ensuring your 

data is accurate

Using data more 
intelligently to give you 
more for less with your 

acquisition budget

Leverage data to 
enhance creative 
impact to drive 
effectiveness



Everything starts with data

Your audience data is key to success It enables us to create the most effective 
strategy to reach your objectives

And every audience is multi-faceted
It allows for segmentation and 
customisation which drives response 
from people more likely to convert

We use a combination of different data 
sets to see the full picture

It helps inform the creative strategy so 
that media and creative work in tandem 
to drive the best possible result

The benefits of our approach?
It reduces wastage so your media spend 
works harder and benefits the 
environment



Layering insight to create the best target audience

Clean data



Introduction
Data is at the heart of everything that we do, 
and its importance is only growing. It’s a 
foundational element to anything that you’re 
trying to achieve.
It informs decision making, segmentations and 
machine learning

It supports good planning, compliance and 
brand perception/reputation
It drives efficiency & outcomes



Data changes quickly, in 2024…
Over 500,000 people in the UK died.
More than 1.3 million homes were sold, with an 
average of 2.4 adults per household – that’s 3.1 
million people moving home.

2 million renters move home each year
The net migration number was 431,000.

How many of these people 
are you trying to contact?



What’s the worst that can happen?
O2 has apologised after two items of "shocking" racist hate mail were sent to a British-
Iraqi family in London.
 
Addressed to "Mr Isis Terroriste" and "Mr Getout Ofengland" at the exact family 
address in Wembley, north London, they contained free pay-as-you-go Sim cards 
ordered online in August 2017 by an unknown third party.

The Conservative Party has apologised after a couple from south London received a 
letter from Theresa May addressed to "Mr Youmustbe F******joking".



Technology is critical, but so is the data

The data in your CRM is degrading at the same rate, and the same principles apply.
Managing your data is protecting your investment in your chosen technology.



Layering insight to create the best target audience

Clean data

Identifying the 
correct prospects to 

engage and help 
formulate a growth 

strategy

First 
party

Measurement



Using Wood for Trees’ data platform, InsightHub, we can 
understand the general demographics of existing donors 

5%
7%

18%

26%
23%

22%

1% 1%

7%

23%

39%

29%

A. Young Singles B. Young Families C. Families D. Mature Families E. Empty Nesters F. Retired

All supporters Door drop recruits

40%

29%

20%

10%

68%

22%

7%
2%

1. Affluent 2. Comfortable 3. Less Comfortable 4. Struggling

All supporters Door drop recruits

• 40% of donors are age 55-74
• 40% donors are ‘affluent’
• ‘Mature families’, Empty nesters’ & ‘Retired’

Source: InsightHub data 2024



Third-party profiling and TGI highlight the different 
mindsets of people who are demographically the same

Tom and Ben are both ABC1 Males 40+.

Tom, however, is a dog person, whereas Ben  likes 
cats.

Ben gets the train to work and listens to a podcast 
Spotify whereas Tom drives to work after the school 

run in listening to Heart.

Tom uses shampoo and conditioner, whereas Ben 
wishes he had the choice.

We can apply these learnings to both media and 
creative.

B E N T O M



Behavioural science data takes it one step further

P R E C I S I O N  T A R G E T I N G

Identifying not just people who donate to a specific type of 
brand but people who donate to the brand.



Strategic negotiation to drive media cost-efficiency

Test rates

Results-based 
negotiation

Short term

Incentives

New-to-TV 
deals

Volume deals

All of which make 
your media budget 

work harder.



The 
integration 
across the 

entire supply 
chain is more 

important 
than ever



Differentiating your message

Understanding how 
other brands in your 

sector spend

Audience identification 
– not just who/where, 

but why

Creativity – insight-led, 
bringing creative to life, 

vas tracking



Typically, Q1 is a low-spend quarter for animal charities, 
making this a perfect time to achieve greater cut-through
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Source: AdIntel 2024



For charities – sector spend is consistently dominated 
by TV

2024

Direct Mail Door Drops
Outdoor Press
Radio Tv

2023

Direct Mail Door Drops
Outdoor Press
Radio Tv

Source: AdIntel 23-24
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Why? Because TV is a good all-rounder for charities

Source: DMA Meaningful Marketing Measurement 2022

TV

BRAND EFFECTIVE CHANNELS

RESPONSE EFFECTIVE CHANNELS

STRONG COMBINED BRAND 
AND RESPONSE CHANNELS
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But there are others that aren’t always considered

Source: DMA Meaningful Marketing Measurement 2022

OOH

Search

Email

Digital

Press and
mags

Radio and 
audio TV

Display

DM

STRONG COMBINED BRAND 
AND RESPONSE CHANNELS

BRAND EFFECTIVE CHANNELS

RESPONSE EFFECTIVE CHANNELS



Segmenting the audience by need – not just who/where, 
but why?

Why do people give to The Salvation Army?

Their faith compels them to They want to help others 
less fortunate at Christmas

A belief the government 
doesn’t do enough

Source: NFP Research 2021



This helps us identify key moments of receptiveness and 
the media to reach them in those moments

Sunday

Press, magazines, TV

When they’re doing their 
Christmas shopping

OOH

Watching/reading the news

TV, newspapers

All of which increase response rate and average gift



We can even use physical location as an expression of intent 

P R E C I S I O N  T A R G E T I N G

A cash appeal for the NAWT
Ads mirrorred door drop distribution in a 7-mile radius 
of NAWT centre location, plus anyone in the area 
visiting:

• Pet stores
• Vets
• Dog events (Crufts)

98% new donor rate



And as part of motivations, we also use data to set 
prompt levels

58

Annual donation value
% of audience who donate 
this amount to war relief 

charities
Index vs national average

Under £10 15% 209

£10-25 19% 201

£26-50 10% 148

£51-100 20% 284

£101-149 8% 234

£150-249 2% 99

£250+ 25% 556

• In this example, there is 
some polarisation here

• It suggests therefore that 
different prompts should 
be tested to maximise 
income

Source: TGI 2025



But data on its 
own is 

meaningless 

59



You need to connect 
through media…

…and inspire 
through creative

60



Creative is the number one controllable 
factor in a campaign that affects ROI

x20x12x5x3x2.5x2x1.7x1.6x1.2X1.1

Brand sizeCreative 
quality

Budget 
setting across 
geographies

Budget 
setting across 

portfolios

Multi
media

Brand: 
Performance

Budget 
setting 
across 

variants

Cost/
product 

seasonality

Laydown/
phasing

Target 
audience

Potential multipliers of advertising profitability (2023)

Source: The Drivers of Profitability, 2023, Paul Dyson – accelero, ROI multiplier = area of circle 61




www.voicy.network

www.voicy.network

www.voicy.network

2022

www.voicy.network

10.05714





Data-led creativity

84

41
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Male Female

• JICMAIL data showed men 
give mail from homeless 
charities twice the amount of 
attention that women do

• And that they interacted with 
the charity mailing more 
frequently than women

• This led to testing a more 
“male” creative which 
increased response rate

Source: JICMAIL



System 1 Research found the emotion people 
most experienced with charity ads was sadness.

And yet this can cause the ostrich effect – 
making people feel guilty leads to head in the 
sand, or disengagement.

And for many, the ads left them feeling neutral 
or “emotionless”.

The research showed positivity and high 
emotion drive better long-term results.

Neutral

Sadness

Happiness

Surprise

Contempt

Anger

Fear

Disgust

Reactions to charity ads

Source: System 1 Group PLC

The role of emotion within data



Turning negativity into positivity

I am hopeless

And I don’t think for a second

I have a future

The truth is 

Its everyone for themselves

Especially at Christmas

And I don’t believe those who say

Young people like me deserve a turning point 

Young people like me deserve a turning point

And I don’t believe those who say

Especially at Christmas

Its everyone for themselves

The truth is 

I have a future

And I don’t think for a second

I am hopeless



This interconnectivity through data will drive real 
outcomes

Data Insights

Strategy Outcomes



KSS
Choppers don’t come cheap

• The total amount raised stands at an astonishing 
£1.9m

• 13,948 people donated

• 6,368 people have donated for the first time

• More than 2,100 have donated £100 or more to 
have their name on the helicopter

• The media campaign reached around 360m across 
the globe



The client: Able & Cole
An online grocer that delivers organic, sustainable, and ethical food to homes across the 
UK.

Channel
Letterbox

Sector
D2C

Product
Sales

164%
increase in RR% in areas 

with communities

18%
increase in AOV



The Herdify factor

R E S U L T S

Source 
1

Source 
2

Source 
3

Source 
4

Source 
5

Source 1

Source

ç



Sustainability matters

In a survey conducted by business consultancy Yonder Consulting in September 2023:

8/10
said charities have a 
responsibility to be 

environmentally 
sustainable

8/10
said environmental 

sustainability is 
important for a charity 
when carrying out its 

core purpose activities

4/10
said they would be 

more likely to donate 
to a charity if they 

heard that it invested 
funds into operating 

more sustainably

8/10
said that 

environmental 
sustainability is 

important for a charity 
when running it’s 
shops, events and 

fundraising

When it comes to volume versus precision, precision is the sustainable choice.



Data

Direct mail
Native

Programmatic

DOOH

Paid social

Display

DAB

Addressable TV

Homemover
OOH

TV

Lead gen

Inserts

PAM

Door drops

Press

Podcasts

Radio

Join the Dots 
to put data at 
the heart of 

your 
planning







Thank you
Tom@herdify.com

Ben.briggs @s alocin-group.com
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